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Purpose 
This thesis examines the importance of employee perceptions of their 
organisation’s visual corporate identity (VCI) particularly the symbolic ‘corporate 
logo’. Employees’ views of the logo reveal their perceptions of the organisation 
itself (Henderson and Cote 1998:15, Olins 1995:73) so are an important 
indicator of their positive or negative feelings towards their establishment. 
Previous research recognises the significance of employees’ opinions, but has 
overlooked their perceptions of the VCI. In education, external marketing 
(including VCI) is of growing interest but there has been little concern with 
internal marketing.  
 
Methodology 
A mixed methods, sequential, explanatory case study into a UK independent 
school was undertaken. Quantitative data was obtained from questionnaires, 
distributed to the schools’ employees and qualitative data from interviews; 
analysis reveals convergent and divergent findings.  
ii 
 
Findings 
The majority of the schools’ employees consider the corporate colours and logo 
important, associate positive meanings with the logo and were proud to be 
linked to the school by wearing branded items. Employees felt affiliation for the 
logo and considered the VCI to be strong although responses differed 
depending upon gender, full or part-time employment, department, seniority and 
length-of-service. A new model has been developed, the IMP Test, that reveals 
the perceptions; the importance, meanings, and pride that employees attach to 
their VCI.  
 
Implications 
These findings reinforce and add to previous research of employee perceptions 
of their VCI (particularly in education) and it follows, towards their organisation. 
Utilising this approach, managers can gain a deeper understanding of employee 
perceptions which has implications for morale and motivation. 
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CHAPTER 1 – VISUAL CORPORATE IDENTITY AND INTERNAL 
CUSTOMER PERCEPTIONS 
1.1 INTRODUCTION  
This chapter starts with an introduction to the thesis, followed by a discussion 
on corporate identity, focusing particularly on visual corporate identity. Then 
there is a brief description of education and marketing, an explanation of the 
focus of the research and the specific method used. A summary of the following 
chapters concludes this first chapter. 
 
Organisations, including schools, are often represented by a company logo; a 
symbol or emblem, a crest, used on stationery, vehicles and signs. The design 
and function of the logo is usually considered in terms of the external audience, 
the customers (Balmer and Greyser 2006, Cooper and Press 1995, Ind 1990, 
Van Riel and Balmer 1997). Nevertheless, the opinion of the internal audience, 
the employees, and the main asset of any organisation, towards their logo is 
also of vital importance as it is representative of their perception of the whole 
company (Henderson and Cote 1998:15, Olins 1995:73). As Olins (1995:73) 
writes, obtaining the opinions of employees towards their corporate identity will, 
‘not only tell you what they think of the identity but … what they think of the 
organisation’ 
 
Despite this important association, employees’ perceptions of the visual aspects 
of corporate identity have attracted little interest from writers despite the 
awareness that strong employee identification with the brand triggers 
identification with, and commitment to, the company (Vallaster and de 
Chernatony 2006:770). Some suggest that further research is required to 
2 
 
increase management understanding of employees’ perceptions of their visual 
corporate identity (Cornelissen, Haslam and Balmer 2007, Gotsi and Wilson 
2001:102, Gray and Balmer 1998:698, Harris and de Chernatony 2001:443, 
Mullins 2002:556, Pugh and Hickson 1996:156, Schein 1980:15) as employees 
with a positive, committed outlook, supporting their organisation will contribute 
much to the establishment.  
 
Commercial enterprises have long been aware of the importance of external 
marketing and the significance of internal marketing is increasingly recognised 
as being essential (Argenti and Forman 2004, Balmer 2009, Christensen and 
Askegaard 2001, De Chernatony and Cottam 2008, Hatch and Schultz 2002, 
Pugh and Hickson 1996, Schultz, Hatch and Larsen 2000). In education a 
number of universities have recognised the significance of external marketing 
and there has been some research into this topic (Baker and Balmer 1997, 
Balmer and Liao 2006, Balmer, Liao and Wang 2010, Bunzel 2007, Chapleo 
2010, Hammond, Harmon and Webster 2007, Melewar and Akel 2005, Naude 
and Ivy 1999 and Whisman 2009). However, in school education, particularly 
independent schools, only recently have managers started to realise that to 
survive, in an ever increasingly competitive environment, they have to market 
externally (Foskett 1992, Green 2005, Hemsley-Brown and Oplatka 2006, 
Honingh and Oort 2009, Oplatka and Hemsley-Brown 2004, Richardson, 
Gillingham and Pettingale 2010 and Speirs 2007) however, there appears to be 
little research or awareness of internal marketing in schools. 
 
Using a mixed methods, sequential, explanatory case study this research 
intends to investigate employee perceptions of a school’s visual corporate 
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identity; how important the school’s employees consider the visual corporate 
symbol to be, what meanings the symbol engenders in them and if they are 
proud to be associated with their place of work by sporting the logo. 
 
 
1.2 CORPORATE IDENTITY  
Contemporary corporate identity characteristics consist of mainly intangible 
concepts, such as management vision, values, social behaviour, service and 
performance (Balmer 1999:74, Balmer and Greyser 2006, van Riel and Balmer 
1997). Balmer and Greyser (2003:19) explain corporate identity as, ‘The mix of 
attributes which make any entity distinct’. Aldersey-Williams (1994:41) 
describes it simply: ‘Corporate identity (is) the visual expression of an entire 
company.’ Olins (1995) describes it as,  
‘…the explicit management of all the ways in which the organisation 
presents itself through experiences and perceptions to all of its 
audiences’. Olins (1995:xvii) 
 
The corporate identity of most organisations is represented by a corporate 
visual symbol (the logo) and its associated corporate colours which together 
may be described as the visual corporate identity (Olins 1995), the focus of this 
research. The significance of the corporate logo has developed into prime 
importance as the symbol conveying a message about the establishment. As 
Van Riel and Balmer (1997:340) write,  
the ‘role of symbolism … has grown from its original purpose of 
 increasing organisational visibility to a position where it is seen as  
having a role in communicating corporate strategy’  
to both internal and external audiences (Van Riel and Balmer 1997:340).  
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The logo of an organisation represents its corporate identity, just as a person’s 
appearance denotes their individual character. This visual representation, like 
the appearance of a person, leads us to make judgements about and identify 
the character of the company. The symbols of corporate identity and brands are 
therefore very powerful devices and are extremely important to all organisations 
and their management. Visual identity and its communication is a very 
significant tool in today’s business world and its importance in representing an 
organisation’s desired corporate identity cannot be underestimated.  
 
This research is concerned with the visual aspects of corporate identity which 
according to Melewar and Saunders (1998:291), ‘consists of the corporate 
name, logotype and/or symbol, typography and colour’. For the purposes of this 
research, the visual corporate identity will be seen as a mixture of Aldersey-
Williams (1994:41), Melewar and Saunders (1998:291) and Olins (1995:xvii) 
definitions: 
Visual Corporate Identity is the visual expression of a company (the logo 
and/or symbol and colours) and the way that the organisation presents 
itself through graphic messages to its audiences  
  
 
The use of visual corporate identity goes back many years and has its origins in 
marketing and trade (Balmer 1999, Mollerup 1997). A trademark or logo is a 
symbol or design adopted by an organisation or an individual to identify their 
products. The earliest examples of these signs, or logos, were ceramic marks 
and heraldic devices. Over time, extensive use of the signs has led to 
companies adopting a specific and individual visual symbol for trading purposes 
and logos appear on stationery, uniforms, vehicles and so on. The majority of 
organisations now have a distinctive visual corporate identity to give some 
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indication of their business and to define their individuality to their customers, 
both external and internal. 
 
The use of these logos is now commonplace and the use of imagery associated 
with the corporate symbols has become complex and sophisticated, leading to 
the growth of marketing professionals and the creation of a multitude of different 
corporate identities and their logos for a diversity of organisations (Berger 2008, 
Rose 2007). Each day people in the developed world are exposed to a 
kaleidoscope of corporate signs, symbols and logos, emanating from diverse 
and varied origins that make up the essence of a corporate brand.  
 
Cornelissen, Haslam and Balmer (2007:S12) add credence to this research as 
they suggest that investigations should take place in order to further understand 
the role of the collective identity and of the meanings that are symbolised by the 
visual corporate identity and attributed to an organisation. 
 
 
1.3 EDUCATION AND MARKETING 
The education sector is a major employer and money earner in the UK; nearly 
811,000 people are employed in publicly funded schools in England 
(Department for Education) and 63,000 teaching staff in independent schools 
(Independent Schools Council), in total just over 3% of the total working 
population (Office for National Statistics). In 2008 in the UK education had a 
gross value added of £76.4billion (United Kingdom National Accounts) so is a 
significant contributor to the economy. Following the lead in business, some 
managers in education are becoming increasingly aware of the importance of 
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external marketing but, again similarly to industry, little attention appears to 
have been paid to internal marketing in this area and the perceptions of 
employees.  This research will investigate this aspect of education and use an 
independent educational establishment (Stamford Endowed Schools) for this 
case study as it is representative of education (through the county scholarship 
scheme) and business (as it also has fee-paying pupils). 
 
Marketing is the business philosophy centred on serving the customer (Kotler 
1997) and the Chartered Institute of Marketing defines marketing as, 
‘anticipating, identifying and satisfying customer needs at a profit’ (Pardey 
1991:11). The American Marketing Association in 2007 describes marketing as  
‘the activity, set of institutions and processes for creating, 
communicating, delivering and exchanging offerings that have value for 
customers, clients, partners and society at large.’ (Powell 2011:1366) 
 
These definitions apply very much to commercial business yet similarly, with 
reference to education, Davies and Ellison write that marketing in education is,   
the means by which the school actively communicates and promotes its 
purpose, values and products to the pupils, parents, staff and wider 
community (Davies and Ellison 1997:2004). 
 
In the 1990s, both Pardey (1991) and Davies and Ellison (1997) recognised that 
educationalists were very suspicious of marketing as they did not wish to link 
education with commercialism.  
 
However, in more recent writing, the importance of external marketing and 
corporate identity in education in general is increasing as educationalists are 
realising that external marketing is becoming a necessity to maintain their 
position and is of increasing benefit to them, particularly for those in the higher 
education sector (Balmer and Liao 2006:5, Bunzel 2007:152, Evans 1995, 
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Hammond, Harmon and Webster 2007:438, Richardson, Gillingham and 
Pettingale 2010:13, Speirs 2007:12). In schools too there has recently been 
more writing and research in this area (Foskett 1992, Green 2005, Honingh and 
Oort 2009, Mosahab, Mahamad and Ramayah 2010, Oplatka and Hemsley-
Brown 2004). The attachment and commitment of school employees to their 
organisation will be reflected in their perceptions of the school emblem and 
school corporate colours. This emerging awareness of the importance of the 
internal marketing in education (Hartley 1999 and Maguire, Ball and Macrae 
2001) is significant; hence the issue under investigation is of strategic 
importance. The broad spectrum sample of employees in the organisation will 
generate a variety of opinions and perceptions. Organisations need to 
understand how important their employees consider their visual corporate 
identity, what meanings they link with the logo and if they are proud to be 
associated with it. 
 
 
1.4 THE FOCUS OF THE RESEARCH 
Our constant exposure to the increasing number of symbols and logos has 
resulted in the rise of the importance with which they are regarded, certainly by 
those in marketing and design (Aynsley 2004:108, Balmer 2009:551). 
Employees’ opinion of the importance of the organisation’s symbol is influential, 
yet current writing appears to be more focussed on the more intangible aspects 
of the perceived corporate identity in connection with the external audience, 
rather than the tangible visual symbol and the internal market (Balmer 1999, 
Balmer and Greyser 2003, Dutton, Dukerich and Harquail 1994). That 
employees do consider their logo to be important is described by Stuart 
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(2002:42) when she writes of the furore that occurred when the Queensland 
government logo was changed without employee consultation. The researcher 
has also discovered that in many instances management do not realise the 
regard and affection with which the ‘workers’ look upon their company logo. 
How important the schools’ employees consider their company logo and their 
corporate colours will be investigated. 
 
The visual identity is a corporate symbol to which the audience will assign a 
meaning, depending upon their experiences and knowledge (Bathes 1977, 
Hatch and Schultz 2003, Rose 2007, Vallaster and de Chernatony 2004:773). 
Employee meanings associated with the company logo can be positive or 
negative and the meanings are, by inference, associated with the organisation 
itself, so are of prime importance to management understanding. Accordingly 
this research intends to discover the meanings employees associate with the 
school’s symbol or logo. 
 
An organisation’s logo is more likely to be worn or sported by employees if they 
are keen to be linked to their organisation, a sense of pride of association is 
generated in the individual when displaying the emblem and the logo is visually 
pleasing. Conversely, employees are less likely to wear branded items if they 
do not wish to be linked with the establishment or the logo is poorly designed. 
This view is emphasised by Henderson and Cote (1998:15) who suggest that 
perceptions of a logo can influence the evaluation of a company and that this 
can be either positive or negative. Van Riel and van den Ban (2001:428) also 
attach importance to perceptions of logos as they write that logos can add value 
to a company’s reputation. Despite this recognition, there appears to have been 
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little investigation into whether employees’ are proud to be associated with their 
visual corporate identity, particularly in education which this research will in part 
redress. 
 
This work is important because senior management need to gauge employee 
perceptions of the visual corporate identity and by association their attitudes 
towards their organisation, if they are to have the advantage of a positive 
workforce in an increasingly competitive business environment. A positive 
workforce is more productive, and of course the converse is also true. If 
unfavourable results are obtained from the research, implying a negative 
employee attitude, then action can be taken to try to develop a positive outlook. 
 
The organisation that will be investigated is an independent school, Stamford 
Endowed Schools in East Anglia, UK, which in effect consists of three schools; 
one junior and two senior schools. The focus for the research will be on the 
internal audience, the schools’ employees; the management, teaching and 
support staff. But rather than exploring all facets of corporate identity and 
branding in conjunction with the schools’ employees, the focus of this research 
is the visual aspect; the corporate symbols and corporate colours. Thus 
employee perceptions of the organisation’s visual identity are of major interest: 
how important they consider it to be, the pride (or not) they feel in it and the 
meanings they associate with it. To ascertain these perceptions an IMP 
(importance, meanings and pride) test will be carried out on the data from 
questionnaires.  
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The three research questions to be answered are: 
? How important are the visual elements of an organisation’s corporate identity 
to its employees?  
? Are the employees proud to be associated with their place of work by 
wearing or carrying an item with the organisation’s symbol upon it? 
? What meanings do the visual symbols of their organisation engender in the 
employees? 
 
 
1.5 SPECIFIC METHOD OF RESEARCH 
There are several areas of literature to investigate to support this research into 
employee perception of their school’s visual corporate identity. Firstly, a 
literature search into organisations, particularly applying to employees and their 
perceptions, will be undertaken. Semiotics and the theories of Barthes will be 
reviewed and linked to how observers interpret symbols. The historical roots 
and development of visual corporate identity will add to understanding. 
Investigations into the corporate identity and brand management of 
organisations, especially educational establishments will take place in order to 
provide the contextual background for the research. Any research into 
employee attitude towards their visual corporate identity will also be important, 
to provide background information for the research. In essence, the literature 
will aid the research and help to substantiate the methods, findings and 
conclusions and devise a theoretical model. 
 
Learning from the approaches and methodology used for previous research in 
corporate identity, such as case studies, mixed methods and grounded theory 
as well as methods such as surveys, attitude measurement and interviews will 
be vital, as these will be adapted for use in the research. The method of survey 
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design and interviewing will be studied to help to design a questionnaire that 
respondents are willing to complete, and to devise questions that interviewees 
will answer informatively to elicit the answers to the research questions. 
Contextual background information about the school in this case study will be 
described and research conducted into its marketing, particularly in relation to 
their visual corporate identity and the opinions of the employees. A pilot study 
survey will be conducted to test the survey method and conclusions drawn from 
the pilot study will be described. To test the method of measuring employees’ 
associated meanings with their logo, a small pilot survey will also be used. 
 
Once the design is finalised, all the school’s employees will be asked to 
complete an anonymous questionnaire (either by email or on paper) to discover 
their opinions of the corporate symbols and colours of their working 
establishment together with some demographic information about the individual 
employees. To investigate the first research question, the employees will be 
asked whether they consider the corporate colours and corporate symbols to be 
important or not and why. The second question will explore if respondents are 
proud to be linked to the organisation by wearing the logo and to explain why.  
To answer the third research question, the respondents will then indicate the 
meanings that they associate with the emblem of the school by selecting a 
position on a seven-point semantic differential scale, between adjectives of 
opposite meanings at either end of the scale. Mainly quantitative data will be 
obtained from the questionnaires but there will be some opportunity for 
comments.  
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Analysis of the quantitative data, obtained from the questionnaires, will be 
carried out using the SPSS (Statistical Package for the Social Scientist) 
software. Investigations will take place to discover whether gender, age, 
department of employment, working full- or part-time and length of service have 
any influence upon the responses of the employees. A factor analysis and a 
regression analysis will take place and conclusions drawn from the significant 
findings will be reported.  
 
After analysis of the questionnaires, a number of semi-structured interviews will 
be carried out to aid understanding. The interview questions will depend in part 
on the results of the quantitative analysis and will reveal more detailed 
qualitative data of the perceptions of the visual corporate identity. Analysis of 
the qualitative data from the interviews will take place using a colour coding 
method devised by the researcher.  
 
The results of the two methods will be compared to establish if the conclusions 
obtained from the qualitative data is congruent or discrepant with that of the 
quantitative data: How important the employees consider their visual corporate 
identity to be, what meanings they associate with the logo and if they feel pride 
in sporting the logo. Analysis will elucidate employee strength of feeling towards 
and perception of, the visual corporate identity of their organisation and so 
discover their underlying opinion of their organisation. 
 
If the findings are mainly positive, then the school should conclude that most of 
their employees (who answered the questionnaire or were interviewed) have 
positive perceptions of their logo and by association, their school. If areas of 
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concern are revealed by the findings, then the senior management have the 
opportunity to redress the problems and consider appropriate measures to 
encourage positive behaviour. This case study research is limited to one 
establishment but the method of conducting the investigation could be applied 
to other organisations of a similar size or larger. 
 
 
1.6 THE FOLLOWING CHAPTERS 
Chapter 2 will review the literature which refers to employees, their role and 
status within organisations, corporate identity and visual corporate identity but 
particularly in connection to employees. The key issues and implications that 
arise from the literature search will be identified particularly those that justify the 
research into this area and the development of the research questions will also 
be explained and a theoretical model devised. 
 
Chapter 3 will report on the various research methodologies and approaches as 
well as specific methods that have been used in the area of corporate identity, 
particularly in connection with employees, as well as techniques to measure 
attitude. The mixed methods, sequential explanatory case study methodology of 
this research will then be described and justified including the methods of data 
collection and analysis.  
 
Chapters 4 and 5 will report on different parts of the major survey. Chapter 4 will 
explain the final design of the survey questionnaire and the collection of the 
data. The demographic profile of the major survey respondents will be 
described and the analysis of the data pertaining to the respondents’ opinion of 
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the importance that employees attach to the visual aspects of the corporate 
identity and their inclination to be associated with the symbols of their place of 
work will also be presented. Chapter 5 is concerned with the meanings and 
perceptions that the employees attach to the school’s logo. This data will be 
gathered from a series of semantic differentials and descriptive statistics of the 
responses will be reported.  
 
The semi-structured interviews will be reported upon in Chapter 6. The method 
of the interviews will be described and an explanation will be given of why 
certain individuals were selected for interview. The interviewee responses will 
be reported and analysed and whether the findings are congruent with or 
divergent to the quantitative data discussed. 
 
The final chapter, Chapter 7, will present the conclusions of the research in 
relation to the research questions posed, and the IMP test (that could be used 
for any organisation) that was carried out on the data gathered. The IMP test 
discovers whether employees consider their visual corporate identity to be 
important, what meanings they associate with the logo and if they feel pride in 
sporting the logo. The theoretical model will be updated to show the results for 
this case study and whether the school employees’ perceptions of the logo are 
positive or negative and hence their perceptions of the organisation. The 
implications of the findings, contributions to knowledge and limitations of the 
research as well as suggestions for future research will be reported. 
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CHAPTER 2 – LITERATURE REVIEW ON EMPLOYEES AND THEIR 
PERCEPTION OF THEIR ORGANISATION’S VISUAL CORPORATE 
IDENTITY        
2.1 INTRODUCTION  
In this chapter, previous research pertaining to people in organisations, the 
advantages of involving employees, the importance of visual symbols, semiotics 
and the theories of Barthes are discussed. Previous investigations into 
corporate identity, particularly visual corporate identity, its management, and 
corporate identity in conjunction with employees are reported upon together 
with the concept of corporate personality. The found literature of corporate 
identity and educational establishments is described, as well as writings about 
marketing education. The implications of the literature search and the 
development of the research questions are followed by a diagram of the 
theoretical model. 
 
This research will investigate employees’ views about their organisation by 
ascertaining their perceptions towards the visual corporate identity, so it will 
investigate previous literature; principally research into perceptions about 
company logos. Visual corporate identity has not been much featured or given 
particular importance within recent literature, particularly in education, yet is the 
main observable and symbolic aspect of corporate identity for many 
organisations including schools and as Vallaster and de Chernatony (2006:770) 
write, there is little comprehension with respect to the effect of visual symbols 
upon employees despite the knowledge that their strong identification with the 
brand prompts identification with and dedication to the company.  
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The significance of the people in an organisation, the employees of a company, 
(and many say its greatest asset) and their attitude towards their organisation is 
of vital importance to the prosperity of a business and involving employees 
wholly in an organisation aids its success.  The importance of visual symbols 
and their interpretation will be investigated, semiotics, as well as a review of 
Barthes’ and others’ theories. Writings about corporate identity, particularly 
visual corporate identity will be explored and definitions scrutinized to give 
background information. Literature that refers to the importance and 
management of corporate identity will be discussed, particularly in connection 
with employee perception of the visual corporate identity. The way that ‘like-
minded’ employees form groups through the informal structure of their 
organisation and their perceptions of visual corporate identity, in particular the 
corporate symbol will be discussed together with the recognition of corporate 
personality. The corporate identity of educational establishments and their 
internal marketing will be investigated as a school is where the research will 
take place. The implications of the literature search will be discussed and lead 
on to the development of the research questions and the theoretical model. 
 
The company logo has gained more importance in the eyes of employees and 
as Van Riel and Balmer (1997:340) declare, the ‘role of symbolism … has 
grown from its original purpose of increasing organisational visibility, to a 
position where it is seen as having a role in communicating corporate strategy’ 
to both internal and external audiences (Van Riel and Balmer 1997:340). 
Positive or negative employee attitudes can influence company performance 
and accordingly, company performance is improved when employee 
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commitment is elicited (Mullins 2002:811). Mullins (2002:811) also writes that it 
is enhanced still more if employees are loyal and dedicated.  
 
Cornelissen, Haslam and Balmer (2007:S12) and others suggest that research 
should take place to enable further understanding about an organisation’s 
identity and the employee perceptions and associations that are stimulated by 
the visual corporate identity – the crux of this investigation (Gotsi and Wilson 
2001:102, Gray and Balmer 1998:698, Harris and de Chernatony 2001:443, 
Mullins 2002:556, Pugh and Hickson 1996:156, Schein 1980:15). 
 
Employees’ perceptions of the organisation can be detected by their attitude 
and feelings towards the visual corporate symbol or logo. As Olins (1995:73) 
writes, by obtaining the opinions of employees towards their corporate identity 
will, ‘not only tell you what they think of the identity but … what they think of the 
organisation’. Organisations are now said to have a ‘corporate personality’ and 
organisations are attributed with human characteristics, so ascertaining 
employee perceptions of these characteristics (via the logo) will reveal what 
meanings the employees associate with their establishment. 
 
Positive employee perception with regard to the visual corporate identity of the 
organisation, the symbol of the corporation is representative of a positive 
employee attitude to the organisation itself, an asset to any establishment. This 
is a contributing factor to the commercial success of the business enterprise. 
This investigation will ascertain the perceptions of the internal audience, the 
employees, of the importance of their visual corporate identity, if they are proud 
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to be associated with the organisation and the meanings that they associate 
with the logo and this will reveal their perceptions of the organisation. 
 
 
2.2 THE IMPORTANCE OF PEOPLE IN ORGANISATIONS 
To achieve successful business performance, employees must be supportive of 
their organisation and reflect its values. As employees are considered to be the 
most important asset of a commercial enterprise (Argenti and Forman 2004:45, 
Pugh and Hickson 1996:156); they are not merely the workers, ‘they are the 
organisation’ (Pugh and Hickson 1996:156), so understanding the employees 
and their perceptions is of interest to any enterprise and its success.  
 
In any organisation there are three common features ‘people, objectives and 
structure’ (Mullins 2002:96). It is the interaction of the people, working together 
to achieve the objectives, that forms the basis of any organisation (Mullins 
2002:96). Mullins recognises that it is the effectiveness of the way that people’s 
efforts are co-ordinated towards the objectives, their positive values and 
perceptions, together with the resources of the company, that ascertain whether 
or not an organisation is successful.  Schein (1980:15) also considers the 
workforce and their positive attitude to be vital as he describes a formal 
organisation as, ‘the planned co-ordination of a number of people for the 
achievement of some common explicit purpose or goal.’  Employees talking 
positively about their organisation can also be influential in attracting top-level 
potential employees to an organisation (Schultz, Hatch and Larsen 2000:1). The 
concept of loyalty and commitment in employees is thus very important but is 
not easy to describe or measure. Mullins (2002:811) cites description of ‘a 
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model of commitment’ by Martin and Nicholls (1987) which is based on three 
factors: ‘A sense of belonging to the organisation, a sense of excitement in the 
job and confidence in the management’. 
 
Company organisations vary considerably in size, structure and in the nature of 
their business but as the employees are considered to be their main and most 
significant asset, it is important to ascertain their perceptions of the 
organisation. The positive perceptions and beliefs of this prime asset are a 
major contributor to achievement. Pugh and Hickson (1996:160) describe the 
considerable impact that Mayo (1949) and the Hawthorne project has had on 
the realisation and understanding of the ‘human factor’ of work situations. He 
says that if employees are involved in decision making, morale in the whole 
workplace improves.  
 
Organisational behaviourists have studied the way that personnel identify with 
their organisation and Balmer and Wilson (1998:13) mention that the emotional 
elements that are identified: as ‘the essence of the organisation’ and its 
‘enduring’ characteristics, which can be interpreted as brand equity. The impact 
on managers’ emotions during organisational mergers is profound write Ford 
and Harding (2003:1131) and the realisation of the great effect that mergers 
and loss of identity can have on them was surprising, even on those who are 
supposed to be rational and ‘in charge’. If individuals identify with the 
organisation and become ‘loyal and committed’ employees (Ashforth and Mael 
1989:29) then a favourable corporate identity leads an organisation’s key 
stakeholders and stakeholder groups to be positively disposed towards the 
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organisation (Balmer and Wilson 1998:12). In consequence, employees are 
keen to work for the company, so producing a competitive workforce. 
 
Within every formal organisation, an informal configuration exists which has a 
great influence on the perceptions and attitudes of the workforce (Argenti and 
Forman 2004:45, Mullins 2002:101). This informal organisation is formed by the 
relationships of the personnel working within the formal structure and may bear 
no correlation to the formal company structure. Yet, the informal structure 
provides a ‘satisfaction of member’s social needs and a sense of personal 
identity and belonging’ (Mullins 2002:101); this in turn supplies stability and 
security. The informal structure also provides an additional channel of 
communication, ‘the grapevine’, and acts as a motivator, through status and 
social interaction. 70% of organised communication occurs through the 
grapevine according to Argenti and Forman (2004:45). Groups develop and 
share ideas and perceptions. The formal and the informal structure of an 
organisation are interdependent upon each other but both must reflect the 
philosophy and values of the organisation to ensure achievement. 
 
The informal organisation appears to have a greater influence on the 
perceptions, loyalty and motivation of the employees of an organisation than the 
formal organisation (Argenti and Forman 2004 and Mullins 2002). Within a 
group, emotions and opinions are transferred from one person to another and 
groups of people often ‘catch’ emotions, perceptions and feelings from one 
another, the concept of ‘emotional contagion’ (Eriksson 2004).A group can thus 
be either a positive or a negative influence and can change the values and 
beliefs of others and will occasionally cause conflict with the objectives of the 
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formal organisation. This can, it follows, have a positive or negative affect on 
employee perceptions. Goleman, Boyatzis and McKee (2001) opine that the 
more cohesive the group, the stronger is the sharing of emotions and feelings. 
Whether those who work in the same departments share the same perceptions 
about their visual corporate identity will be investigated. 
 
The employees of the school, where the research takes place, are a mixture of 
educationalists (teachers), business managers (bursary employees and senior 
management) as well as service personnel (e.g. maintenance staff, catering 
and secretarial). From observation, there is much informal interaction and 
support between the different classifications of employees within the school; 
they are bound together, as the main objective of the organisation is to educate 
and teach the pupils, and all personnel contribute to this in their diverse ways.  
 
For an organisation to be successful, it must have structure to provide the 
network to enable effective management, so that communication to employees 
is clear and tasks can be performed efficiently. It is apparent that all the 
component parts of any organisation must interrelate and work well together in 
order for that business to be successful, not only to achieve economic 
prosperity but also to enable positive perceptions and job satisfaction for the 
workforce. However, it is the people rather than the structure that makes a 
successful organisation. 
 
The schools’ structure reflects the observations of Mintzberg (1979) who states 
that an organisation consists of two constituents; the operating component, 
which is made up of of the people who actually produce the product or provide 
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the service (the teachers) and the administrative component, the managers and 
administrators (senior management) who co-ordinate and supervise.  
 
For an enterprise to achieve high business performance it is apparent that the 
vital asset of employees must be valued and positive values about the company 
must be held by all those who work there. Employee perception of the 
organisation can be gauged by investigating employee perception of the logo of 
the organisation, its visual symbol and it is important that management are 
aware of this. 
 
 
2.2.1 Involving Employees 
Today’s workplace is stressful with tighter staffing, more competition, bigger 
workloads and longer hours which put the employees under pressure (Argenti 
and Forman 2004:45). Current employees are well-educated, have higher 
career expectations than their parents and want to understand the organisation 
that they work for (Argenti and Forman 2004:45). As already stated the 
importance of favourable employee perception about their corporation can 
greatly affect the success of the organisation.  
 
The most efficient companies with the best record of performance are those 
whose management systems are ‘employee-centred’ (Likert (1967) in Pugh and 
Hickson 1996:162). Effective modern organisations possess supporting 
relationships between individuals and groups of people. These organisations 
allow the employees maximum participation in decision making, encouraging 
the greater involvement of individuals leading to greater cooperation, better 
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production and most important, corporate loyalty (Argenti and Forman 2004:51). 
Ideally, all employees will consider that the objectives of the organisation are 
‘personally significant to them’ (Likert 1967 and McGregor 1967) in Pugh and 
Hickson 1996:165) and support the aspirations of the organisation.  
 
If employees’ attitudes or behaviour are inconsistent with the hopes and 
objectives of their organisation, this can lead to incompatibility and conflict 
within the company and consequent loss of output (De Chernatony and Cottam 
2008:15). Organisations whose management are preoccupied and do not 
involve employees and overlook their queries risk a loss of loyalty and 
motivation (Hatch and Schultz 2002:1009). The ‘organisational culture’ 
comprises of a set of values and beliefs, a philosophy that all act as a driving 
force and this influences the perceptions of the employees about their 
corporation. The employees of the most successful organisations are said to 
‘live the brand’ of their business (De Chernatony and Cottam 2008:17) and this 
is achieved in part by informative and frequent internal communications (Argenti 
and Forman 2004:46). Balmer (2009:555) also suggests that organisations 
should now be focussing on their stakeholders (the employees) rather than the 
customer. The emotional values of a brand, communicated through the 
employees, are the ‘most sustainable source of competitive advantage’ (De 
Chernatony and Harris 2000:268) and more consideration should be given to 
them. So, for the commercial success of the organisation, it is vital that the 
values, beliefs and views of the employees about their organisation are known. 
Discovering whether the schools’ employees ‘live the brand’, indicating a 
successful institution, will be revealed by the investigation. 
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In many organisations, employees are at last encouraged to express their views 
about their company, and organisations are listening to them and heeding what 
they say. It has been recognised that ‘empowering’ individuals to become more 
involved with company decision making, leads to job satisfaction and retention 
(Argenti and Forman 2004:51). This participation is the result of the influence of 
social change and the breakdown of the class system (Oesch 2006). The 
concept of the ‘psychological contract’ (Mullins 2002:40) is also now 
recognised, which Mullins describes as, 
‘not a formal written document but implies a series of mutual expectations and 
satisfaction of needs arising from the people-organisation relationship… The 
nature of expectations has an important influence on the employment 
relationship and behaviour in work organisations’.  
 
The status of employees has thus increased in many organisations, with even 
the lowest paid workers increasingly having their views sought and valued. For 
example, at Accenture, the re-naming and re-branding involved employees in 
an internal naming contest, ensuring the internal audience was drawn in to the 
decision making and felt included, ensuring that they gave their support to the 
change. (Argenti and Forman 2005:252). Ind (1990:186) mentions the 
investigation carried out after Courtaulds (a global textile company) changed 
their corporate identity and how it was successful in creating a more cohesive 
company. This change came about because the employees, who were asked 
for their perceptions about the change prior to its implementation, felt that they 
were more involved in the company. This more open communication resulted in 
the culture of the company being altered.  
 
Schultz, Hatch and Larsen (2000:1) recognise that during recent corporate 
identity changes, target audiences include the employees as well as external 
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stakeholders and mention ‘internal marketing’ by management of corporate 
vision which includes visual symbols (Schultz, Hatch and Larsen 2000:13). The 
change in visual corporate identity represents a change in the ‘mission’ of the 
company and if the employees respond to the ‘internal marketing’ and embrace 
this change, they are also seen to be accepting the company’s ‘mission’ change 
too. Christensen and Askegaard (2001:297) and Christensen (2002:162) say 
that companies now realise that the most involved audience of company 
corporate identity communications are in fact their own members. The 
favourable perception of employees towards corporate identity is thus a very 
important contributory factor to the success of an organisation. 
 
It has been shown that throughout the introduction of a new identity, employee 
involvement should be increased to improve understanding (Ind 1990:186). 
During the British Airways tail-fin difficulties in 1999, Balmer and Stuart suggest 
that if Balmer’s AC3ID test had been used, resulting in employee involvement, 
the CEO might have avoided the staffing problems that were encountered. 
Employees consider the visual corporate identity to be important and their 
support is essential if acceptance of the new corporate identity of the 
organisation is to be successful (Stuart 2003) thus the perceptions and attitudes 
of employees are vitally important to the prosperity of the organisation. 
 
The employees’ contribution to the organisation should lead to mutual respect 
within the ‘people-organisation’ relationship and encourage loyalty, motivation, 
morale and better results for the company (Argenti and Forman 2004:51). It 
follows that positive employee perception of their organisation’s visual corporate 
identity is a business asset, and their views of the corporate symbol, that 
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represents the organisation, should be treated with the utmost respect and 
given much credence.  
 
The above discussion shows the importance of involving employees in the 
running and decision making of organisations, as this encourages employee 
empowerment, generating positive employee perception which contributes to 
the success of organisations. Organisations need to involve staff and have a 
better understanding of their workforce in order to encourage a positivr outlook 
which can maintain and improve success. They should inspire staff and provide 
direction and the ‘corporate culture’ should encompass the beliefs and values of 
the company (De Chernatony and Harris 2000:269). Ascertaining employee 
perception about the employer’s visual corporate identity is an ideal way to 
measure this attitude and to discover if the employees feel involved enough to 
be a supportive and positive workforce. 
 
 
2.3 THE IMPORTANCE OF VISUAL SYMBOLS 
Images have been a vital aspect of visual communications for thousands of 
years. Aristotle (384-322BC), the Greek philosopher, professed that images 
were the basic element of thought (Balmer 1998:968) and as John Berger 
(2008:1) so aptly writes, ‘seeing comes before words’; both the ancient 
philosopher and the contemporary writer stress the importance of the visual 
image. 
 
In pre-modern times, it is suggested that visual images were not important as 
there were fewer of them (Rose 2007:3) but now, as a result of the consumer 
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society, the publication of images permeates the culture of our everyday life 
(Berger 2008:133). Now we see hundreds of images every day, including visual 
corporate symbols, and although may not remember them, briefly they stimulate 
the imagination (Berger 2008:123). That the exposure to images has reached 
unprecedented levels in the Western world has been recognised by some 
writers and is now referred to as ocularcentrism (Rose 2007:2) claiming that 
people now react to the world because of how it is seen by them.  
 
The problem arises of how we interpret all these images and make sense of 
them as inevitably each viewer will have a slightly different understanding and 
perception of any image presented to them. Recently there has been more 
writing and research into this area and many are now questioning the effects of 
visual images (Rose 2007:xiii). That society is now living in a ‘visual culture’ is 
suggested by the way that the visual images are now part of our everyday lives 
and our social life (Rose 2007:4) and it is the aim of this research to investigate 
the perceptions that viewers have of a particular image, their organisation’s 
logo. 
 
It is increasingly recognised that images do not have one ‘true’ meaning as 
each is interpreted differently and will have alternate perceptions associated 
with it, (Hall 1997:9 cited in Rose 2007:xiv) by each individual, so the meanings 
of any sign can be extremely complex. This diversity of different meanings are 
known as ‘polysemy’ and an image can be said to be polysemic if it has more 
than one meaning (Rose 2007:98). Alternatively if the image produces the same 
meaning for an audience group it can be attributed with a particular ‘code’ 
(Rose 2007:199) and this becomes part of the semiotic structure of the image 
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(Rose 2007:199). Another influence on interpretation by the viewer is what is 
done with the image, how it is presented to the audiences, how it is used, 
whether discretely and subtly or exaggeratedly and obviously (Rose 2007:220). 
As one design company manager said in his interview when talking about the 
BMW logo, which the company considered to be their most valuable 
communication asset ‘anything that is valuable is rare, … therefore it should be 
used incredibly sparingly. Part of their (BMWs) corporate identity is that you 
should not be able to see two roundels simultaneously ’. So by using the image 
of the logo sparingly and discretely, makes it more precious. 
 
Writers such as Rose (2007) have looked at the way we interpret visual images 
and is concerned with how paintings, television, advertisements and 
photographs are perceived by audiences. That an organisation’s logo can exert 
social power by including some and excluding others is of interest and although 
Rose (2007:7) mentions this in connection with the roles adopted from 
individuals’ interpretation of a poster, this can be applied to those who sport 
company symbols. For example, the maintenance staff of the school wear 
overalls, shirts and sweat shirts that display the school’s crest – making them 
an inclusive group. It has been observed that newer maintenance employees at 
the school, not yet issued with the ‘uniform’ are not as confident or as 
comfortable in their role as the longer serving members of the ‘team’. When 
they are issued with the clothing with the school crest on, they appear more ‘at 
home’ in the environment as they are included in the group. This cannot just be 
attributed to them getting used to their new role, there is a subtle change in 
behaviour from even well-established staff when they are wearing their 
‘uniform’. 
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Thus the importance of visual symbols cannot be underestimated and with the 
current overwhelming number of images seen daily, a vital aspect of 
communication for any organisation is its logo, the symbol or crest of the 
school. This needs to stand out from the visual kaleidoscope of other images 
and be noticed. It is not its design that is of concern but how it is seen and 
interpreted by individuals of the employee audience with their different 
backgrounds and status. What meanings are stimulated in the employees’ 
imagination by the corporate logo is of particular interest.  
 
 
2.4 SEMIOTICS 
Semiotics is said by Umberto Eco (1976:7) to be ‘everything that can be taken 
as a sign’. Chandler (2002:2) adds to this by writing that semiotics involves the 
study of anything which ‘stands for’ or represents something else. Semiotics is 
thus the study of signs and symbols and their meanings and an organisation’s 
symbol, logo or logotype (stylised typography) is the visual representation, the 
sign, of the company. An organisation’s sign or corporate symbol evokes a 
meaning in the observer depending upon that individual’s associations with the 
organisation. In society there are now many signs; each sign representing 
something else and individuals observe the signs and make sense of them. 
Semiological analysis involves complex concepts to explain how the meanings 
are produced from a particular image (Rose 2007:75). 
 
The ‘signs’ or visual corporate identities of today’s organisations had their roots 
established long ago. The graphic identities have developed over time to 
become sophisticated and easily recognisable visual symbols. The symbol or 
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logo of the organisation is of prime importance and Balmer (2009:551), 
recognising this, cites Aynsley’s (2004:108) full description: 
‘A trademark is a picture. It is a symbol, a sign, an emblem, an escutcheon, an 
image. A symbol of a corporation, a sign of the quality, blend, form and content. 
Trademarks are animate, inanimate, organic geometric. They are letters, 
diagrams, monograms, colours, things, they indicate, not represent, but suggest 
and are stated with brevity and wit’. 
 
The visual symbol of the organisation is thus very significant and represents the 
whole enterprise and employee perceptions (either positive or negative) of this 
symbol represent their attitude to the enterprise itself. As employees are 
deemed to be a company’s most important asset, their positive outlook is 
influential in the success of the business.  
 
As part of the branding campaign, the logo of an organisation can appear in 
many different media, for example on signs, stationery, web sites and 
advertisements. Employees who hold a favourable perception about their 
organisation’s logo are, by inference, likely to hold a favourable perception 
about the organisation itself (Olins 1995:73). There are many different types of 
logos and symbols that represent organisations (see Figure 2.1).  
 
 
Figure 2.1 Examples of the visual elements of corporate identity – company 
logos (Courtesy of Nikeid, BP and Microsoft) 
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The parts of a logo may be considered and evaluated as distinct components 
but it is the whole of a visual image that is greater than the sum of its parts, as 
the Gestalt principles of visual perception suggest (Hothersall 2004). Each logo 
or symbol is thus made up of a number of elements that constitute a distinct 
design but a sign (or symbol) ‘can only be a sign if we assign meaning to it’ 
(Dimbleby and Burton 1998:27 and Van Riel and van den Ban 2001:429).  
 
 
2.5 ROLAND BARTHES AND OTHERS 
Roland Barthes’ theories relate closely to that of semiology: the study of signs 
and signals and their interpretations. He refers to ‘myths’ as ‘the capacity of an 
… image to generate meanings for those who read them’ (Smith 1998:241). 
Barthes’ theory of ‘mythologies’ of symbols and their meanings is closely related 
to the investigation being carried out by the researcher, which is concerned with 
the visual elements (the logo) of an organisation’s corporate identity and the 
meanings generated in the employees by these logos. Barthes (1972:109) 
writes that the ‘myth is not defined by the object of its message, but by the way 
that it utters this message’ (Barthes 1972:109). This is of relevance to the 
investigation as the graphic quality or styling of the visual symbol (or logo) of an 
organisation is not in itself important, it is the message that the symbol 
expresses to the employees who recognise it and the inferences and meanings 
that they associate with the symbol. For example, symbols that are recognised 
all over the world, such as the ‘golden arches’ or ‘M’ of McDonalds, lead to 
expectations of consistent products. It is not the symbol itself, but what the 
symbol represents that has value (Melewar, Bassett and Simoes 2006:144). 
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Barthes (1977:17) writes about images as representations of reality, stating that 
they are ‘reproductions of reality’, and explains that an image generates two 
messages. In addition to the content of the picture itself and the style of its 
representation, there is also a supplementary message, which is the way that 
society interprets the message that the image conveys. Peirce (1985) also 
writes about semiotics and similarly to Barthes, he describes the signifying 
process as a relationship between three items: a sign, an object and an 
interpretant (Christensen and Askegaard 2001:303). Peirce (1985:5) talks of 
how the sign or symbol seen creates an idea in an individual, a more developed 
personal sign. Both these theories relate to what is being investigated here, the 
viewer’s perception of the represented object, in this case the school. 
 
Barthes writes about the different messages that images convey and explains 
that for the message, ‘the myth’, to be fully understood, the viewer requires a 
‘general cultural knowledge’ (Barthes 1977:35). To illustrate this point, if an 
observer were presented with a logo, for example the Nike ‘swoosh’ (Figure 
2.1), for them to interpret the symbol and understand what it represents, they 
would need to have prior knowledge that the ‘swoosh’ was the symbol for a 
renowned sportswear company, or they might identify it as just an elegantly 
curved ‘tick’. Alternatively if the logo has text beside it to explain or give 
information, this provides what Barthes calls ‘anchorage’ (Rose 2007:87). 
 
In connection with images on their own, Barthes talks about ‘the signifier, the 
signified and the sign, which is the associative total of the first two terms’ 
(Barthes, 1972:113).  He explains this by describing a bunch of roses that 
signify his passion. He says that the roses, combined with his passion, are the 
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sign; although both the roses and the passion exist in their own right, it is only 
by uniting the two that the sign or myth is created (see Figure 2.2).  
 
1. Signifier =  Roses 2. Signified = Passion 
3. Sign = Expression of passion through the roses 
 
Figure 2.2  To explain the signifier, the signified and the sign. After Barthes 
(1972:115). 
 
It follows that a corporate symbol, for example the Jaguar mascot, as well as 
being a representation of the wild cat, the signifier, identifies the make of the car 
(the signified) but it also gives a supplementary message. The creative 
treatment and streamlined style of the Jaguar radiator emblem, designed by 
Norman Whittington Davies in 1962, imbues the observer with the impression of 
speed, style, elegance and wealth: the sign. In this investigation it is the 
school’s emblem that is the signifier, the signified is the school and the sign is 
what the observer thinks of the school. 
 
A corporate logo or emblem can be interpreted in different ways by individuals 
and each person can attribute a variety of meanings to it, dependent upon their 
individual interpretation, the meanings generated by the logos are ambiguous 
and can send many messages and that the observer ‘can choose some and 
ignore others’ (Barthes 1977:39, Dimbleby and Burton 1998, Vallaster and de 
Chernatony 2006:773). This variation in interpretation is dependent on ‘the 
different types of knowledge – practical, national, cultural, (and) aesthetic’ 
(Barthes 1977:46). Barthes also suggests that individuals are so complex that 
they can interpret one image in several different ways. He refers to this as a 
‘lexicon’ and suggests that ‘there is a plurality and a co-existence of lexicons in 
one and the same person’ (1977:47). In the case of this research a 
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respondent’s interpretation of the visual corporate identity may be different to 
another’s, if their background and experience is different, however in order to 
obtain useful data, this research is concerned with the perceptions of the 
employee group, so rather than individual findings, the general feeling of the 
staff will be analysed. However, the researcher must consider the complexity of 
the individual and the group when carrying out the investigation, analysing the 
results of questionnaire surveys and interviews, particularly the meanings that 
respondents associate with the school emblem.  
 
Other thinkers echo Barthes’ theories and are not only concerned with the 
different interpretations of the images but of the individuals who interpret them, 
the crux of this research.  A visual shape has its own meaning but as soon as it 
is adopted by an organisation, the original perception will be ‘coloured’ by the 
associations with the organisation (van Riel and van den Ban 2001:429). As 
Peirce (1930 cited in Manghani, Piper and Simons 2006:109 ) explains ‘nothing 
is a sign unless it is interpreted as a sign’ and ‘a sign … is connected with its 
object by a convention that it shall be so understood’. 
 
A theorist of deconstruction, Jacques Derrida (1973, 1976, 1978) (cited in 
Belton, 2000) purports that images do not consist simply of names to identify 
them but contain a series of ‘signifiers’ that enable us to understand them. 
Similar to Schutz (1953) and Garfinkel (1967), Derrida strongly advocated that 
the meaning of an image should be attributed to the reader/observer as well as 
to the author/designer (Marshall 1998:515). This interpretation implies that the 
perception that an individual has of an image is dependent upon their lifetime of 
experiences and understanding, that is human nature. This indicates yet again 
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that the true meaning of anything can never be determined, as it is always open 
to individual interpretation and leads to the question of whether any explication 
of an image or sign can be considered to be reliable. Individual employees with 
different experiences should thus attribute a set of dissimilar meanings to their 
corporate symbol. Finding analogous interpretations and meanings and 
similarities may thus be significant. 
 
A similar but slightly less individual approach is that developed by Potter and 
Wetherell (1967) (cited by Smith 1998:249), where they developed the idea of 
an ‘interpretive repertoire’. These are described as a collection of ideas and 
concepts, which help to define events, interpret experiences and lead to 
understanding. The implication is that there may be some common 
interpretation and understanding of the emblem between individuals, which is 
what this investigation aims to discover. Michel Foucault (1970, 1972, 1980) 
(cited by Smith, 1998:254) also studied the complexities of representation, but 
investigated the understanding of meaning in a shared social context. He was 
concerned about the ‘knowledge and the power relations’ of those in a particular 
environment (Smith, 1998:254). For example, in this study the school under 
investigation has its own ‘culture’ and possesses a hierarchy which may or may 
not influence how the corporate symbol is perceived by the individual 
employees. 
 
The implication of these writers is that a symbol can and will be interpreted by 
individuals in different ways, dependent upon their life experiences, 
understanding  and their position in the hierarchy of their organisation. In this 
research, the importance and meanings that the employees associate with their 
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visual corporate identity may be influenced by some of these factors. It would 
be impossible to record every life experience of each respondent but general 
demographic information will be recorded in the questionnaire, such as age, 
gender, department of employment, type of job and length of service. Whether 
these aspects influence the way that the employees interpret the ‘sign’ of the 
school will be analysed. 
 
 
2.6 CORPORATE IDENTITY 
There are many different definitions to explain corporate identity. Van Riel 
(1995:28) says that although originally corporate identity was at first considered 
to consist of company logos and house style, the visual symbols, it now also 
encompasses the way in which the company communicates and its behaviour.   
 
Walter Margulies, a design consultant from New York, of Lippincott and 
Margulies, has long been credited with coining the phrase ‘corporate identity’ in 
the 1960s (Ind 1990:17 and Balmer 1998:41). Further research, however 
(Balmer and Greyser 2003:67), now reveals that Martineau used the phrase 
‘corporate identity’ as early as 1958. At first, corporate identity was associated 
with ‘organisational nomenclature, logos, company house style and visual 
identification’ (van Riel and Balmer, 1997) but now there are many more 
components as Cooper and Press (1995:29) write, 
‘Far more than just a logo or letterhead, corporate identity aims to project an 
appropriate and consistent image of a company. The identity expresses its 
function, its character and its aims’. 
 
Audiences’ experience of corporate identity can be described as their feelings 
and memories about the company from personal observation and the 
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audiences’ perception of an organisation’s corporate identity is their awareness 
or comprehension of the company obtained through their experiences. 
Aldersey-Williams (1994:41) explains it simply, ‘Corporate identity [is] the visual 
expression of an entire company.’  
 
Olins (1978) and Birkight and Stadler (1980) broaden the understanding of 
corporate identity and this is according to van Riel and Balmer (1997),   
‘the way in which an organisation’s identity is revealed through …  symbolism to 
internal and external audiences’. 
 
Olins (1999) clarifies this further as he describes corporate identity as,  
‘…the explicit management of all the ways in which the organisation presents 
itself through experiences and perceptions to all of its audiences’. Olins (1995, 
p.xvii) 
 
Van Riel and Balmer (1997:341) and the International Corporate Identity Group 
realised that defining corporate identity was a problem and so they devised a 
statement, the Strathclyde Statement, which encompassed the multidisciplinary 
nature of the area. The first part of the statement declares that, 
‘Every organisation has an identity. It articulates the corporate ethos, aims and 
values and presents a sense of individuality that can help to differentiate the 
organisation within its competitive environment’. 
The statement goes on to stress the importance of a cohesive corporate identity 
and its administration explains that,  
‘By effectively managing its corporate identity, an organisation can build 
understanding and commitment among its diverse stakeholders. This can be 
manifested in an ability to attract and retain customers and employees, achieve 
strategic alliances, gain the support of financial markets and generate a sense 
of direction and purpose’. 
 
The above quotation emphasises the importance of corporate identity and how 
it can be instrumental in encouraging the commitment and retention of 
employees and create a sense of purpose.  
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These researchers emphasise the representative importance of the visual 
aspects of the organisation’s corporate identity and that the logo can be 
considered to characterise and stand for the whole organisation. However, the 
importance of this visual and tangible representation of an organisation has not 
been much considered in recent corporate identity literature, current writing is 
more focussed on the brand identity or the perceived corporate identity, and 
now researchers frequently write of the more elusive aspects of corporate 
identity. As Balmer (2009:550) writes, ‘initially practitioners … focused on the 
corporate image, [but] more recently on the roots of corporate image and 
reputation’. 
 
All the writers on corporate identity emphasise its importance to a company, 
culminating in Van Riel’s and Balmer’s inference that an effective corporate 
identity can be a factor in attracting and retaining employees and that effective 
management of the corporate identity can also generate an effective work ethic 
for an organisation. 
 
 
2.6.1 Visual corporate identity 
The majority of recent research has been concerned with the holistic elements 
of the corporate identity of an organisation and the prominent and tangible 
component, the visual symbol, appears to have been ignored despite the logo 
being the most prominent and obvious feature of corporate identity.  
 
The use of images has been an important aspect of visual communications and 
identity for thousands of years, as well as the fundamental components of 
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thought according to Aristotle (384-322BC) the Greek philosopher, (Balmer 
1998:968) and images are at the heart of philosophical thinking (Balmer 
2009:550). Corporate identity has its origins in graphic design in the 1930s and 
1940s when Raymond Loewy created the International Harvester symbol for the 
company, and Edward Johnston designed the typeface for the London 
Underground. Corporate identity thus started with visual images and symbols.  
 
Mollerup’s (1997) illustrated guide to the history and taxonomy of trademarks 
forms relevant historical background and reveals how the symbols that are the 
visual representation of current corporate identity have evolved from the first 
marks made by man for identification purposes, the ownership of goods and the 
branding of animals. Then craftsmen, stonemasons, ceramicists and 
silversmiths would ‘sign’ their work with their individual symbol, which, before 
widespread literacy, would be recognised. Heraldry, founded by the crusaders 
in the mid-twelfth century, was also an important contributor. Gradually, these 
sign systems developed into the symbols and logos of corporate identity that 
are representative of both small and large corporations. Melewar and 
Karaosmanoglu (2006:855) say that there is a clear link between corporate 
culture and corporate history because the culture of an organisation develops 
over time.  
 
From 1983, corporate identity was considered as ‘a significant management 
resource’ Olins (1995:xi and in the mid-1990s, corporate identity gained more 
credence in academic circles as the International Corporate Identity Group 
(ICIG) was launched at the House of Lords in 1996 (Abratt, Bick and Jacobsen 
2003:836). 
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The many graphic designers who have promoted the visual aspects of 
corporate identity and managed to bring its importance to the attention of top 
managers have been given credit by Van Riel and Balmer (1997). . They pay 
particular tribute to the North American practitioners Selame and Selame 
(1975), Margulies (1977), Carter (1982) and Chajet (1992). They also 
acknowledge the following UK design consultants: Olins (1978, 1989), 
Bernstein (1986), Jackson (1987), Ind (1990) and Pilditch (1970). The German 
practitioners, Birkight and Stadler (1980), together with the Dutch, Blauw (1989) 
and French Hebert (1987) have all contributed much to this area but these are 
not very recent studies. However, none of these writers have specifically 
considered visual corporate identity from the perspective of the internal 
audience of an organisation, but they form useful background information for 
this research project, and others positively encourage further investigation into 
this area.  
 
A major way that the organisation presents itself to various audiences is, of 
course, visually, as represented by the corporate colours and in particular the 
corporate logo. Visual corporate identity, according to Olins (1995:82) and 
Melewar and Saunders (1998:291), ‘consists of the corporate name, logotype 
and/or symbol, typography and colour’. What is being investigated here are the 
meanings that the internal audience associate with the visual corporate identity 
and as Hatch and Schultz (2003) assert (also cited by Vallaster and de 
Chernatony 2004:773) the visual identity is a set of symbols to which the 
audience will assign a meaning, depending upon their experiences and 
knowledge. 
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Cornelissen, Haslam and Balmer (2007:S7) say that the corporate identity is 
‘what the organisation is’ and they too advocate that investigations should take 
place in order to further understand the role of the collective identity and of the 
meanings that are attributed to an organisation symbolised by the visual 
corporate identity; the focus of this research (Cornelissen, Haslam and Balmer 
2007:S12) as positive perceptions produce a motivated staff are an asset to an 
organisation, whereas negative attitudes are a disadvantage (Mullins 
2002:811).  
 
That visual identity is a technique to enhance the recognition and identification 
of organisations, is perceived by Schmitt and Simonson (1997) and Selame and 
Selame (1988), as cited by Otubanjo and Melewar (2007:418). The corporate 
symbol is an important element within the corporate identity mix and 
communicates a company’s personality visually; write Otubanjo and Melewar 
(2007:420). Melewar and Saunders (2000:539) talk of the Corporate Visual 
Identity System (CVIS) and refer to it ‘as the graphic design at the core of a 
firm’s visual identity’. They write that the CVIS should provide clear and 
consistent graphic language for the projection of the company’s identity 
(Melewar and Saunders 2000:539). Effective communication (both upwards and 
downwards) utilising a consistent corporate visual scheme enhances continuity 
and clarity for the employees (Christensen, Firat and Torp 2008:424).  
 
For the purposes of this research, the visual corporate identity will be seen as a 
mixture of Aldersey-Williams (1994:41) and Olins (1999) definition: 
Visual Corporate Identity is the visual expression of a company (the logo and/or 
symbol) and the way that the organisation presents itself through graphic 
messages to its audiences  
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But the focus of this research is upon how the symbols and colours of the 
corporate identity, are perceived by the employees, and with reference to van 
Riel and Balmer (1997:341) and Olins (1995:73), what they symbolise, which 
will reveal employee perception of their employing organisation. 
 
 
2.6.2 Corporate identity management 
The management of corporate identity is important and has to be organised and 
follow an agreed philosophy (Van Riel 1995:28 and van Riel and Balmer 
1997:341). In order for a corporate identity programme of any company to be 
successful and to maintain its success, it must be inventively conceived and 
expertly administered; updating and changing with the demands of the market 
or the changing status of the business. A successful corporate identity must 
complement and relate to the structure and employees of the organisation. If a 
corporate identity is effectively managed it can build understanding and 
commitment and has an ability to retain and attract employees (Melewar, 
Bassett and Simoes 2006:139). Balmer, Fukukawa and Gray (2007:8) also 
state that to be successful a corporate identity requires ‘constant attention and 
management’. They write that the corporate identity should be the signature of 
the corporation and liken the organisation to a ‘stick of rock candy’ that 
wherever it is cut, the core signature of the corporate identity is exposed.  
 
Gorb (1992:311), talking about visual corporate identity, emphasises ‘the power 
of the visual’ and similar to Aristotle (384-322BC) and Berger (2008) advocates 
that pictures speak louder than words. He mentions that Jung (1963) describes 
that the minds of individuals contain unconscious visual symbols and that 
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symbols (such as a corporate logo) can link a group of people together. Gorb 
(1992) suggests that the corporate symbols create powerful signposts to the 
employees of an organisation. Prominence must be given to corporate identity if 
an organisation wishes to improve its position in the market and with its 
stakeholders, including employees, advises Melewar, Bassett and Simoes 
(2006:146). More recently, Balmer (2009:545) emphasises that an organisation 
with a well-managed, strong identity has a strategic advantage over others. 
 
Balmer (2008:899) refers to the Strathclyde Statement and the importance of 
expert administration of corporate identity, as he writes, 
‘When well-managed, an organisation’s (corporate) identity results in loyalty 
from its diverse stakeholders’ 
 
By this statement, he is suggesting that the allegiance of employees to an 
organisation can be increased, if the corporate identity is excellently organised, 
and implying that the converse is true. Employee loyalty leads to a motivated 
staff, an asset to any business (Mullins 2002:811). Employee attitude towards 
the corporate visual symbols of the employing organisation is thus of 
importance and is the crux of this research. 
 
Kim and Hatcher (2008:1) approach this connection the other way around. They 
advocate that if an organisation is performing well and has a ‘balanced 
scorecard’, it has the potential to support a successful corporate identity. They 
recognise the link between the two factors and acknowledge that more 
understanding of performance measurement will help the knowledge about 
corporate identities. They do acknowledge that an effective corporate identity 
creates a positive image and helps employees align themselves with the vision 
of the organisation (Kim and Hatcher (2008:2). One of their research questions 
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is ‘what is the relationship between …performance measurement and the 
shaping of corporate identity? Whichever way it is approached, it appears that 
the management of the corporate identity of an organisation an important 
contributing factor to the organisation’s success through the perception of it by 
the employees. 
 
 
2.6.3 Corporate identity and employees 
As already discussed in Chapter 2, Section 2, the people in any organisation 
are of prime importance and organisations are now increasingly recognising 
their employees as vital assets in sustaining a favourable corporate reputation 
(Gotsi and Wilson 2001:102). The importance of the employees to the success 
of the organisation cannot be underestimated. Visual images are an inherent 
part of today’s society (See Chapter 2, Section 3) and an organisation should 
use their visual corporate identity effectively, to promote their organisations. If 
employees consider these visual elements of the organisation’s corporate 
identity to be important, are keen to promote the organisation by using items 
that display the company symbol and attach favourable meanings to the visual 
symbols, then they are showing a positive outlook towards their company, 
which should greatly help with its success, particularly to external audiences. 
 
A company’s corporate identity is a resource, and according to Olins (1995:15), 
‘When used with its maximum impact and inspired from the top, it has an 
influence on all parts of the organisation …  This capability to encompass both 
the internal and external worlds can be a source of strength, because it brings 
with it cohesion, coherence and clarity’. 
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Many writers have mentioned employees in connection with visual corporate 
identity and recognise the importance of the association but there has been little 
in-depth investigation into either the importance employees attach to the visual 
corporate identity or the meanings that they associate with their organisation’s 
logo. Nevertheless, employee opinion about corporate identity was referred to 
some time ago by Martineau (1958) when he acknowledges the difficulty of one 
image representing a multi-faceted organisation and the problem of a single 
identity appealing to different audiences. He stresses the importance of visual 
representations to the receiving audiences, including the internal audience, the 
employees. Medway and Warnaby (2008:642) too confirm the complication of 
one simple ‘image’ that represents the complexity of a number of associations, 
beliefs, attitudes and impressions.  
 
Everyone holds an opinion about corporate identity and the manner in which a 
corporate identity is managed greatly influences the impression that the 
company portrays to its audiences, particularly the employees (Margulies 1977). 
Ind (1990:26) writes that ‘the most important audience and communicators in 
any company are the employees’ and also attributes great importance to the 
graphics, the visual presentation of the whole company. He defines a 
company’s identity as ‘its sense of self’ and writes that it ‘is the core of an 
organisation’s existence’.  
 
A strong corporate identity can attract investment and motivate employees 
(Melewar and Karasaomanoglu 2006:846) and ‘there is a positive correlation 
between brand performance and …employees perceptions about the nature of 
their brand’ (Harris and de Chernatony 2001:446. Logos have added value in 
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the creation and maintenance of a favourable corporate reputation as they 
provide consistency and identification to their employees (Van Riel and van den 
Ban 2001:439) and individuals (and groups) identify with the brand and culture 
of an organisation and that they feel an affiliation with the company which is 
represented by the outwardly expressed symbol of the organisation (Balmer 
2008:884) similar to the Crusaders with their heraldic bearings or football 
supporters with their shirts and scarves. Once established this corporate identity 
promotes specificity, stability, coordination and integration – a feeling of 
belonging for the employees, all positive aspects for any institution (Balmer 
2008:886). 
 
Kiriakidou and Millward (1999:3) carried out research to measure the difference 
between the employers’ and the employees’ perceptions of an organisation’s 
corporate identity. They investigated whether the gaps in the employees’ 
perceptions influenced their attitude towards their organisation. Kiriakidou and 
Millward (1999:4) identified the importance of employees’ behaviour and the 
whole culture of an organisation in relation to the corporate symbol that 
represents the establishment. They discovered that the values of the employees 
are often ignored by the aspirations of management (Kiriakidou and Millward 
1999:5). They suggest that this discrepancy does not induce loyalty and 
motivation in the employees (Kiriakidou and Millward 1999:10). 
 
There was much resentment felt by employees of the Queensland government 
when their visual identity was altered without them being consulted (Stuart 
2002:40). These employees felt strong loyalty towards their original symbol and 
were annoyed and upset when it was changed. Any alteration to the visual 
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identity of an organisation affects employee identification with the organisation 
and their ownership of the brand (Stuart 2002:42). She writes of employees 
‘losing their way’ and that they will no longer project the characteristics of their 
organisation. This illustrates the importance that employees attach to their 
organisation’s logo. 
 
Employees’ positive perceptions about the company are therefore of great 
importance internally, to maintain a supportive workforce (Gotsi and Wilson 
2001:100). Gotsi and Wilson (2001:101) found when interviewing consultants 
that they considered the employees to be the ‘brand ambassadors’ of their 
organisation. The description of employees as ambassadors is also used by 
Harris and de Chernatony 2003. Gotsi and Wilson (2001:103) also opined that 
companies should develop a system that regularly monitors employees’ 
reactions to the brand to measure and evaluate employee support for the 
company. It is not good enough that the employees should understand the 
brand promise, but they must believe in it (Argenti and Forman 2004:50). The 
important role that the employee now fulfils is recognised in terms of marketing 
(Harris and de Chernatony 2003) and it is critical to investigate an organisation 
to ascertain the employees’ values towards their company. 
 
To attain employee commitment to the visual corporate identity, visual, personal 
and written communication with staff is vital (Harris and de Chernatony 2003:8). 
Internal organisational communication is a crucial means of employees gaining 
understanding and commitment, that the brand’s communication is consistent is 
important and that this should also be displayed by the behaviour and attitudes 
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of the employees (De Chernatony and Harris 2000:269, Harris and de 
Chernatony 2003:8). 
 
It is recognised that an organisation with a strong and consistent identity leads 
to internal strength, commitment, employee motivation and high morale and 
generates a ‘we-feeling’ (Bromley 2001, Christensen and Askegaard 2001:293, 
Melewar, Bassett and Simoes 2006:140, Melewar and Karaosmanoglu 
2003:846, Vallaster and de Chernatony 2004:767). Managers also attaching 
importance to the company symbol perceive that a strong, corporate brand 
increases staff motivation (Balmer 2001). A well-managed corporate identity 
encourages ‘visual cohesion’, understanding and commitment and will attract 
and retain employees, vital to any organisation remaining competitive and 
successful (Balmer 1998:985, Kiriakidou and Millward 1999:3). 
 
Visual corporate identity is thus a technique to enhance the recognition and 
identification of organisations and Albert and Whetten (1985) define 
organisational identity as ‘central, enduring and distinctive’.  Brown, Dacin, Pratt 
and Whetten  (2006:103) suggest that only a small proportion of views held by 
employees are likely to consider their organisation to be central, enduring and 
distinctive. They suggest that managers will attempt to develop a positive 
consistent impression of the identity of the organisation. This identity can be 
represented by the visual corporate symbol. Whatever the management try to 
achieve, individuals will still hold their own perceptions about the organisation 
itself (Brown, Dacin, Pratt and Whetten 2006:105) and thus their own 
perceptions of the representative icon of the organisation, the company symbol. 
This may reveal an inconsistency between the perceptions of managers and 
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employees. This management of corporate identity to align individuals with the 
organisation is a significant challenge and this is recognised by Kim and 
Hatcher (2008:7). Stuart (1999a:1) too investigated ‘Employee Identification 
with Corporate Identity’ and emphasises the importance of establishing and 
maintaining positive employee identification with the corporate identity of a 
company to ensure that the ‘distinctiveness’ (1999a:11) of a company is 
preserved. Stuart  (1999) also points out that conversely ‘the less distinctive the 
organisation, the less employees will internalise the values and display 
organisational commitment’. Stuart’s investigation expresses the importance of 
employees’ attitudes towards corporate identity as she concludes that, ‘There is 
a need to strike a balance between organisational, employee and external 
constituency objectives to ensure positive employee identification with the 
corporate identity’. 
 
Balmer has completed much writing about corporate identity and created the 
AC2ID test model, and in Balmer and Greyser (2002) he identifies a fifth aspect 
of corporate identity, and one most relevant to this research, which is the 
‘conceived identity’ which refers to how the stakeholders of an organisation 
perceive it. In later writing, as part of the ‘6 Cs of Corporate Marketing’, Balmer 
(2009:558) considers the culture of the organisation and although he does not 
investigate this in detail, asks ‘what are the collective feelings of employees 
towards their organisation?’, which is exactly the focus here, the perception of 
the employee stakeholders about their visual corporate identity and hence their 
organisation. Balmer, Fukukawa and Gray (2007:10) note the difficulty that the 
conceived identity of the (employee) stakeholder may not fit neatly into one 
aspect of the company and will differ from one individual to another. The 
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complete picture of perceptions about the corporate identity will inevitably be a 
complex one.  
 
Many of these writers (Balmer 2008:886, Balmer, Fukukawa and Gray 2007:10, 
Brown, Dacin, Pratt and Whetten 2006:105, Ind 1990:26, Kim and Hatcher 
2008:7, Margulies 1977, Olins 1995:15, Stuart 1999a:11, Van Riel and van den 
Ban 2001:439) acknowledge the importance of employees’ positive perception 
of the organisation’s visual corporate identity but admit that there is little 
understanding of this and suggest that further investigation should take place. 
Influenced by these writers, this investigation aims to discover employee 
perceptions of the visual corporate identity, the logo that symbolises the 
organisation. 
 
 
2.6.4 Employee groups and their perceptions of visual corporate identity 
Olins opines that, ‘Corporate identity … derives from a study of the way people 
behave when they form groups.’ (1978:13). He observes that a group of people 
develop a character, a personality that is stronger and more distinct than the 
total of the individuals in the group. The group may then give itself a name and 
the next development is likely to be the creation of a sign or representative 
symbol for the group; a corporate logo. The name and the visual logo or sign 
adopted by the group is likely to represent the group’s ‘essential raison d’être’ 
(Olins 1978) and this creates a representative icon and acts as a common 
emblem for all employees, bridging the hierarchical division between the formal 
and the informal organisation. Employees’ perception of the visual corporate 
identity of their organisation is the focus of this research as their perceptions of 
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the visual icon mirror their perceptions of the organisation (Olins 1995:73). A 
corporate identity and its visual symbol impacts in different ways on a number of 
diverse audiences, including employees, and can have an influence on 
corporate morale and company reputation as well as on performance in the 
market place. 
 
There is some discussion by Cornelissen, Haslam and Balmer (2007:S4) as to 
whether the attribution of the corporate identity of an organisation should be 
based on the internal audience (employees) or the external audience 
(customers). They concede that in the past the latter have been considered 
much more than the former, but that more recently employees actively form 
groups and their self-esteem is elevated when they consider themselves as 
working together, and talk about ‘we’ or ‘us’ represented by the company 
symbol. Harding (2007) too recognises that people become part of an 
organisation; she writes ‘the organisation that I am ‘in’ is at the same time ‘in’ 
me’. So the importance of ‘belonging’ to an organisation is now of paramount 
importance to enhance the employee feeling affiliation with like-minded 
individuals and with the company itself and is an area ripe for investigation. 
 
The ‘culture’ of corporate marketing now has prominence and Balmer and 
Greyser (2006:735) explain this as ‘how employees feel about their 
organisation’. They write that the culture is derived from the ‘values, beliefs and 
assumptions about the organisation and its historical roots and heritage’. They 
go on to say how important this culture is, as it provides the vehicle through 
which the staff engage with each other and their group feelings about the 
organisation. Balmer and Greyser (2006:736) go on to talk about 
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‘conceptualisations’ or perceptions of the corporate brand held by groups of 
employees and say that these will affect the behaviour of the employees 
towards the company. They advocate that corporate marketing should have a 
more ‘institutional-wide’ role (Balmer and Greyser 2006:736) as positive culture 
and conceptualisations will enhance the productivity and progress of a 
company. This research to discover whether employee perceptions of the 
company’s symbol are positive or negative can only help management 
understanding to enhance the company culture and thus performance. 
 
Bromley (2001), similar to Argenti and Forman (2004) and Mullins (2002) 
mentioned in Chapter 2, Section 2, recognises that organisations have an 
internal sub-culture and that this is based upon the social network, for example 
by department or particular interest, and these groups incorporate shared 
feelings, meanings and values within the organisation. He recognises that the 
groups can overlap and create complex networking connections of 
communication and influence which can enhance performance. Bromley 
considers that the internal visual corporate identity is linked to employee 
morale. Thus the perception of these internal groups about the visual identity is 
vital to the individuals and to the organisation, which is what is being 
investigated here. 
 
If an individual belongs to a collective group, represented by an identity (the 
visual corporate symbol of the institution) this helps to define that individual’s 
behaviour and ideas (Balmer 2008:883). Balmer implies that a group of 
employees are ‘like-minded’, so it follows that their perceptions and responses 
to the visual symbol of their organisation should be similar, although, with 
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reference to Barthes (Chapter 2, Section 5), this is unlikely to be so as each 
individual will have different ideas and concepts. Balmer (2008:892) goes on to 
say that an individual has an ‘emotional bond’ with the group and a group of 
like-minded individuals are powerful and exhibit a ‘strong cultural affinity’. He 
advises that we should not disregard those employees who demonstrate this 
emotional link to the corporate brand as they show loyalty and motivation, 
although this research is more concerned with group perceptions rather than 
individual opinions. 
 
As surmised, the perception of the corporate identity of a company can vary 
within a stakeholder group, for example within the employees; the perception of 
the senior management team towards the corporate identity may be very 
different to that of the production worker (Balmer and Greyser 2003:196). 
Balmer and Greyser (2003:196) also say that the senior management must 
ensure that communications are not ‘embedded in the mental set of top 
management’ so this group are not in touch with the workforce. Each group 
within an organisation will interpret the corporate identity of an organisation 
differently (Balmer and Greyser 2003:203). Employee-centred decision making 
and management as mentioned in Chapter 2, Section 2.1 is advocated by Likert 
and Mcgregor (1996:162) as they write that this results in higher productivity 
and better labour-management relations. Employee opinion is thus of 
paramount importance to the success of an organisation and is the core of this 
research. Employee perception about the symbol of the organisation reveals 
their perception of the organisation itself (Olins 1995:73) and a positive 
employee outlook towards their organisation enhances performance (Mullins 
2002:556). A positive visual corporate identity is fundamental to the growth of a 
54 
 
company and promotes staff pride and sense of community which will attract 
high calibre employees (Melewar and Saunders 2000:539). Christensen and 
Askegaard (2001:301) write that a visual corporate symbol has a function and 
because the symbol is representative of certain cultural values, beliefs and 
associations (a company logo represents the brand culture of the organisation) 
so it is impossible for employees to differentiate between the functional and the 
symbolic perspective.  
 
Psychological research to try to understand how individuals understand a 
corporate symbol was carried out by Green and Loveluck (1992). They found 
that a corporate symbol serves as a focus for the members of an organisation. 
This is of great relevance to this research. Green and Loveluck (1994:38) 
suggest that to understand a corporate symbol, three factors must be taken into 
account: the purpose of the communication, the properties of the symbol and 
company knowledge. To the employees, the logos of an organisation represent 
the company itself. If the employees take ownership of this symbol and adopt 
the corporation’s values and beliefs as their own, they mirror the ambitions of 
the employing organisation which increases their positive organisational 
behaviour. This finding is of great importance to this investigation as it confirms 
the importance of employee perception of the visual corporate identity of an 
organisation. 
 
 The meaning of an organisation’s symbol should be clear and ‘possess highly 
codable stimuli’ i.e. be easy to interpret and have the advantage of being easily 
linked to the organisation is the advice of Henderson and Cote (1998:17) having 
examined the degree to which visual characteristics influence responses to 
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logos. They go on to say that highly codable symbols are more easily 
perceived, better interpreted and easier to remember. If logos evoke a clear 
consensual meaning for individuals and employees, then it appears to be 
familiar and this improves recognition and associations (Henderson and Cote 
1998:24) an advantage to all involved with the organisation. But because 
individual employees have a different set of experiences and knowledge, each 
will assign a slightly different meaning to the same symbol (Barthes 1977:39, 
Vallaster and de Chernatony 2004:774), although Smith (1998:249) proposes 
that individuals may suggest similar meanings, a possibility that requires 
investigation. 
 
Similarly the interpretation of symbols is different in countries with visually 
orientated writing styles compared with countries with phonological styles 
(Henderson, Cote, Leong and Schmitt 2003:298). Henderson et al found that 
people from countries with logographic (pictorial) styles (such as China and 
Japan) are much more in tune with an establishment’s visual corporate identity 
than individuals from countries such as Great Britain and the USA with the 
phonological writing styles.  
 
That the organisation’s symbol or the visual corporate identity of a company has 
a great influence upon the internal stakeholders is suggested by Melewar and 
Karaosmanoglu (2003:852). This view is expressed by the majority of their 
interviewees who considered that ‘design was a crucial element of corporate 
identity’ and attached importance to the corporate symbol (Melewar and 
Karaosmanoglu 2003:853).  A significant function of the visual corporate identity 
of an organisation is that it encourages the internal audience, the employees, to 
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identify closely with the company (Van den Bosch, Eving and de Jong 
2006:871). Visual identity has two main functions: firstly, to represent the 
philosophy and values of the organisation and secondly, to support corporate 
communication (Baker and Balmer (1997), Melewar and Karaosmanoglu 
(2003:852). 
 
The importance of how the various audiences (including employees) identify 
with the visual corporate identity of their organisation is also mentioned by He 
and Balmer (2007:768) and they write that visual corporate identity has 
‘significant and empirical value’. They also mention the visual communication 
cues that consist of graphic items such as logo, slogan, colour and so on.  
 
The ethos and values of the organisation influence how staff engage one with 
another and employees forming a cohesive group have an effect upon the 
operation of an organisation which can be positive or negative. Each employee 
may interpret the corporate symbol slightly differently but the whole group’s 
perception of the visual corporate identity of their organisation, it is suggested, 
is linked to employee perceptions (either positive or negative) and can evoke an 
‘emotional bond’ with the company. The visual corporate identity represents the 
organisation and if employees adopt the symbol as well as identifying with the 
organisation’s values and beliefs – they are ‘living the brand’ of the 
establishment showing positive organisational behaviour. 
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2.6.5 Corporate symbols and employees 
The historical background of visual corporate identity relates that marks first 
made by workmen to identify their products gradually became symbols of 
esteem and worth. Trademarks were a source of pride to the stonemasons and 
silversmiths, as were the heraldic emblems to the knights. The best workmen 
and goods would be sought after and recognised by their identifying marks, thus 
the makers began to establish their own corporate reputation. Corporate identity 
was first used when manufacturers of products introduced a particular marque 
or used a specific typeface to distinguish their packaging from that of 
competitors (Ind 1990:17). These marks and codes, visual corporate identity, 
were often sported by those employed by the organisations on their aprons or 
overalls. The employees were thus exhibiting their loyalty to the company by 
proudly wearing the visual emblem of the organisation. 
 
During the Industrial Revolution, organisations and associations became 
established, and the groups of people who worked together or who had a 
common interest would develop a collective personality. Over time, the 
individual visual codes began to be associated with the manufacturing 
companies. Thus a company came to be associated with a particular picture, 
logo or typeface – now referred to as its visual corporate identity. The visual 
identity of the group was thus, ‘the outward sign of inward commitment, serving 
to remind it of its real purpose’. (Olins 1978:15). 
 
Complex enterprises began to emerge in the second phase of the Industrial 
Revolution and these large businesses were the first to justify the modern 
discipline of corporate identity. For example, in the 1850s, there was much 
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competition between the different railway companies in Britain and each one 
made a determined effort to differentiate itself from the others. The railway 
companies wanted their employees to be recognised and appreciated, even 
when they were far from their home base. Each railway company wanted to be 
the best and tried to achieve this through a common style in their company 
logos, employee uniforms, liveries, typography, buildings and the quality of their 
service and their equipment. The railway companies developed their own 
distinctive style and character in their efforts to achieve this. As Olins (1978) 
quoting Betjeman wrote, ‘Each of these railways had devoted and loyal staffs, 
proud of the line, jealous of its rights and conscious of its dignity’. The design 
and colour of the visual corporate identity contributes “to the company’s self-
understanding and in this way increases the motivation and loyalty of 
employees" (Mollerup 1997). Good design also has a great influence on 
competitive advantage and profitability (Trueman and Pike 2006:2). 
 
As time went on, the different characters, or identities, of the railways became 
more pronounced. Even after the companies were merged with others to form 
larger railway organisations, their individual, idiosyncratic personalities were still 
evident and they were still in commercial competition with one another. They 
had maintained their strong company corporate identity and competed for the 
support and loyalty of staff and customers based upon their reputations. The 
staff on the trains were proud to wear the uniform and badges of their particular 
railway company – exhibiting great allegiance and their ownership of their 
organisation. Many contemporary organisations now encourage the purchase of 
their goods (particularly specially produced branded products such as clothing) 
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that show the visual symbol of the business. This historical staff loyalty is of 
great interest to this research. 
 
Employees who currently wear items of clothing sporting their company logo are 
displaying their support of the organisation and pride in their association with 
the company. This indicates a loyal and positive employee who has taken 
ownership of the brand and adopted it as his own. Wearing items sporting the 
logo makes one’s affiliations ‘concrete and public’ (Lewison 2001:184). People 
may sport certain brands because they want to feel at ease and be ‘like others’ 
in the company. This action is bordering on cult behaviour and results in 
feelings of camaraderie, community and solidarity as well as social prestige and 
self-esteem (Dionisio, Leam and Moutinho 2008:18, citing Zillmann, Bryant and 
Sapolsky 1989). Dutton, Dukerich and Harquail (1994:22) endorse this further 
with their research into Rotarians who wear lapel badges, adopting the brand 
characteristics as they want to be recognised as having the same caring 
personality as the Rotary Club, although they do not investigate whether or not 
the Rotarians felt pride in wearing these badges. This group affiliation is 
motivated by a desire for distinctiveness from other groups (Dionisio, Leam and 
Moutinho 2008:24). It is said that males in particular like to wear clothing 
emblazoned with logos (Dionisio, Leam and Moutinho 2008:23), a claim that will 
be investigated by this research. 
 
Items displaying the logos of organisations are widely available. For example, 
IBM’s monogram logo is so popular that it has a web site, ‘the IBM Logo 
Merchandise store’ where items from baseball caps to jackets and notebooks to 
tea sets can be purchased, all sporting the IBM logo. This website confirms that 
60 
 
supporters of IBM, whether employees or others, are very keen to be 
associated with the company by buying and wearing the endorsed products. 
The simple star logo of the American oil company Texaco (founded in 1936) is 
displayed on items such as Texaco hats and jackets, and similar to the IBM 
merchandise, can be purchased and worn by employees to show their 
allegiance to the company. Products that display Twinings (tea) company logo 
can also be obtained via the Internet, showing that this organisation too has a 
dedicated following by those wanting to be associated with the company’s 
visual identity. There are many other companies, too numerous to mention, that 
sell items that display their visual corporate identity. This shows the allegiance 
of stakeholders towards these organisations as they are keen to buy and wear 
the items that exhibit the logo. 
 
The power of the visual label is now widely recognised, with some fashion 
conscious customers purchasing products just because of the ‘brand’. These 
patrons of brand awareness ensure that the identifying label or logo on the 
product, for example the Nike swoosh, is prominently displayed, similarly 
employees wearing company symbols are proud to be associated with their 
organisation and like to show their affiliation to the company. An example of this 
was described when the University of Strathclyde’s staff support was 
encouraged by the wearing of lapel badges of the new logo design (Baker and 
Balmer 1997). Dutton, Dukerich and Harquail (1994:22) describe the Rotarians’ 
use of lapel pins and suggest that the members displaying these want to 
associate themselves with the community service characteristic of the 
organisation. Thus employee identification with a company will enhance the 
staff’s support and commitment because they are showing their allegiance to 
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the values and philosophy of the organisation (De Chernatony and Harris 
2000:270).  
 
 
2.6.6 Corporate personality 
The increased use of the phrase ‘corporate personality’ has resulted in 
organisations being defined as people or personalities’ with likeable or 
dislikeable characteristics and so companies have become considered as 
possessing human traits (Balmer, Fukukawa and Gray 2007:8, Bromley 2001, 
Davis and Chun 2002:147, and Harris and de Chernatony 2001:444). Howard 
(1998 cited in Abbratt, Bick and Jacobsen, 2003:838) talks of this ‘corporate 
personality’ and describes it as ‘a distinct set of characteristics’ that binds the 
employees together and distinguishes them from another establishment. 
Howard recognises that the employees of an organisation, although themselves 
having different values and backgrounds, are intrinsically linked together as 
they share a common employer, a ‘team’ which will encourage individual 
employee performance. 
 
This contributes greatly to the concept of corporate identity and that the centre 
of corporate identity is the individuality of an organisation and the identity should 
represent exactly ‘who’ the company is (Balmer, Fukukawa and Gray 2007:9, 
Bernstein 1986:12). It was recognised some time ago that the corporate identity 
of an organisation is of more than just practical importance – it evokes feelings 
and emotions in the stakeholder-employees (Martineau 1958) because of this 
association. A perceived likeable company character will engender positive 
employee perceptions, whereas the converse, an unpleasant company 
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personality, will produce a workforce with negative attitudes. This substantiates 
Barthes’ theories of ‘the capacity of an image (signifier) to generate meanings 
(sign)’ (Smith 1998:241) in individuals.  
 
These ideas are similar to the concept of ‘corporate culture’ which is defined by 
Schein (1997:3) as ‘the climate and practises that organisations develop around 
the handling of people or to refer to the espoused values and credo of an 
organisation’. Again, the positive perception of the workers of an organisation is 
important to its success. The importance of ‘stakeholder’ (employee) 
perspective and how this can impact on the perception of the value of the 
institution is also emphasised by Trueman, Cornelius and Killingbeck-Widdup 
(2007:21). 
 
People have an instinct to attribute human characteristics to non-human 
phenomena such as organisations (Bromley 2001). Bromley (2001) writes that 
this ‘anthropomorphism supports the tendency’ to personify a company. He 
suggests that employees can describe organisations as perhaps being 
‘secretive’ or ‘in turmoil’ – which can refer to the perception of the workforce 
about the collective establishment. Bromley goes on to say that studies of the 
visual identity have been confined to areas such as first impressions and that a 
company’s visual identity can be considered to be similar to the way that an 
individual presents themselves and their appearance. Developing this idea can 
infer that as employees ‘get to know’ the company over time, the appearance 
(the logo) becomes more familiar and possibly more liked, or not.  
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Aaker (1997:347) completed research into the measurement of ‘brand 
personality’ using the five dimensions of sincerity, excitement, competence, 
sophistication and ruggedness. She recognises that the personality traits of 
both the brand and people associated with it transfer from one to the other also 
that the employees of an organisation or brand adopt the same personality traits 
and vice versa. This implies that the individuals who work for an organisation 
are likely to hold similar perceptions and ideals (good or bad) that reflect those 
of the company. That employees identify with the brand and culture of a 
corporation and even define themselves with the same characteristics as the 
organisation is also recognised by Ashforth and Mael (1989:29) and Stuart 
(2002:33) and this results in their support. Aaker did not however consider the 
logo, the visual aspects of the ‘brand’ and the meanings associated specifically 
with that aspect. 
 
Similarly Dutton, Dukerich and Harquail (1994:242) write that whatever an 
employee feels is ‘distinctive, central and enduring’ about their organisation, 
they are likely to recognise the same characteristics in themselves, showing 
commitment and loyalty to the organisation. They do say that this organisational 
identification can be both positive and negative and employees may feel pride in 
affiliation, or in some instances shame and embarrassment. Dutton, Dukerich 
and Harquail (1994:244) also write that if the perceived identity of the 
organisation is positive then this strengthens an employee’s identification with 
the company. People are attracted to a place of work where they feel ‘at home’ 
and comfortable and are able to ‘exhibit more of themselves’ (Dutton, Dukerich 
and Harquail 1994:244) and their own characteristics and perceptions.  
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A company symbol is a type of shorthand for the personality of an organisation 
and its values (Bernstein 1986:12). Bernstein said that it is not the symbol itself 
that has value but what the symbol represents i.e. the organisation itself. This is 
similar to the theory of Barthes’ ‘sign’ as mentioned in Chapter 2, Section 5. 
Individuals have different perceptions of a corporation and although images 
appear to be objective, they are ‘volatile social constructions’ and their 
significance is based upon the ‘interpretive capabilities and preferences of their 
audiences’ (Abratt 1989:74, Christensen and Askegaard 2001:293). A 
‘personality test’ was also used on an organisation to understand the complexity 
of the brand through a familiar set of human-based parameters to discover how 
the audience would judge the organisation if it ‘came to life as a human being’. 
(Davies and Chun 2002:146). They discovered that the perception of the 
various audiences differed. If a company character is perceived as likeable, it 
will prompt employee loyalty, as well as the converse, a disagreeable company 
personality will produce a workforce with negative attitudes and little motivation.  
 
When respondents’ reactions and feelings towards a new logo for a bank were 
investigated, it was discovered that individuals wrote about the logo being 
‘friendly’, ‘human’, ‘beautiful’ and ‘dynamic’ (Van Riel and van den Ban 
2001:435). There were strong perceptions associated with the new logo, some 
positive and some negative. This research establishes that individuals do have 
strong emotions about the visual corporate identity of organisations and 
attribute it with human characteristics. These associations with the logo are 
seen by stakeholders ‘as a summary of everything that that the organisation 
stands for’, its values, beliefs and perceptions (Van Riel and van den Ban 
2001:439). Positive associations with the symbol (the creation of a ‘feel good’ 
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factor) will imbue, in the employee, a positive reputation for the organisation. 
Thus evaluations of a logo can affect evaluations of a company (Henderson and 
Cote 1998:15). Henderson, Cote, Leong and Schmitt (2003:299) also write that 
well-designed symbols evoke positive feelings and that these feelings, either 
positive or negative, can transfer to the organisation itself. Thus, it is vital that 
the corporate visual symbol of an organisation is viewed positively by the 
employees. 
 
Although there have been many detailed studies into various aspects of 
corporate identity, there have been very few empirical studies concerning the 
meanings and characteristics  employees associate with visual corporate 
identity and this merits further investigation (He and Balmer 2007:775) which 
will be carried out here. It must be concluded that the importance employees 
associate with its company’s visual corporate identity and how they interpret the 
symbol is of great significance. Much can be learnt from the associations that 
employees link to their organisation’s corporate logo and this can elucidate 
employee perception about the organisation that the symbol represents. 
Favourable employee perception about the organisation and its ‘personality’ 
appear to be linked to the personality of its staff and if the two are similarly 
positive they contribute to the business. Employee perception of the visual 
corporate identity should be ascertained, to enhance management assessment 
of business performance.  
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2.7 CORPORATE IDENTITY AND EDUCATIONAL ESTABLISHMENTS  
The majority of the studies into corporate identity management and employees 
have involved commercial businesses. Only recently have some educational 
institutions, mostly universities (Chapleo 2010:169, Hemsley-Brown and 
Oplatka 2006:325 Naude and Ivy 1999:128) but some schools too (Green 
2005:24, Richardson, Gillingham and Pettingale 2010:13), come to recognise 
that they too need to take more account of this important area of marketing, 
which can affect the opinions of their internal as well as their external market. 
 
 
2.7.1 The education structure in England 
 A school, which is where this research takes place, is an organisation 
consisting of human and physical ‘resources grouped together in a structured 
way’ for the purpose of education (Pardey 1991:32). A school has been 
selected for this study because there has been much investigation into 
businesses, and some academic writing about the corporate identity of 
universities, but very little has been discovered on the subject of schools and 
their internal marketing. The school chosen was was founded in 1532 so is long 
established and has developed its own distinct culture over time; also as an 
independent school, it is less influenced by the state, making it an excellent 
organisation to investigate. 
 
Currently, education in England, UK is compulsory for everyone from the age of 
five until they are sixteen. There are two kinds of schools in England: 
‘maintained’ or state funded schools and independent (fee-charging) schools.  
67 
 
In the state system, children attend primary schools from the age of five until 
eleven, when they progress to secondary school until they are sixteen. At 
sixteen pupils can continue with their education for two years either within the 
secondary school or at a sixth form college. The independent system is funded 
by fee paying parents, and pupils at five will attend a nursery or kindergarten, 
entering a prep school aged seven and attending a senior school from the age 
of eleven or thirteen, depending upon the particular school. Pupils can stay at 
the senior school until they are eighteen years old (British Council).  
 
Within the state-funded system, there are a number of different categories of 
schools: community schools which are run by the local authority, foundation and 
trust schools which are run by their own governing body, community and 
foundation special schools for children with special educational needs, and 
voluntary-aided schools which are mainly religious or ‘faith’ schools. 92% of all 
secondary schools are ‘specialist’ schools, these operate in partnership with 
private-sector sponsors and receive additional government funding which 
enables them to develop their chosen specialism and raise standards while 
adhering to the National Curriculum (Davey and Fuller 2010:6). New types of 
schools have emerged recently, known as Academies. Initially academies were 
publicly funded independent local schools that provide an excellent free 
education, provide extra school places if necessary and replace weak schools. 
Since the government changed in May 2010, the emphasis is no longer on poor 
schools and academies are presented to increase parents’ choice. 
 
There are approximately 2,300 independent schools (also called private or 
public schools) in England (Davey and Fuller 2010:8) and these schools set 
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their own curriculum and admissions policies. Just over half of these have 
charitable status. Independent schools are funded by parental fees and 
investment income. They are not required to teach the National Curriculum but 
are regularly monitored by either Ofsted or the Independent Schools 
Inspectorate. Currently 6.5% of parents choose to send their children to the fee-
paying sector (Independent Schools Council, June 2011). The investigation for 
this research was carried out using the employees of a UK school which is an 
independent, fee-paying school but with a proportion (approximately 25%) of 
county scholars who, when the research was begun, do not pay fees. However, 
during the execution of the research the County Council gradually withdrew the 
funding for these scholarships and in September 2011 the last 24 pupils start at 
the school under the council scholarship scheme. To compensate, the principal 
said, the school will offer bursary assisted places but these will be means tested 
(Rutland and Stamford Mercury July 2011). This withdrawal of income from the 
school implies that it will have to concentrate even more on its external 
marketing, both to attract fee-paying pupils and to encourage investment for the 
bursaries. The contribution of the employees to this promotion of the schools is 
also of great importance and would be enhanced by effective internal marketing 
in the form of consistent and distinctive communications. 
 
Independent schools are more commercially driven than state-funded schools 
as they rely upon the fees paid by the pupils’ parents or guardians in order to 
fund the business. The criteria for the selection of the independent school by 
the parent may be influenced by generations of family attendance, locality, their 
league table performance and possibly their marketing literature, including an 
attractively designed visual corporate identity. Visual corporate identity is likely 
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to be more important to the independent than the state schools as they rely 
upon fee-paying parents and so marketing the school to attract customers is 
more important. Parents are becoming increasingly searching and sophisticated 
in their expectations of the education that they are paying for which presents 
new challenge to schools (Richardson in Richardson, Gillingmam and 
Pettingale 2010:43). 
 
 
2.7.2 Marketing education 
Organisations, including many educational establishments, primarily universities 
but also schools (mainly independent), are becoming increasingly aware of the 
importance of marketing and that to continue to succeed they need to begin to 
follow the marketing practices of commercial businesses (Balmer and Liao 
2006:5, Bunzel 2007:152, Hammond, Harmon and Webster 2007:438, 
Mosahab, Mahamad and Ramayah 2010:14, Speirs 2007:12) and rather than 
the school’s marketing being conducted by someone with a teaching 
background, they are now recruiting marketeers from commerce (Green 
2005:24) yet Oplatka and Hemsley-Brown (2004:384) admit that there is little 
evidence of systematic market research in schools (Mosahab, Mahamad and 
Ramayah 2010;14). 
 
A number of researchers have written about the external marketing of schools 
(Foskett 1992, Green 2005, Honingh and Oort 2009, Mosahab, Mahamad and 
Ramayah 2010, Oplatka and Hemsley-Brown 2004) and a growing realisation 
that for schools to continue to survive it is important that they maintain or 
increase their market share of pupils. Parallel to this development in external 
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marketing, there is also an emerging awareness that the employees and staff of 
the school have an important role to play in this area (Hartley 1999, Maguire, 
Ball and Macrae 2001, Honingh and Oort 2009, Mosahab, Mahamad and 
Ramayah 2010). A survey of 200 independent schools carried out in 2009 
revealed that 90 per cent of them now have a member of staff specifically 
responsible for marketing (Smith in Richardson, Gillingmam and Pettingale 
2010:65). Most independent schools have existed for decades, if not centuries, 
and one of the biggest challenges is to ensure that the traditional old ideas and 
values remain fresh and eye-catching rather than clichés (Richardson in 
Richardson, Gillingmam and Pettingale 2010:45). 
 
Davies and Ellison (1997), Evans (1995) and Oplatka and Hemsley-Brown 
(2004) write in general about marketing for schools and the importance of good 
communications with the external audience, The significance of internal 
communications is also vital (Davison in Richardson, Gillingham and Pettingale 
2010:80). Hartley (1999) and Maguire, Ball and MacRae (2001) write of the 
increasing awareness of internal marketing in schools through the training of 
head teachers but not linked to visual corporate identity. Oplatka and Hemsley-
Brown (2004:381) admit that marketing has been viewed negatively in schools 
and is thought to be ‘at odds with the moral values’ of schools but they also 
recognise that this activity is now essential for a school to survive. They 
emphasise the importance of internal marketing and the significance of satisfied 
employees generating satisfied customers but again with no reference to visual 
corporate identity. Davison (in Richardson, Gillingham and Pettingale 2010: 81) 
points out that many staff do not consider that they should have anything to do 
with marketing; they see their role solely as teachers. Oplatka and Hemsley-
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organisation increases their motivation and production (Honingh and Oort 
2009:174). The importance of the employees of schools has been recognised 
by Honingh and Oort (2009), who studied the organisational behaviour of staff 
in both state and fee-paying schools. They conclude that the staff in the state 
sector do not identify as closely with their schools as those who are employed in 
fee-paying institutions. Similar to this investigation, their research examined the 
influences of age and gender, but in their research, on the teachers’ 
organisational behaviour, they realised that if individuals identified strongly with 
either their department or the school, in consequence, their behaviour was 
primarily influenced by the department or the school. They conclude that the 
staff at the fee-paying schools were more committed to their organisation than 
those at the state run establishments and that teachers who are very committed 
to their school are said to have the most positive attitudes (Mosahab, Mahamad 
and Ramayah 2010:14). 
 
The visual logo or symbol of an institution is an essential part of its corporate 
identity or branding as it identifies the establishment (Balmer and Liao 2006:10). 
The management of the visual corporate identity of the school is an important 
element of marketing. A school’s visual corporate identity symbol is often a 
heraldic crest or graphic logol whose origins have sometimes been obscured in 
history. As Pardey (1991:210) writes, it is important how ‘the design is used ... it 
must be clear, unique, visible, legible and memorable’. Davies and Brent 
(1997:156) emphasise the importance of consistent and frequent use of the 
symbol to distinguish the institution from others. Neither Pardey nor Davies and 
Brent consider the influence of the corporate identity symbol on the internal 
audience of the school – the teaching and support staff. In contrast, Foskett 
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(1992;165) does recognise the importance of the ‘institutional identity’ and its 
visual elements as he says that this has a ‘unifying effect’ and that staff value 
‘the sense of belonging’ but again, staff perception of the symbol is not 
considered. 
 
The symbols or ‘crests’ of schools have been found to be heraldic, pictorial, 
initial letters and occasionally the name of the school in a stylised typeface (see 
Figure 2.4) and it is this pictorial symbol of the school, the representative image, 
that is of interest in this investigation. The crest of a school, as opposed to a 
logo, implies a long-established traditional institution, even more so if there is a 
motto in Greek or Latin. However a modern logo suggests more focus on the 
modern world (Foskett 1992:163).  
 
 
Figure 2.4. Examples of school crests 
Courtesy of Eton College UK; Spruce Street School, Seattle, USA; BM School, 
Bangalore; St Joseph’s College, Australia. 
 
Although the marketing of schools (both external and internal) is of emerging 
interest, there have however, been a number of studies on the corporate 
identities and the marketing of universities. In the mid-1980s it was recognised 
by a number of universities, particularly the well-established, traditional 
institutions, that in order to compete with the more aggressively marketed ‘new’ 
universities, they could no longer rely just on their traditional image and 
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expertise (Balmer, Liao and Wang 2010:80, Naude and Ivy 1999:131) but that 
they too needed to develop their own marketing campaigns (Balmer and Liao 
2006:5, Chapleo 2010:172, Naude and Ivy 1999:128). Kotler and Fox (1985:6) 
provided a definition of educational marketing in 1985 and write that ‘marketing 
in education is the analysis, planning, implementation and control of carefully 
formulated programs’. The universities realised that they were ‘no longer just an 
institution of higher learning but also a business’ (Bunzel 2007:152) and this is 
echoed by research writing since the mid-1990s about branding which rather 
than just focussing on product brands, also includes service brands and 
institutions (Aaker 2004, Balmer 1995, Balmer and Gray 2003, Chapleo 2010 
and Hatch and Schultz 2002). Bodoph, of the brand consultants, Citygate Lloyd 
Northover, has worked on many university branding projects including, City 
University, Queens Belfast and Wales College of Medicine (Owens and Bodoph 
2003) and opines that the universities are now realising they are brands and are 
paying more attention to marketing. As universities are unused to planning 
marketing campaigns, some are struggling to make these successful (Whisman 
2009:368) and many are very underdeveloped (Chapleo 2010:170). An 
investigation by Bunzel (2007) ascertained that there as little evidence to show 
that the branding of a university had any effect on how it is perceived or its 
league table ranking. However, Hammond, Harmon and Webster (2007:439) 
from their study, conclude that for individual business schools, marketing 
planning leads to improvements in overall performance. Whatever the 
conclusion, it is apparent that some institutions, similar to some schools, resist 
the comparison to business and the application of marketing plans (Hammond, 
Harmon and Webster 2007:438).  
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That the staff of the universities have an important role to play in promoting and 
marketing their institutions is recognised by a number of writers (Balmer, Liao 
and Wang 2010:82, Hemsley-Brown and Oplatka 2006:329 and Whisman 
2009:368) and management showed concern that all staff should be focussed 
and committed to the promise of the corporate brand which will lead to better 
performance results (Balmer, Liao and Wang 2010:88, Hammond, Harmon and 
Webster 2007:437). Many universities were unaccustomed to including the 
internal audience in their marketing planning (Wiseman 2009:368). Yet the 
more that an employee feels an affinity to the brand and identifies with it, the 
more an emotional bond is created leading to commitment and loyalty (Balmer 
and Liao 2006:11, Balmer, Liao and Wang 2010:94). However if the marketing 
campaign is not planned sympathetically by consultants it may not be supported 
by the internal staff, leading to their feelings of betrayal and frustration 
(Wiseman 2009:367). To counter this, Wiseman (2009:368) advocates that any 
new marketing campaign or branding should be evolved from ‘the inside out’ 
and that the staff and alumni of the institution should be involved. University 
branding has the potential to create very strong feelings writes Chapleo 
(2010:173) and others say that the university’s ‘most tangible asset is their 
passionate employees’ (Wiseman 2009:368). The importance of internal 
support is thus vital and the existence of a universal ‘culture’ can lead to 
success (Chapleo 2010:177). 
 
Olins (1986) conducted a study on Aston University after the university staff and 
students were greatly reduced in numbers in 1981. To restore confidence and 
promote the new organisation, a new graffiti style logo was adopted.. An 
unpublished Master’s degree thesis from Lulea University of Technology in 
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Sweden investigated the identity and image of the University, but the newly 
adopted logo is not mentioned in conjunction with the internal audience, 
although feedback from other universities concludes that the logotype was 
‘strong and clear’ (Siegbahn and Oman 2004:31). 
 
Melewar and Akel (2005) investigated the ‘strategic intent behind the University 
of Warwick’s corporate identity programme’. They acknowledge that strategic 
management of the corporate identity gave them a ‘competitive edge’ and 
recognise that they needed to present a consistent  appearance; one symbol 
rather than thirty different ones, not only to attract their external audience but 
also to consolidate the internal audiences. Melewar and Akel (2005:47) suggest 
that corporate communication should harmonise relationships between both 
internal and external stakeholders within a university. They recognise that as 
some academic staff are also students at the university, the audience groups 
are not distinct, also that there is often conflict between the academic and 
administrative staff. Melewar and Akel (2005:53) write of the existence of many 
different departmental logos within Warwick University and report that one of 
the motives behind the introduction of the new visual corporate identity at 
Warwick University was to align and strengthen the internal communication 
channels, so that staff would become more cohesive and supportive of each 
other and their departments, sharing values and beliefs, resulting in better 
internal relations in the organisation. In a school, a well-managed and 
consistent visual corporate identity would have a similar effect and improve 
communications and internal working relations. The effect would also be 
apparent externally and this favourable reputation of the school would help to 
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attract the sponsors of fee-paying pupils, recruit high calibre teaching and 
auxiliary staff, so creating a positive and successful business. 
 
That university staff all consider themselves to be ‘experts’ was recognised by 
Baker and Balmer (1997) when they developed a new visual corporate identity 
programme at the University of Strathclyde and became aware that the 
successful implementation of a corporate identity programme was going to be 
politically complicated. Baker and Balmer mention Olins (1989) who stated that 
a ‘symbol…can serve as a focus for members of the organisation’. (Baker and 
Balmer 1997:370). During the implementation of the change, every member of 
the university staff was presented with a lapel badge or brooch and given a 
letter to explain the changes; in consequence, many staff agreed to wear the 
badge. The new design was used extensively and Baker and Balmer 
(1997:380) write that the new visual identity has had ‘an important and 
beneficial impact upon the university’s internal…stakeholders’. After presenting 
a visual audit to the University’s governing body, the proposed redesign of a 
five-sided shield was unveiled and accepted showing the beneficial effect of 
appealing to the internal audience and getting them ‘on side’ before the launch. 
Employees’ perceptions of the new visual symbol were positive, so by 
inference, promoted a ‘team spirit’ which engendered a collective positive 
attitude towards the university.  
 
Similarly for a group of schools in Potomac USA, a mini-launch kit was 
designed for the Peel brand, so that the principals of the schools could deliver a 
presentation to school staff at the beginning of the school year. The new logo 
creation had been extensively researched and was designed to be ‘fun, youthful 
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and modern as well as bold, simple and timeless’. The launch was extremely 
successful with positive responses and many requests for items that sported the 
new design, such as pens and badges (PR News 2006). 
 
These examples show how important it is to have the internal audience’s 
favourable perception of the visual symbol of their organisation. In schools, 
competitive promotion is becoming an essential marketing tool, as competition 
between educational establishments increases, especially among independent 
schools as they are in competition with one another.  
 
As little research into visual corporate identity has been carried out in the 
educational establishments, it would seem that it is an area where a fresh 
approach can be taken and data revealing employee responses to the visual 
corporate identity can be obtained, elucidating employee perception about the 
organisation itself. The perceptions of the staff pertaining to their corporate 
visual symbol will reveal their perceptions about their employing organisation to 
the management and these revelations could be a useful tool to test the 
strength of the ‘brand’ and manage it over time. Positive employee perceptions 
reveal a workforce which shares the same beliefs and views as the organisation 
itself. However, if a negative response is obtained then it allows senior 
management the opportunity to redress the problem of negative perceptions 
amongst employees. 
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2.8 The implications of the literature search  
Employees are considered to be an organisation’s most significant asset and 
the prime audience and company policy involving employees is far more 
important than press campaigns, as it is the employees who are the 
ambassadors of any organisation, with the impression that they give to others 
and their positive perceptions and attitudes are essential for commercial 
achievement, (Abratt 1989, Aldersey-Williams 1994, Argenti and Forman 
2004:45, Balmer and Greyser 2003:22, Gilmore, 2001, Gotsi and Wilson 2001, 
Ind 1990:26, Kennedy 1977, Pugh and Hickson 1996:156, Schein 1980:15, 
Velmans 1979) so it is of importance to investigate their opinions of their 
organisation. 
 
Visual images are the most direct form of communication and are of increasing 
importance to people and organisations. An image or logo can be interpreted by 
observers in a variety of ways and produce different associations and meanings 
in the individuals. The visual corporate identity of an organisation, the logo and 
the corporate colours are the symbols of the corporation. The corporate logo is 
perceived to represent the ethos of the whole organisation, its values and 
beliefs, in essence, the function and purpose of the corporation. Balmer 
stresses the great importance of corporate identity when he writes that ‘issues 
relating to corporate identity … and image can have apocalyptical quality and 
need to be at the forefront of strategic deliberations’.  
 
The significance of the workforce when writing about the corporate identity of an 
organisation is also emphasised by Olins (1991); he says that ‘the most 
important audience for any company is its own staff’. Discovering employee 
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perceptions of the visual corporate identity of an organisation is vital as Olins 
writes that by obtaining the opinion of employees towards their corporate 
identity will,  
‘not only tell you what they think of the identity but … what they think of the 
organisation’ Olins (1995:73) 
 
The image of an organisation starts with the company’s internal stakeholders, 
its employees, and how they perceive the company (Abratt 1989:68, Gray 
1986). The importance of stakeholder perception of the (corporate) image, 
particularly in relation to the employees is paramount and is mentioned by 
Fukukawa, Balmer and Gray (2007:2). They and others write that it is important 
that the image and values that the company aspires to project should 
correspond with that that the employees demonstrate; otherwise there is a 
misalignment of ambition and reality (Argenti and Forman 2004:50, de 
Chernatony and Cottam 2008:15, Deal and Kennedy 1982, Fukukawa, Balmer 
and Gray 2007:2). Dowling (2001) writes that one of the strategies to attain 
super-brand status is to ensure that the values of the corporate brand are linked 
to the values of the employees. Creating a psychological tie between the 
employee and the company is the goal, which will improve morale and create 
better results for the organisation (Argenti and Forman 2004:50) so ideally the 
employees’ aspirations should echo those of the organisation creating an 
emotional bond; then this positive workforce will improve the performance of the 
organisation.  
 
A loyal and motivated workforce works more effectively, generating better 
performance and, it follows, business success (Argenti and Forman 2004:45, 
De Chernatony and Harris 2000:268, Gray and Balmer 1998:698, Mullins 
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2002:556, Pugh and Hickson 1996:156, Schein 1980:15); conversely, a 
negative staff attitude that is at odds with the organisation will not be as 
productive or as profitable for the organisation (De Chernatony and Cottam 
2008:15, Hatch and Schultz 2002:1009). Thus employees’ perception of their 
corporation can greatly affect the production and performance of a business 
(Gray and Balmer 1998:698, Mullins 2002:556, Pugh and Hickson 1996:156, 
Schein 1980:15). Different groups within an organisation may hold contrary 
perceptions but for a company to be successful and to attain ‘healthy business 
performance’, these perceptions and beliefs should all be positive (Fukukawa, 
Balmer and Gray 2007:3) and need to be ascertained, so there is an urgent 
need to understand employees’ perceptions of their organisation, their values 
and beliefs about the company and their allegiance to it. If employees do not 
exhibit a positive outlook, then the corporate strategy of the organisation needs 
to be redressed. 
 
Employees are influenced by constant exposure to the companies’ internal 
marketing, its visual symbols, which affect their image and opinion of the 
organisation (Dowling 2001) and these symbols should encourage 
understanding, commitment and support (Harris and de Chernatony 2003:8, 
Stuart 1999b) The organisation’s corporate goals and values permeate the 
minds of all employees both consciously and unconsciously (Van Rekom 
1997:412) and for a successful enterprise, the employees identify with the 
corporation’s ideals (Van Riel and Balmer 1997:345). The organisational 
symbols serve as ‘important vehicles of … motivation and loyalty’ (Christensen 
and Askegaard 2001:297). Conversely any communications to employees 
without the company symbol show a lack of consistency and reduce the 
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employees’ identification with the organisation (Vallaster and de Chernatony 
2004:769). Equally, if a visual corporate identity is altered without consulting 
employees (as happened with the Queensland government Chapter 2, Section 
2.6.3) they feel resentment, a lack of identity and little or no loyalty to the new 
symbol, and by inference the establishment itself (Stuart 2002:42). If this 
happens, employees no longer feel affiliation with their organisation and feel 
lost.  
 
Workers’ perception of the corporate identity is a vital part of corporate 
reputation management as the more the employees associate themselves with 
the company; the more likely they are to support it (Stuart 1999b). Harris and de 
Chernatony (2003:4) recognise that there is a positive correlation between 
employees’ perceptions about their brand and company performance but they 
also suggest that managers need to help and encourage employees to adopt a 
positive attitude. Gray and Balmer say that ‘a favourable reputation in the eyes 
of the employees can be a primal cause factor of high morale and productivity’ 
(Gray and Balmer 1998:698) and advocate obtaining feedback from employees 
about the visual corporate identity (Gray and Balmer 1998:700) the aspiration of 
this research.  
 
From this discussion it can be seen that the corporate identity of organisations 
has gained significance, particularly the visual elements, such as the corporate 
logo, which aids the recognition and identification of companies (Schmitt and 
Simonson 1997, Selame and Selame 1988, Otubanjo and Melewar 2007:420) 
as well as expressing the organisation’s personality and linking the employee 
group together (Jung 1963). Balmer (2009:545) writes that an organisation with 
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a well-managed and powerful identity has a strategic advantage as this leads to 
loyalty from the staff resulting in a motivated workforce.  
 
There has been little research into employees’ perception of their visual 
corporate identity, so there is gap in knowledge here. Employee opinion about 
their organisation is of paramount importance and this can be achieved by 
discovering the employees’ perceptions of the visual corporate identity; the logo 
of the organisation and the symbol of the whole organisation (Olins 1995:73). 
Employee perception of the symbol of the organisation is a measure of 
employee perception of the organisation itself. Positive or negative employee 
perceptions towards a logo can by inference be interpreted as a positive or 
negative mind-set towards the company or brand itself.  
 
The table below, Figure 2.5, shows the key authors of employees, semiotics 
and corporate identity together with the main focus of their writings but also an 
indication of their limitations which indicates the gap in knowledge that can be, 
in part, filled by this research.  
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Subject Author Summary Limitations 
The importance 
of people in 
organisations 
Argenti 
and 
Forman 
2004 
Emphasises how important employees are 
to the success of a business and that 
companies should care for their workforce 
and ensure that they understand and 
believe the ‘brand promise’. Stress the 
importance of management talking to 
employees. 
Do not mention 
management listening to 
employees’ opinions. 
Involving 
employees 
Hatch 
and 
Schultz 
2002 
Companies must nurture their 
organisational culture and involve 
employees in discussions and decision 
making. Refers to the individual ‘I’ and ‘me’ 
within organisational identity. 
Although they refer to 
symbols of an organisation 
being variously interpreted 
by individuals, they do not 
advocate obtaining their 
perceptions. 
The importance 
of visual 
symbols 
Rose 
2007 
Recognises the increasing importance of 
visual symbols and their interpretation. 
Advocates that there can be different 
interpretations of one image by those of 
different cultures and backgrounds. 
Concerned with the 
interpretations of posters,  
advertisements, 
photographs, etc., not with 
the corporate symbols of 
organisations 
Semiotics Barthes 
1977 
Barthes writes that an image generates two 
messages. In addition to the content of the 
picture itself and the style of its 
representation, there is also a 
supplementary message, which is the way 
that society interprets the message that the 
image conveys. 
Theoretical interpretations 
of symbolism of objects not 
commercial symbols or 
corporate logos.   
Corporate 
identity 
Van Riel 
and 
Balmer 
1997 
At first, corporate identity was associated 
with ‘logos, company house style and visual 
identification but has grown to a position 
where it is seen as communicating 
corporate strategy’ to both internal and 
external audiences. 
Van Riel and Balmer devised the 
Strathclyde Statement, which 
encompassed the multidisciplinary nature 
of corporate identity. This stresses the 
importance of a cohesive corporate identity 
and its administration and explains that, by 
effective management of the CI, an 
organisation can build commitment among 
stakeholders and attract and retain 
employees, and generate a sense of 
direction and purpose. For a successful 
enterprise, the employees identify with the 
corporation’s ideals. 
Van Riel and Balmer are no 
longer concerned with the 
logos and visual 
identification of an 
organisation; they focus on 
the conceptual aspects of 
CI. Although they recognise 
the importance of employee 
support do not link this with 
employee perceptions of 
the corporate symbol. 
Visual corporate 
identity 
Olins 
1995 
Olins writes extensively about the 
importance of the visual aspects of 
corporate identity: the corporate symbol 
and colour. Visual corporate identity is now 
recognised as ‘a significant management 
resource … it has an influence on all parts 
of the organisation and can be a source of 
strength, because it brings with it cohesion, 
coherence and clarity’. 
Olins most importantly states that by 
obtaining the opinions of employees 
towards their corporate identity will, ‘not 
only tell you what they think of the identity 
but … what they think of the organisation’  
Although recognising the 
great significance of 
employee perception of 
visual corporate identity, 
Olins has not researched 
this further.  
Figure 2.5 Key authors of employees, semiotics and corporate identity together 
with the main focus of their writings and an indication of their limitations 
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Corporate 
identity and 
employees and 
their groups 
Balmer 
and 
Greyser 
2006 
They recognise that the ‘culture’ of 
corporate marketing now has prominence; 
this is ‘how employees feel about their 
organisation’. It provides the vehicle 
through which the staff engage with each 
other and their group feelings about the 
organisation. They talk about 
‘conceptualisations’ or perceptions of the 
corporate brand held by employee groups 
and that these will affect the behaviour of 
the employees towards the company. They 
advocate that corporate marketing should 
have a more ‘institutional-wide’ role as 
positive culture and conceptualisations will 
enhance the productivity and progress of a 
company. 
Balmer and Greyser do not 
mention the visual 
corporate symbols of the 
organisation and whether 
employees considered 
these to be important. 
Corporate 
symbols and 
employees 
van Riel 
and van 
den Ban 
2001 
 
 
 
Dutton, 
Dukerich 
and 
Harquail 
1994 
 
 
 
 
 
 
 
 
 
 
 
 
 
Punjaisri 
and 
Wilson 
2011 
Van Riel and van den Ban were concerned 
with employees’ opinions of the consistency 
of their visual corporate identity. And that 
logos have added value in the creation and 
maintenance of a favourable corporate 
reputation as they provide consistency and 
identification to their employees. 
They write that whatever an employee feels 
is ‘distinctive, central and enduring’ about 
their organisation, they are likely to 
recognise the same characteristics in 
themselves, showing commitment and 
loyalty to the organisation. Say that this 
organisational identification can be both 
positive and negative. If positive then this 
strengthens an employee’s identification 
with the company. People are attracted to a 
place of work where they feel ‘at home’ and 
comfortable and are able to ‘exhibit more of 
themselves’ and their own characteristics 
and perceptions. They describe the 
Rotarians’ use of lapel pins and suggest 
that the members displaying these want to 
associate themselves with the community 
service, characteristic of the organisation. 
A case study of hotel employees in 
Thailand and their views on internal 
branding. They discover that service brands 
should coordinate internal branding to 
enhance employees’ identification with, 
commitment and loyalty to the brand. 
Variables such as age, education and 
length of service moderate the 
effectiveness of the internal branding 
process.  
Van Riel and van den Ban 
did not investigate whether 
the employees thought that 
their visual corporate 
identity was important. 
 
 
Although mentioning the 
Rotarians – they do not 
investigate whether the 
badge wearers felt proud to 
sport the logo. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Recognise that there has 
been little research into 
internal branding from 
employees perspective. 
The investigation refers to 
the concepts of branding 
‘values’ and behaviours of 
the employees, the. There 
is no mention of the visual 
components of the brand. 
Corporate 
personality 
Aaker 
2004 
Completed research into the measurement 
of ‘brand personality’ using the five 
dimensions of sincerity, excitement, 
competence, sophistication and 
ruggedness. She recognises that the 
personality traits of both the brand and 
people associated with it transfer from one 
to the other also that the employees of an 
organisation or brand adopt the same 
personality traits and vice versa. 
Employees identify with the brand and 
culture of a corporation and even define 
themselves with the same characteristics 
as the organisation 
Aaker did not investigate 
the meanings that 
employees associate with 
their visual corporate 
symbol but just the concept 
of the ‘brand’. 
Figure 2.5 Key authors of employees, semiotics and corporate identity together 
with the main focus of their writings and an indication of their limitations contd 
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There has been recent realisation within education that for organisations such 
as universities and schools to compete in an increasingly competitive market, 
they too need to begin to follow the marketing practices of commercial 
businesses (Balmer and Liao 2006:5, Bunzel 2007:152, Hammond, Harmon 
and Webster 2007:438, Mosahab, Mahamad and Ramayah 2010:14, Speirs 
2007:12). Oplatka and Hemsley-Brown (2004:384) find that there are few 
indications of systematic market research in schools nor research into the 
quality of service in educational organisations and advocate that  further 
research in this area is needed (Mosahab, Mahamad and Ramayah 2010;14). 
Recently, however there has been more writing about the external marketing of 
educational establishments (Foskett 1992, Green 2005, Honingh and Oort 
2009, Mosahab, Mahamad and Ramayah 2010, Oplatka and Hemsley-Brown 
2004) and a comprehension that for the survival of schools it is important that 
they maintain and/or increase their market share of pupils. Independent schools 
are realising that they need to follow the example of businesses and they are 
now recruiting marketeers from commerce (Green 2005:24). There is also an 
emerging awareness that the schools’ employees have an important 
contribution to make in this area (Honingh and Oort 2009, Mosahab, Mahamad 
and Ramayah 2010) so it appears that this area is ripe for investigation. The 
table below, Figure 2.6, shows the key authors of educational marketing 
together with the main focus of their writings but also an indication of their 
limitations which indicates the gap in knowledge that can be, in part, filled by 
this research. 
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Subject  Author  Summary  Limitations 
New corporate 
identity for the 
University of 
Strathclyde 
Baker and 
Balmer 
1997 
Realised that the implementation of 
the new CI was going to meet with 
opposition from staff so presented 
each member of staff with a lapel 
badge and an explanation of the 
changes which aided acceptance. 
Baker and Balmer imply that 
the staff were proud to wear 
their badges but did not 
investigate this. 
Students 
identification with 
Higher Education 
brands 
Balmer and 
Liao 2006 
An investigation into student brand 
identification in three institutions and 
it was found that this was based on 
awareness, knowledge and 
experience of the brand. States that 
organisations may fail to recognise 
the strategic importance of their 
corporate brand in terms of customer 
and employee identification. 
Only concerned with the 
students’ (customers) 
perceptions of branding, not 
the employees of the 
universities. 
Brand identification 
and brand 
management in 
business schools 
Balmer, 
Liao and 
Wang 2010 
Links effective brand management to 
the strength of brand identification by 
customers and stakeholders. 
Recognises the importance of 
employees and their commitment to 
corporate brand building. 
Although considers the 
employees to be important, 
does not seek their 
perceptions of the brand 
A review of 
branding of 
universities to 
investigate if 
branding affects 
the university’s 
ranking 
Bunzel 
2007 
Reveals that there is little evidence to 
show that a university branding 
programme really creates a change in 
the perception or ranking of a 
university. 
No mention of marketing 
linked to the internal 
audience. 
Identifies what 
defines a 
successful 
university brand 
Chapleo 
2010 
Finds that even among the brands 
that are considered to be ‘successful’ 
a lack of internal brand engagement 
may be apparent. Recognises that 
HE branding is very under-developed. 
Suggests that branding promotes 
attraction and loyalty to the 
organisation. 
Although recognises the 
importance of internal 
branding, there is no 
mention of the perceptions 
of the employees 
A guide to 
managing external 
relations in schools 
Foskett 
1992 
Foskett does recognise the 
importance of the ‘institutional 
identity’ and its visual elements as he 
says that this has a ‘unifying effect’ 
and that staff value ‘the sense of 
belonging’. 
He shows awareness of the design of 
schools’ symbols, and writes that the 
crest of a school, as opposed to a 
logo, implies a long-established 
traditional institution, even more so if 
there is a motto in Greek or Latin. 
However a modern logo suggests 
more focus on the modern world. 
Although there is mention of 
the school symbol and of 
the link with staff, he does 
not mention or investigate 
staff perceptions of the 
design. 
The importance of 
marketing 
independent 
schools 
Green 2005 Advocates that fee paying schools 
must market themselves in order to 
survive. Recognises that in the past, 
schools’ marketing was carried out by 
teaching staff but now schools are 
employing professional marketers. 
No mention of the internal 
audience, the employees of 
the school. 
Investigation of the 
use of strategic 
marketing 
initiatives of US 
business schools 
Hammond, 
Harmon 
and 
Webster 
2007 
Discovers that eight categories of 
strategic marketing effort are 
deployed and that there is improved 
performance in those business 
schools that use marketing 
effectively. Indicates that marketing to 
staff increases the performance 
results of the institution. 
No mention of what the 
employees think of the 
marketing strategy nor their 
perception of the visual 
corporate identity. 
Figure 2.6. Key authors of educational marketing together with the main focus 
of their writings and an indication of their limitations contd 
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A review of the 
literature on higher 
education 
marketing 
Hemsley-
Brown and 
Oplatka 
2006 
Finds that the benefits of applying 
marketing theories, that are effective 
in business, are being recognised by 
researchers in H.E.. Identifies that 
there is a lack of marketing 
awareness in HE and that the area 
has potential for further research. 
Mentions relationship 
marketing (with the 
university staff) but not in 
conjunction with 
investigating their 
perceptions of the marketing 
campaign. 
A comparison of 
teachers’ 
organisational 
behaviour in in the 
Dutch VET sector 
Honingh 
and Oort 
2009 
Teachers in publicly funded schools 
report a lower sense of identification 
and perceive a less-supportive school 
than those in privately funded 
schools. Also this affects the affiliation 
characteristics on teachers’ 
behaviour. 
No mention of teachers’ 
perceptions of the corporate 
identity of the school. 
Corporate identity 
of the University of 
Warwick 
Melewar 
and Akel 
2005 
Advocated that the corporate identity 
should be consistent, one symbol 
rather than 30 different ones. They 
suggest that corporate 
communication should harmonise the 
relations between internal and 
external stakeholders. 
Concerned with the 
consistency of the corporate 
identity rather than 
investigating the internal 
audience perceptions of the 
visual corporate identity. 
Comparison of 
service quality 
gaps among 
teachers and 
students as internal 
and external 
customers in Iran 
Mosahab, 
Mahamad 
and 
Ramayah 
2010 
Both the service expectations and 
experiences of teachers and pupils 
were measured using a Likert scale 
and the difference in five areas 
(responsiveness, empathy, reliability, 
assurance and tangibility) was 
negative. Concluded that managers 
need to upgrade their services. They 
write that little attention has been paid 
to employees and teachers in 
particular. 
Concerned with what 
teacher employees perceive 
of service but not of visual 
corporate identity. 
An investigation 
into how marketing 
is undertaken in 
universities.  
Naude and 
Ivy 1999 
 
Discovered that the traditional and the 
‘new’ universities have very different 
marketing approaches. Recognises 
that university has many different 
stakeholders, including employees. 
No specific discussion about 
employees and marketing 
Research into 
current school 
marketing 
Oplatka 
and 
Hemsley-
Brown 2004 
Discovered that there is a lack of 
systematic marketing in schools and it 
is viewed negatively as many 
principals do not consider that they 
are a business. Yet it was considered 
important by principals of urban 
secondary schools.  
Concerned mainly with the 
external market, do not 
mention the visual corporate 
identity although suggest 
that internal marketing is 
important. They recognise 
the need for further research 
in this area. 
Public relations, 
marketing and 
development for 
independent 
schools 
Richardson, 
Gillingham 
and 
Pettingale 
2010 
A collection of essays written by head 
teachers, school marketers, 
developers, designers, etc. about 
marketing independent schools which 
they conclude is essential for them to 
survive. 
Staff and their perceptions 
of the branding are barely 
mentioned, the focus is on 
attracting the fee-paying 
customer. 
An assessment on 
the impact of brand 
management on 
schools 
Speirs 2007 States that marketing in schools is 
growing in importance and sees this 
as a challenge for senior 
management. Is aware that the whole 
school should encompass the brand 
strategy. 
Although aware of the 
importance of internal 
marketing in schools does 
not pursue this in 
connection with the 
employees. 
The importance of 
internal branding in 
universities 
Whisman 
2009 
Recommends the branding of the 
university should be from the inside, 
out. Similar to strategies used in the 
corporate business world. Advocates 
that the employees are the most 
valuable asset and should be 
involved in the development of the 
brand. 
Although recognising the 
importance of the 
employees, does not 
investigate their perceptions 
of the university brand  
Figure 2.6. Key authors of educational marketing together with the main focus 
of their writings and an indication of their limitations contd 
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Visual corporate identity is now recognised as ‘a significant management 
resource’ (Olins 1995:xi)  and the employees’ perception of the visual corporate 
identity of an organisation is vital to its success as it builds commitment and 
attracts and retains employees (Argenti and Forman 2004:50, Cooper and 
Press 1995:29, Christensen and Askegaard 2001:301, de Chernatony and 
Cottam 2008:15, Gotsi and Wilson 2001, Melewar, Bassett and Simoes 
2006:146, Melewar and Karaosmanoglu 2003:852, Otubanjo and Melewar 
2007:418, Selame and Selame 1998:14, van Riel 1995:28, Van Riel and Balmer 
1997:341), yet the perception of the employees about their establishment’s 
corporate identity has not been specifically considered and researched by 
academic writers, although some have recommended further research to further 
understand the role of the collective identity and of the meanings that are 
symbolised by the visual corporate identity and attributed to an organisation 
(Brown 1997, Cornelissen, Haslam and Balmer 2007:S12, Glynn and Azbug 
2002:227, Gotsi and Wilson 2001:100). It is thought to be surprising that there 
has not been more ‘cross-fertilisation’ of ideas between the organisational 
behaviourists and those in marketing, as it the values the personnel hold which 
is the key element to the identity of the corporation (Balmer and Wilson 
1998:17).  
 
During research into company name changes in relation to employees, it is 
suggested that further research should be carried out into ‘identity symbols’ in 
conjunction with employees (Glynn and Abzug 2002:227). Very little analysis 
into the associations and feelings of individuals towards their organisation, 
linked to their visual corporate symbol, has taken place (Brown 1997) yet it is an 
obvious commercial advantage if employees feel supportive towards the 
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corporation. In studies about international marketing, there is a notable ‘lack of 
emphasis accorded to the role of a corporate visual identity system’ write 
Melewar, Saunders and Balmer (2001:414), implying that this area should be 
investigated further. There is also a need to understand whether employee 
perception about the visual corporate identity of the organisation is influenced 
by age, gender, length of service, department of employment and whether 
employed full- or part-time as few investigations have yet been discovered in 
these areas. 
 
This research method is an interpretation of Barthes’ theory (Chapter 2, Section 
5) which advocates that an image generates a variety of meanings for different 
individuals. There is a lack of understanding regarding the effect of visual 
symbols and brands upon employees, despite the awareness that strong 
employee identification with the brand can trigger identification with and 
commitment to the company (Balmer 2009:545, Vallaster and de Chernatony 
2004:770). There is also a lack of research into the emerging field of marketing 
in education and this is mentioned by Balmer and Liao (2006), Chapleo (2010) 
Hemsley-Brown and Oplatka 2006, Mosahab, Mahamad and Ramayah (2010) 
and Speirs (2010). 
 
This case study research to discover the importance school employees attach 
to their visual corporate identity, any pride that they feel when wearing the logo 
and the meaning that they associate with the logo, is a fresh approach to 
ascertaining employee views about their organisation. Each employee is an 
individual who is of a particular age and gender, and has worked for a 
determinate length of time for the school in a specific department either full or 
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part-time. These characteristics may or may not influence their responses to the 
questionnaire and interviews. Because of the circumstances of the school, 
having its scholarship funding withdrawn for 25 per cent of its pupils, the 
marketing strategies of the school, both external and internal are of increasing 
and paramount importance which indicates that it is an ideal organisation in 
which to carry out the research. 
 
The following section discusses the research that has been carried out into 
employees’ perceptions of their organisation and about the visual corporate 
identity in relation to the research questions. 
 
 
2.9 The development of the Research Questions 
Corporate identity is concerned with all the stakeholders of an organisation and, 
if well managed, can engender loyalty in these groups and can ‘strengthen staff 
identification with the firm’ (Balmer and Greyser 2003:37). This is the 
proposition that will be researched in this investigation in conjunction with visual 
corporate identity. The logo of an establishment is the symbol of the 
organisation, so employee perception about the logo is, by inference, 
representative of employee perception about the organisation. The objective of 
this research is to investigate the views of the influential internal audience about 
their organisation’s visual identity; whether the corporate colours and visual 
symbols are important to the employees, if they are proud to be associated with 
them and what meanings they attach to the symbol. 
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The organisation that will be studied is a school, and the internal audience, the 
school’s employees; the management, teaching and support staff. The 
organisation is traditional and long established with its own inherent culture. As 
an independent school, which is less influenced by government initiatives it is 
an ideal subject.  The employees of the school will be asked to complete a 
questionnaire, firstly to ascertain how important they consider the corporate 
colours and corporate symbol to be. The respondents will secondly be asked 
whether or not they are pleased to be associated with their school’s emblem 
and also to reveal what meanings they associate with the symbol. Both 
quantitative and written data will be obtained from the questionnaires. The 
opinions expressed by the employee respondents will be analysed and the 
conclusions drawn from the data will elucidate employee perception about the 
visual symbols of their organisation and, by inference, employee perception 
about the establishment. Semi-structured interviews will also be carried out to 
further investigate employee perceptions of the school’s visual corporate 
identity.  Positive perceptions indicate a positive staff, whereas negative views 
point to disenchanted employees. The former is conducive to high performance, 
the latter to an unsuccessful organisation. 
 
As Olins (1999) stated, if employees’ views are ascertained about an 
organisation’s corporate identity, it indicates employees’ perceptions about the 
organisation itself. So this research will show how senior management can 
discover employee perceptions about their organisation by investigating 
employee perceptions about the visual symbol of their corporate identity.  
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2.9.1 How important are the visual elements of an organisation’s 
corporate identity to its employees? – Research Question 1 
That employee perception about the visual corporate identity, the symbol, of 
their organisation is representative of employee perception about the company 
itself was first recognised by Margulies (1977). This is important to both the 
employers and the business as has already been stated; positive perceptions of 
an organisation lead to high productivity. It follows that if employees consider 
that that the visual symbol is important and hold optimistic beliefs, values and 
assumptions about it, then their attitude towards their corporation is favourable, 
generating positive employee perceptions. It is thus important that employees’ 
opinions of the importance of the visual corporate identity are investigated. 
 
Positive perceptions of an organisation crystallise into the intangible asset of 
corporate reputation (Argenti and Forman 2004:50, de Chernatony and Cottam 
2008:15, Fombrum 2000:2) so these are of vital commercial importance. The 
rate of production of an organisation is affected adversely by negative employee 
perceptions but a positive attitude by employees enhances production and 
attracts others to apply for jobs at the same establishment (Fombrum 2000:2 
Melewar, Saunders and Balmer 2001:417).  
 
Organisations are beginning to realise that the most involved receivers of 
company corporate identity communications are in fact their own members 
(Christensen and Askegaard 2001:297 and Christensen 2002:162). The 
repeated and continuous internal communication within an organisation 
‘confirms and reinforces its own symbols, values and assumptions, in short: its 
own culture’ (Christensen and Askegaard 2001:297). They opine that these 
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organisational symbols ‘often serve as important vehicles of identification, 
motivation and loyalty’ (Christensen and Askegaard 2001:297, Argenti and 
Forman 2004:46). The importance of the workforce in relation to corporate 
identity is referred to by other academics and Abratt (1989), writing about the 
management of the corporate image, mentions Velmans (1979 quoted by Gray 
1986) who opines that companies should be very conscious of using visual 
communications to reach their corporate identity objectives, particularly when 
dealing with employees and ‘other critical audiences’ (Abratt 1989:63).  
Aldersey-Williams (1994) and Gotsi and Wilson (2001:99) also attach 
importance to the beliefs of employees when the former said that corporate 
identity must address two main groups: customers and staff.  
 
These writers place great emphasis on employees having positive feelings 
towards their visual corporate identity and recognise how this increases 
motivation and loyalty. It seems that the significance with which employees 
regard their organisation’s visual corporate identity is a vital indicator of the 
success of the establishment. They postulate that to the employee it is more 
than just a logo; it is a symbol of their establishment and their support for this is 
a vital indicator of employee commitment to the company itself. 
 
So the answer to the first research question – ‘How important are the visual 
elements of an organisation’s corporate identity to its employees?’  is a great 
indicator of employee support for the organisation and their perception of it.  
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2.9.2 Are the employees keen to be associated with their place of work by 
wearing or carrying an item with the organisation’s symbol upon it? 
Research Question 2 
Employees may feel an affiliation towards their company, which is represented 
by the symbol of the organisation (Balmer 2008:884, Melewar and 
Karaosmanoglu 2003:853, Van den Bosch, Elving and de Jong 2006:871). This 
visual symbol serves as a focus and a powerful signpost for the employees 
(Gorb 1992:311, Green and Loveluck 1992) and affiliation to the visual symbol 
of the corporate identity, brand ownership, once established, encourages 
stability, coordination and integration – a feeling of belonging, a link with the 
group; all optimistic aspirations for any institution (Balmer 2008:886, Gorb 1992, 
Jung 1963, Vallaster and de Chernatony 2004:776) that give a ‘sense of 
common purpose’ to the employees (Ind 1990:170). 
 
Whether employees are keen to exhibit their company loyalty by actually 
sporting items that display their organisation’s visual corporate identity, i.e. the 
company logo, answers the second research question. If employees do sport 
their organisation’s logo, then they are proud to exhibit allegiance towards their 
institution and are keen to be associated with the organisation. 
 
The attitude towards logos can affect the evaluation of organisations and it has 
been discovered that well-designed logos prompt loyalty (Hertenstein and Platt 
2001, Interbrand Schechter 1994, Wallace 2001). Corporations use symbols to 
engender positive employee identification with the organisation (Balmer 
2008:891) but when a change of visual corporate identity is proposed, 
employees become territorial and possessive about the logo and wish to protect 
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what they perceive as ‘theirs’ (Trueman, Cornelius and Killingbeck-Widdup 
2007:22).  
 
Employees who show affiliation to the company by displaying or wearing the 
logo are identifying with the brand and showing brand ownership; this will be 
seen by the management as being supportive of the organisation. This 
ownership and display of the logo is representative of the employees 
maintaining the same beliefs, values and perceptions of the company; 
individuals exhibiting positive and supportive behaviour, who are proud to be 
associated with the organisation. So ascertaining whether or not the workforce 
is keen to be associated with their organisation by sporting the logo publicly is a 
measure of employee pride of and loyalty to the establishment.  
 
 
2.9.3 What meanings do the visual symbols of their organisation engender 
in the employees? – Research Question 3 
The meanings that the employees associate with the visual corporate symbols 
are important (Hatch and Schultz 2003), as favourable employee perception 
towards the corporate visual symbol is of great advantage to the organisation. If 
the visual corporate identity, the company logo, reinforces positive employee 
perception of the brand (Trueman, Cook and Cornelius 2008) which can then 
transfer from the symbol to the company (Henderson and Cote 1998:15) it is an 
advantage to the organisation. Logos with clear meanings are more popular and 
transfer a more positive effect of familiarity and affinity than those with 
ambiguous meanings (Henderson, Cote, Leong and Schmitt 2003:299, 
Schechter 1993). If the visual corporate identity and logos are less distinctive, 
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then employees find it more difficult to identify with their establishment and will 
associate ambiguous meanings with it, which could result in a lack of direction 
for their organisation (Abratt, Bick and Jacobsen 2003:834). Brown (1997), 
mentioned by Balmer (1998:968), comments on the lack of investigations into 
understanding the ‘associations’ that an audience feels about an organisation 
linked to the corporate symbol. 
 
The interpretations of the values associated with corporate identity are not the 
same for all individuals and the values are neither fixed nor stable and can 
change over time (Gioga, Schultz and Corley 2000:65). The different audiences 
of an organisation interpret visual symbols in diverse ways (Markwick and Fill 
1997:398). The difference in backgrounds, objectives and also dependency are 
significant in influencing the different perceptions in employees and this mixture 
of views and expectations can lead to confusion amongst the employees. The 
alignment of these views in employees can lead to improved motivation 
resulting in enhanced stock market valuations (Markwick and Fill 1997:402).  
 
Despite a number of writers’ recognition of the ‘corporate personality’ of 
organisations, very little work has been completed towards the understanding of  
‘associations’ – ‘what an individual [the audience] … feels about a particular 
organisation’ linked to the corporate symbol  (Balmer 1998:968, Brown 1997). It 
is vital that employees feel supportive towards the symbols of their organisation 
and associate positive meanings with them, and thus the organisation itself, and 
Trueman, Cook and Cornelius (2008) talk of the vital importance of the identity 
and image of the people to reinforce the perception of the brand. Christensen 
and Askegaard (2001:297) echo this when they write that the dividing lines 
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between the senders and receivers are now becoming blurred and it becomes 
increasingly difficult to distinguish between the inside and the outside of an 
organisation.  
 
Positive employee identification with the ‘distinctiveness’ of a company’s 
corporate identity is also important (Asforth and Mael 1989:29, Balmer and 
Wilson 1998:13, Stuart 1999:1) and employees who identify strongly with the 
visual corporate identity, create a competitive advantage (Stuart 2002:29). The 
most significant employee view about a company’s corporate identity is how the 
employees perceive it, ‘the conceived identity’, according to Balmer and 
Greyser (2002) although it is recognised that this interpretation of the symbol 
will differ from one individual to another and be quite specific to that person. 
(Balmer, Fukukawa and Gray 2007:10, Barthes 1977, Christensen and 
Askegaard 2001:303), Markwick and Fill 1997:398). This is the essence of this 
investigation. If the perceptions of the employees are found to be favourable 
and similar, this echoes their positive feelings about the organisation itself and 
can lead to improved employee motivation and enhanced stock market 
valuations (Markwick and Fill 1997:402).  
 
Ascertaining the meanings employees associate with their organisation’s visual 
corporate identity gives an insight into their feelings about the company itself. 
The corporate symbols that express the organisation’s identity are closely linked 
to the culture of that organisation (Hatch and Schultz 2002:1001) and express 
its identity. If workers adopt the ‘culture’ of the organisation, then they are 
adopting the ‘identity’ too, write Hatch and Schultz (2002:997). Martineau (1958) 
was probably the first to recognise that corporate identity was more than just a 
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practical significance and that it evoked subjective feelings and emotions in its 
audiences, including the workforce. For example, loyal employees are 
possessive about their company symbol and resent change to what they 
consider is theirs.  
 
Many researchers recognise that company performance is linked to employee 
perceptions about their organisations (De Chernatony and Cottam 2008:15, 
Gotsi and Wilson 2001:102, Gray and Balmer 1998:698, Harris and de 
Chernatony 2001:443, Mullins 2002:556, Pugh and Hickson 1996:156, Schein 
1980:15). The values and beliefs of the members of an organisation can be 
revealed through the perceptions and meanings associated with the corporate 
logo (Cornelissen, Haslam and Balmer 2007:S7, van Riel and Balmer 1997). So 
in discovering what meanings the visual symbols of their organisation engender 
in the employees, will reveal the employees’ feelings about their organisation. If 
positive answers are obtained, they are an affirmative indicator of employee 
perception about the organisation, employee enthusiasm and allegiance. 
 
 
2.10 THE THEORETICAL MODEL 
This research hopes to answer the research questions and to elicit employees’ 
strength of feeling towards their visual corporate identity and so discover their 
underlying attitude towards their organisation. 
 
To explain the model for the research, Barthes’ theories need to be revisited 
(Chapter 2, Section 2.5) and his belief that a logo or symbol generates 
meanings in observers, some similar, some different. As already stated, the 
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organisation’s logo. Whether these perceptions will be influenced by gender, 
age, department, working full or part-time or length of service will be 
investigated. The results (both positive and negative) that could be ascertained 
from the IMP test about employee perceptions of their visual corporate identity 
are represented in the right-hand boxes. These will be what proportion of the 
employees considers the visual corporate identity to be important, whether 
associated meanings are positive or negative (including factor and regression 
analysis) and what proportion of employees feels pride in sporting the 
organisation’s logo. 
 
Once employee perception is obtained, if it is generally unfavourable, revealing 
that the workforce does not consider that the corporate colours and symbols of 
their organisation are important and they do not wear the company symbols 
with pride, and associate negative meanings with the logo, it can be concluded 
that the workforce are disenchanted and are not supportive of their employing 
organisation. These unenthusiastic views will feed back into the company and 
can harm organisational behaviour. This would indicate to the senior 
management that staff perception needs to be improved. Positive staff are more 
productive than a disenchanted group of employees. 
 
Conversely, if the employee perception of their organisation’s visual corporate 
identity is revealed to be positive, and they consider the visual corporate identity 
to be important, carry or wear company symbols with pride and the 
organisation’s logo engenders positive meanings, then this barometer of opinion 
reflects a supportive workforce (Davies and Chun 2002:144) which has taken 
on brand ownership of the establishment and show great allegiance. This 
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favourable employee perception should result in a more successful 
organisation. It is thus of vital importance that employee perception of their 
organisation’s visual corporate identity is investigated to measure employees’ 
perception of their employing organisation. 
 
 
2.11 CONCLUSION 
From the review of the literature, it appears that many writers consider 
employee perception about their organisation’s visual corporate identity to be of 
growing importance. As mentioned, recent research has been concerned with 
the more intangible aspect of corporate identity but this research is concerned 
with the most prominent and visual aspect, which consists of the symbol and 
the corporate colours. 
 
Balmer and Wilson (1998:17) are surprised that there has not been any ‘cross-
fertilisation’ of ideas between those studying marketing and the organisational 
behaviourists. Balmer and Wilson (1998:17) also point out that a ‘key element of 
an organisation’s identity can be found in the values held by personnel’. They 
postulate that if people share the same values, they promote a ‘shared sense of 
loyalty and commitment to the organisation’. Again, the perceptions of the 
employees towards the corporation are of prime importance – as will be 
discovered by the research questions. Harris and de Chernatony (2003:4) also 
recognise this link and suggest that managers should always encourage 
employees to adopt a positive attitude. 
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There appear to be three main areas of concern: How important the employees 
of a school consider their visual corporate identity to be (Research Question 1), 
whether these employees want to be associated with their organisation by 
wearing logo-emblazoned items (Research Question 2) and the feelings and 
meanings that these employees associate with the corporate symbol (Research 
Question 3). These are all areas that are ripe for investigation. The results of 
investigations into these key areas will give the management a very clear 
indication of the employees’ view of the company.  
 
The perception of the internal audience, the employees, to the visual corporate 
identity of the establishment (corporate colours and symbol) is of great 
importance, as by association it represents the employees’ perception and 
brand awareness of the whole company or organisation. Employees, who 
consider the visual corporate symbol to be important, are proud to sport the 
logo and attach positive meanings to it, are likely to take ownership of the 
brand, be loyal and supportive, and embrace the company culture and mission, 
reflecting the organisation’s values and beliefs. 
 
Positive employee associations with the establishment result in better 
performance – essential to the success of an organisation. Conversely, workers 
who attach little value to their organisation’s corporate logo (Olins 1995:73) are 
likely to have a similar attitude to their organisation and so are probably going to 
be an unhelpful and disloyal group, leading to lower performance.  
 
The results of employees’ perception of the visual corporate identity will give an 
indication of the employees’ attitude towards and their perception of the 
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organisation (Olins 1995:73). If the result is positive, then the senior 
management team should be pleased to have a committed and loyal workforce 
which will lead to high performance and commercial success.  
 
However, if the results are negative, it can be an indication that the employees 
of the organisation are unsupportive of the company. This is a strong indicator 
that senior management should act urgently with some effective and positive 
internal marketing to improve employee perceptions to redress this problem. 
 
The next chapters will describe the research design, methodology and analysis 
of the investigation. 
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CHAPTER 3 – RESEARCH DESIGN AND METHODOLOGY    
3.1  INTRODUCTION 
This chapter explains the focus of this research about the schools’ employees’ 
perceptions of the visual corporate identity; the logo and corporate colours of 
the organisation, the symbols of the whole organisation. It investigates a means 
to use employee perceptions of the logo as an indicative measure of their 
attitude towards the whole organisation, since a positive workforce is likely to 
work more effectively and generate a better performance for the company (Gray 
and Balmer 1998:698, Mullins 2002:556, Pugh and Hickson 1996:156, Schein 
1980:15).  
 
Any worthwhile research should elucidate knowledge and new understanding. 
As Frankfort-Nachimias and Nachmias (1996) write, the responsibility of 
research is to add to what is already known, by discovering new facts or 
associations using a systematic method. Creswell and Clark (2011:39) refer to 
Crotty’s (1998) conceptualization of positioning philosophy in a mixed methods 
study. Firstly there is the worldview (a set of beliefs, generalisations and 
values), then secondly the theoretical foundations, thirdly the methodology and 
lastly the methods themselves.  
 
Much has been written about corporate identity and ways of measuring its 
effectiveness have been explored. Based upon the research questions stated in 
Chapter 1, section 1.4, the theoretical model in Chapter 2, section 2.10, this 
methodology chapter will discuss several matters that relate to this mixed 
methods, sequential explanatory case study; the philosophy of research, 
sampling, ethics, and validation. The chapter will also provide a description of 
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research approaches (methodology) and methods have previously been used 
for corporate identity research, and will identify the methodology and methods 
of how this research project will be executed, to gain new knowledge of the 
meanings, pride and importance that a school’s employees attach to their logo.  
The design and results of the pilot survey will be reported upon and the 
alterations that were made to the questionnaire for the major survey including 
methods to measure attitude, proposals for analysis and validation will also be 
described. The method of the qualitative data collecting, the interviews will also 
be included. The data collection of the major survey, quantitative data, and the 
interviews, qualitative data, and their analyses are described in Chapters 4, 5 
and 6. 
 
As May (1997:29) writes of social research that the ‘ability to transcend or 
abstract theories from everyday life allows us to have a perspective on our 
social universe which breaks free from our everyday actions and attitudes’, so 
this research looks at an everyday situation, analyses perceptions of visual 
corporate identity and adds to our knowledge of the working environment. May 
(1997:29) goes on to explain that by examining certain aspects in our particular 
area of interest, we make links to other researchers and increase our 
understanding of the workings of society. Professional research should be, ‘a 
systematic enquiry’ and ‘is concerned with seeking solutions to problems or 
answers to questions’. (Allison et al, 1996).  By carrying out this investigation, 
the researcher hopes to gain an understanding of the schools employees’ 
perceptions of visual symbols associated with their work and this can be seen 
as an indication and representative of employee perception of the whole 
organisation (Olins 1995:73), a much larger entity.  
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3.2  RESEARCH PHILOSOPHY 
Research can be categorised depending upon its purpose: exploratory, 
descriptive, analytical and predictive. Exploratory research is appropriate when 
there have been very few or no previous studies, descriptive research describes 
the characteristics of a subject, analytical research examines how and why 
something occurs and predictive research aims to specify a cause and effect 
situation. Research can also be classified into inductive and deductive research. 
The inductive method involves the researcher keeping a very open frame of 
mind and although previous research is taken into account, new theory is 
developed after the collection of the data. The deductive researcher develops 
theories from existing research and these are tested using various methods 
such as questionnaires or interviews. In this study to investigate a school’s 
employees’ perceptions of their visual corporate identity, a descriptive and an 
analytical approach will be used. So both inductive and deductive methods are 
used in this study as previous research is taken into account and new theories 
developed (inductive) and relationships are tested using questionnaires and 
interviews (deductive). 
 
All research methodology is concerned with the breadth of philosophies, the 
way that social scientists approach their research, how the investigation is 
conducted and how the results are assessed as true or false. A mixed methods 
research design involves philosophical theories that give direction to the 
collection and analysis of both quantitative and qualitative data (Creswell and 
Plano Clark 2011:5) and its main principle is that using both approaches 
together gives more understanding than using just one method alone. An 
understanding of the different philosophies can thus influence the design of the 
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we know what we know; of importance to all researchers.  Any method of 
explaining something must take into account what does and does not exist in 
that domain, and what the specific conditions of existence are, inter-
dependency, the relationships of the subjects and so on. The study of these 
relationships and their influences is called ontology (Marshall 1998, Sowa, 
2010) and takes into account the existence of the individuals, the institution, 
their relations and groups, the hierarchy, roles and practices. The ontology of 
the institution where this research was carried out, a large school, its employees 
and their relations with each other and the organisation itself, will be studied. 
 
Positivism was established by Auguste Comte (1798-1857), and is the doctrine 
that recognises only natural phenomena or facts that are objectively observable 
and not debatable (Hodgson 2004) and follows the deductive research 
approach. Positivism rejects the principles of inference by sensation, reflection 
or intuition (Easterby-Smith, Thorpe and Jackson 2008:57), the interpretivist 
philosophy and inductive approach. Thus positivism is based upon precise 
measurement and experiment, yet postpositivism is a less prescriptive version 
and takes into account human conjecture, which is the approach that is adopted 
here. Postpositivism is most often associated with a quantitative approach and 
claims are made on cause-and effect, reductionism (narrowing and focussing 
on select variables) and detailed interpretations and analysis of variables, very 
appropriate for this study and the analysis of the quantitative data. 
Constructivism is more usually associated with a qualitative approach. This is 
concerned with the interpretation of meanings and views from participants 
which have been shaped by their own histories and experiences as well as their 
relationships with others, an apt philosophy to adopt for the qualitative 
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approach. This research investigates respondents’ impressions of and 
associated meanings of the visual corporate identity of their organisation and 
the analysis of these impressions was carried out using both a postpositivist 
approach (the analysis of the quantitative questionnaire data) and a 
constructivist approach (the analysis of the interviews). 
 
As Smith (1998:266) comments in the social sciences, ‘cultural analysis 
involves reading the lives of people in a particular way, to identify and interpret 
… how their values … make sense’. These philosophies echo the theories of 
Barthes who advocates that a sign conveys a meaning in an indisputable way 
(denotation) but the meaning of the sign (connotation) is open to different 
interpretations or ‘myths’ (Chapter 2, section 2.5). The researcher always has to 
attempt to see things from the viewpoint of the respondents in order to 
understand and interpret the meanings of their perceptions. The research 
should elucidate two levels of epistemology: the knowledge that the researcher 
finds out from the responses to the questionnaires and the knowledge gained 
by the researcher in interpreting these findings. Interpretation is a major 
contributor to our understanding of situations and thus the acquisition of 
knowledge. The science of interpretation is hermeneutics and this is used in 
management research when interpreting textual material, either written text 
and/or the spoken word (Easterby-Smith, Thorpe and Jackson 2008:75).  
 
Hermeneutics advocates that the researcher must be aware of how others 
respond to text (or in this case, image) and must be aware of various 
interpretations made by different respondents because of their cultural context. 
Each respondent will bring with them a certain amount of ‘baggage’ that will 
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influence his or her perception and attitude. Max Weber recognised this aspect 
of human nature as a ‘consequence of … history and experience’ (Marshall 
1998:288). This means that the researcher should gain an ‘understanding of the 
person (the respondent) and his or her life’ (Hodgson 2004).  For this research 
hermeneutics is particularly relevant to the interpretation of the questionnaires 
and any comments made as well as the qualitative data obtained by interviews. 
 
 
3.3 SAMPLING 
In order for the research to be reliable, a representative number of responses, a 
sample, should be obtained. ‘A sample is a selection from the population’ (De 
Vaus 2001:260) and is a group that is representative of the population. ‘The 
Population’ refers to all the cases. The sample size for any research is 
dependent ‘upon funds, time, access to potential participants, planned methods 
of analysis and the degree of precision and accuracy required’ (De Vaus 
2001:187). The total population for this investigation would be all educational 
employees, anywhere in the world, working for all schools with a visual 
corporate identity, which would be an unrealistic task. ‘The sampling frame is 
the source of the eligible population from which the survey is drawn’ (Robson, 
2002:240). For this investigation, the researcher’s sampling frame will be, the 
employees of an ‘available’ accessible organisation, the Stamford Endowed 
Schools, and the samples will be a representative number of employees from 
that organisation.  
 
The researcher must ensure that the selected samples for both the quantitative 
and qualitative data are an accurate representation of the whole and comprise 
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of enough units to accommodate missing data or non-responses. The samples 
would need to be taken from employees of different gender and ages, at various 
seniority levels, dissimilar subject departments, and recent recruits as well as 
long-term workers. The researcher must also try to establish that the 
respondents have no ‘axe to grind’ with the organisation, as this could affect 
their responses to the questions.  For the pilot survey, stratified random 
sampling was used and respondents were selected to create as wide and 
varied a sample as possible, to ensure that each group is fairly represented and 
that one group is not over-sampled. Whereas for the major questionnaire 
survey, the potential sample consisted of all the employees of the school, 
however the response rate was not a hundred per cent, so was effectively a 
reduced sample. Interviewees were selected using purposeful sampling 
(Creswell and Plano Clark 2011:173) from groups that had results of statistical 
significance in the quantitative data analysis and were also selected to be as 
representative of as many groups as possible.  
 
 
3.4  THE ETHICS OF THE RESEARCH 
Academics and researchers are obliged to be aware of ethics and ethical 
behaviour. These are particularly important as the researcher involves 
participants in the study and gathers personal details about them both from 
questionnaires and during interviews. 
 
Bell (1999:39), specifically referring to research, observes that ‘Ethical research 
involves getting the informed consent of those you are going to interview, 
question, observe or take materials from’. Ethics are of prime importance when 
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carrying out research, especially when human subjects are involved. A 
consideration for ethics protects not only the subjects but also the researcher 
themselves.  
 
Any social research carried out must have an acceptable balance between the 
‘right to research and the right of participants to self-determination, privacy and 
dignity’ (Frankfort-Nachimias and Nachmias 1996). This balance must be 
achieved when the employees of an organisation are asked questions, using 
either open or closed questions. According to De Vaus (2001:83), for any 
investigative design, social research should confirm to the following four ethical 
principles: Voluntary Participation, Informed Consent, No Harm to Participants 
and Anonymity and Confidentiality.  
 
Individuals are not obliged to participate in research, it should be voluntary, and 
this should be made clear to the CEO and the employees of any organisation 
under investigation. They must be assured that there is no ‘hidden agenda’ and 
that there is no advantage or disadvantage for those who do or do not volunteer 
to participate. Based upon this, the participants of the current research had the 
purpose of the investigation explained to them and were informed about their 
right to withdraw at any time. Explaining the reason for the research to possible 
participants as De Vaus (2001) advises, if individuals understand why the 
research is taking place and how it might help others in the future, they are 
more likely to volunteer and participate. In this instance the respondents will be 
advised that the research is an investigation into their perceptions about their 
visual corporate identity. Falsely advertising the research and overstating the 
benefits of participation should be avoided. The results of the findings will be 
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available to those participating, which may act as an incentive, particularly to 
the management of the organisation involved.  
 
De Vaus (2001:85) points out that even if the participants are given information 
about the research, this may not lead to understanding. He writes that ‘detailed 
technical information may confuse, distract and overwhelm, rather than inform’. 
De Vaus also points out that too much information can distort the way that 
people answer questions. It is thus a fine balance between providing enough 
information to ensure that the participants are adequately informed and not 
providing too much, that could result in bias to the research. 
 
This research should not harm those participating, since there is no medical 
testing, nor are the respondents being asked to behave in a certain way, which 
could affect them psychologically. The participants will have to be very confident 
that if they express a negative opinion that the information given will only be 
used by the researcher and not divulged to the employer. This avoids a 
tendency for bias towards what employees anticipate ‘management would like 
to hear’ which, in turn would influence the results of the research. The manner 
in which this research is carried out will have to be very carefully controlled in 
order that the results remain confidential. As De Vaus (2001:146) writes, ‘by 
inviting people to take part in a study, the researcher takes some responsibility 
for the safety and well-being of the participants’. 
 
Confidentiality will be adhered to while implementing the proposed research. 
The difference between anonymity and confidentiality is that if the results of the 
research are anonymous, there is no way that anyone can link any given 
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responses to an individual. If the results are confidential then the researcher will 
know the identity of the respondents but guarantees that they will not reveal 
their identity to anyone else, nor will the participants be identifiable when the 
report is published. Questionnaires can be completed anonymously but in order 
for the researcher to be able to conduct interviews, if the participants volunteer 
for this, they will have to divulge their name and contact details.  
 
The information gathered will be ‘stored in such a way that no unauthorised 
person can match responses with information that can identify respondents’ De 
Vaus (2001:146). Any data stored on hard copy will be in locked filing drawers 
and data stored electronically will be accessible only to the researcher. A 
numbering system will be used to identify the data, this will be implemented in 
such a way that only the researcher can match the data to the respondent. 
 
Awareness of ethical behaviour has become more widespread, a result of 
media coverage, and those that do not conform to the guidelines are in danger 
of being exposed and jeopardising not only themselves but the future research 
of others. While carrying out the proposed investigation; implementing the 
questionnaires and conducting the interviews, the researcher needs to be most 
aware of the ethics of research.  
 
Linked to the concern with ethics, recent writing has drawn attention to the 
ethics of corporate identity or the corporate brand and associated organisational 
practices. It is suggested that if employees see a misalignment between the 
external corporate image and the internal reality of the organisation, they will 
not fully support the ethics of their organisation and will not give full commitment 
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(Powell 2011:1371). This certainly adds an extra dimension to the discussion of 
ethics and the research of corporate identity and the researcher is now aware of 
this additional aspect. 
 
 
3.5 VALIDATION 
For research to make any useful contribution, it must be reliable. A measure of 
reliability is whether the same results or comparable results would be obtained if 
the research were to be repeated. If the respondents were to complete the 
survey questionnaire or be interviewed again a short time after initial 
completion, the responses would be very similar and research is said to have 
validity if it really measures what it claims to measure. 
 
According to Belson (1986), as cited by Cohen and Manion (1994:99), the 
validity of questionnaires can be seen from two viewpoints; firstly, whether the 
questionnaires are completed accurately, and secondly, whether those who did 
not complete the questionnaires would have influenced the results. This leads 
on to the question of external validity, that the results obtained are not because 
of the selection of the respondents or any bias that might exist in the responses 
given. As the respondents used for the quantitative research were not selected 
but comprised of a selection from all those employed at the school, no bias 
should exist. 
 
To ensure that the responses to the factual queries of the questionnaire are 
reliable and valid, they were carefully worded and tested several times to 
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ensure complete understanding and that there was no ambiguity in what was 
required in the response. A second independent source of information could 
also be used to verify answers but this is not usually available and would be 
very time consuming (Oppenheim 1992:146). Attitudinal questions are more 
sensitive to particular wording than factual questions, which is why a number of 
semantic differential adjectives were used in the questionnaire. As Oppenheim 
(1992:147) writes, ‘sets of questions are more reliable than single option items, 
they give more consistent results’. He goes on to say that misunderstandings or 
vagaries of questions will only apply to a few items and that any bias should 
cancel out, yet the underlying attitude will be common to all the items in a set.  
Social desirability bias can sometimes occur; this is a tendency for respondents 
to answer the questions in a way that they will be viewed favourably by others. 
This should have been avoided in this instance as the respondents could reply 
anonymously so could express any unfavourable opinions without worrying 
about repercussions. 
 
In qualitative research, the interviews, there is more emphasis on validity than 
on reliability to determine whether the account provided by the researcher and 
the participants is credible and accurate. To check the validity of the interview 
data, transcripts can be returned to the interviewees and they can assess them 
for accuracy, alternatively summaries of the findings can be made and again 
checked by the interviewees. Interviews have to be conducted very carefully so 
that there is no interviewer bias, giving the impression that a particular answer 
is expected. Interviewee bias can also occur, which can again affect exactly 
what the interviewee says and should be avoided. 
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To obtain reliable and ‘valid’ results it is recommended that a researcher should 
use a number of different techniques to gather and interpret data and then 
compare the results, i.e. triangulation (Kane 1995:52, Cohen and Manion 
1994:233) which is the method that will be adopted for this research. The use of 
a survey questionnaire was decided upon to obtain quantitative and some 
written comments and a second technique, the semi-structured interview to 
gather more qualitative data.  
 
 
3.6 RESEARCH APPROACHES USED IN CORPORATE IDENTITY AND 
APPROACHES TO BE USED IN THE INVESTIGATION 
The visual aspects of corporate identity are the focus of the investigation and 
Balmer and Greyser write of the philosophical underpinnings of corporate 
identity in two perspectives. Firstly, the functionalist view (that beliefs are 
influenced by other factors) that ‘is characterised by the view that identity can 
be observed, moulded, and managed’ (Balmer and Greyser 2003:37). They go 
on to say that the interpretative perspective (how an individual makes sense of 
an experience), ‘is seen as a socially constructed phenomenon; the primary 
research activity focuses on uncovering the meaning employees attach to their 
work organisation.’ (Balmer and Greyser 2003:38. These views are valid but 
this researcher’s prime concern is with the employees’ perceptions of the visual 
symbols of their organisation representing their perceptions of their employing 
organisation which is a postpositivist approach, that although data can be 
precisely analysed, human conjecture is also taken into account. 
 
119 
 
There have been many different approaches and research methods applied to 
investigate corporate identity. Figure 3.2 illustrates some of the most popular 
approaches that involve both corporate identity and the employees of the 
organisation. The following sections discuss these methods. 
 
Research Approaches used in corporate identity and company employees  
 Authors Research focus Date 
Historical 
Research 
 
 
Abratt 
 
Balmer and Stuart  
Glynn and Abzug 
Gray 
Henderson and 
Cote 
Mollerup 
 
Stuart 
Researched the conceptual development 
of corporate image 
Changes to historically established logos 
Historical research into name changes 
Corporate image begins with employee 
Analysis of logo design 
 
Guide of historical developments of 
trademarks 
Changes to established logos 
1989 
 
2004 
2002 
1986 
1998 
 
1997 
 
2003 
Case Studies Balmer and Stuart 
Eriksson 
Moody 
Robson 
Stuart 
 
Stuart 
Van Riel and 
Balmer 
Yin 
Report on British Airways 
Swedish Consumer Cooperation 
Research into the role and value of logos 
Descriptions and methods 
Queensland government – employees 
identifying with CI of organisation 
Advocates a distinctive identity 
Employee identification with company  
 
Extensive writing on case studies 
2004 
2004 
1993 
2002 
2003 
 
1999 
1997 
 
1994 
Mixed 
methods  
Arora and Stoner 
 
Cunningham, 
Cornwell and 
Coote 
Kiriakidou and 
Millward 
 
Explores brand personality using both 
quantitative and qualitative data 
Research into the relationship of 
sponsorship and corporate identity 
 
Comparison of perceived identity 
(publications) qualitative and actual 
identity (employees) quantitative 
2009 
 
2009 
 
 
1999 
Grounded 
theory 
Van Riel and 
Balmer 
Affinity audit. Values and beliefs of 
personnel revealed by researcher 
spending time in org 
1997 
Figure 3.2. Research approaches used in corporate identity and company 
employees 
 
 
3.6.1 Historical Research in visual corporate identity 
Historical research is defined by Borg (1963) as ‘the systematic and objective 
location, evaluation and synthesis of evidence in order to establish facts and 
draw conclusions about past events’. Historical research involves, in part, the 
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review of literature as the contemporary researcher is learning from what was 
done in the past (Cohen and Manion 1994:44) as well as providing essential 
background information about the area under investigation. The researcher can 
borrow from or discard previous historical methods as appropriate. Historical 
background information provides contextual research that contributes to this 
investigation. 
 
Mollerup’s (1997) illustrated guide to the history and taxonomy of trademarks 
forms relevant historical background and reveals how the contemporary 
symbols that are the visual representation of current corporate identity have 
evolved from the first marks made by man for identification purposes; marks to 
establish the ownership of goods and the branding of animals (burning a mark 
using either a hot or super-cooled instrument). The current use of the word 
‘brand’ allegedly has its roots in cattle branding. 
 
Fig 3.3 Examples of American branding symbols (Mollerup 1997) 
 
 
Fig 3.4 Silver hallmarks (Mollerup 1997) 
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Craftsmen, stonemasons, ceramicists and silversmiths and their employees 
would ‘sign’ their work with their individual symbol, which would be recognised, 
before literacy was widespread. (See Figures 3.3 and 3.4) Gradually these sign 
systems developed and evolved into the symbols and logos of corporate 
identity. The historical origins of an organisation’s visual corporate identity have 
relevance to employee perceptions about it. For example, a logo that has been 
used for many years has gravitas and tradition and can invoke affection in those 
who recognise it. Thus background research must be carried out into the origins 
and associations of any symbol under investigation.  
 
Like a logo, the company name is a vital means of identification. Glynn and 
Abzug (2002) carried out historical research into 1,600 company name 
changes. The historical research was to ascertain the previous company name 
and its origins. They conclude that when organisations select a new name, it is 
often a similar name to the previous one, showing a resistance to change and to 
the unfamiliar. This is the same situation as those who resent the alteration 
when the company logo is changed and audiences still prefer the familiar ‘old’ 
version. This illustrates the surprising amount of affection that employees attach 
to the visual corporate identity of their organisations. Change that is not 
accepted can cause resentment and anger among the employees (Stuart 
2003:40, Balmer and Stuart 2004:10) leading to a negative workforce. The 
importance that individuals attach to their company names leads Glynn and 
Abzug to recommend that future work ‘should examine other … identity 
symbols, such as logos’ (Glynn and Abzug 2002:277) which helps to justify the 
subject of this research in conjunction with employee perception of the symbol.  
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In their historical research, Henderson and Cote (1998) discovered that most 
logo selections were idiosyncratic and by examining experimental aesthetics, 
Gestalt psychology, graphic design and logo strategy literature, they determine 
the degree to which visual characteristics influence responses to logos. They 
discover that although companies invested heavily in logo design, many 
designs evoked negative evaluations. They suggest that successful and likeable 
logos should be ‘recognizable, familiar, elicit a consensually held meaning in the 
target market, and evoke a positive effect’ (Henderson and Cote 1998:15). 
Although their research was carried out retrospectively, these findings relate to 
this research to discover the school employees’ perceptions of their logo and 
whether those under investigation consider their logo to be familiar and likeable. 
Similarly, Barthes’ (1972) theory relates closely to semiology; he refers to 
‘myths’ as the capacity of an image to generate meaning for the viewer and he 
states that interpretations are dependent upon the experience of the observer. 
Each employee will have different experiences, so should perceive the 
meanings of the symbols of visual corporate identity in different ways. 
 
 Abratt (1989:71) researched the historical development of corporate identity 
and from these studies he devises a model to explain the corporate image 
management process. This model shows his consideration of the internal 
audience, under the heading of corporate image, and how their stakeholder 
experience is shaped by the management system (Abratt 1989:74). The 
employees’ perceptions of the company’s visual corporate identity could thus be 
influenced by their direct manager. Abratt also (1989:68) cites Gray (1986) who 
believes that the ‘corporate image commences with the company’s internal 
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stakeholder, its employees’ emphasising the importance he attaches to the 
workforce and their perceptions. 
 
 
3.6.2 Case study research in corporate identity 
A case study is ‘a research strategy which focuses on understanding the 
dynamics within a single setting’ (Eisenhardt 1989:534) or can be described as 
an approach when a bounded system, or case, is explored over time through 
detailed in-depth investigation using several sources of data (the mixed 
methods approach of gathering both quantitative and qualitative data). A case 
study in essence is when the researcher studies one ‘case’ in detail and is only 
concerned with the subject under investigation so is not a universal 
interpretation. 
 
Balmer and Stuart’s (2004:9) case study describes in detail the problems that 
British Airways encountered in 1999, when the company changed its visual 
identity by introducing the ethnic representations on their tail fins at a cost of 
£60 million. (See Figure 3.5). Employees felt that they could not identify with the 
new designs and were unsupportive of the company. Employee perceptions of 
the new visual corporate identity were antagonistic and may have contributed to 
their negative attitude to the organisation itself.  
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Figure 3.5 British Airways ‘ethnic’ tail fins (Source www.news.bbc.co.uk) 
 
In the midst of the new tail fin campaign, the BA cabin crew went on strike in 
protest against a cost-cutting exercise. Balmer and Stuart (2004:10) suggest 
that had Ayling (British Airways CEO at the time) and his advisors used 
Balmer’s AC3ID test, to ascertain the ‘conceived’ identity, what the employees 
perceive (Chapter 2, section 2.2.1) he might ‘have avoided the public furore and 
staffing problems followed by the ultimate demise of his initiative’. Balmer, 
Stuart and Greyser (2009:17) describe how these problems were redressed by 
the new CEO, Rod Eddington, by reintroducing the British flag as flown by 
Admiral Nelson after the Battle of Trafalgar. The Britishness of the airline was 
reaffirmed internally to its employees as well as its commitment to quality.  
 
Stuart (1999) also opines that a company should have a strong and distinctive 
corporate identity as this encourages the employees to identify with it and feel 
an affinity to the organisation. Employee identification with a company leads to 
a supportive workforce (Van Riel and Balmer 1997) so is of prime importance to 
an establishment’s success. Moody (1993) too carried out research into the role 
and value of logos and corporate identity and he advocates corporate 
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investment in a logo as he realises that a logo is a strategic tool of company 
policy, which would include the employees. 
 
Another case study is reported when Stuart researched the change in the visual 
identity of the Queensland government. The aim of the change was to ‘improve 
recognition among a range of target groups’ (Stuart 2003:39). The existing regal 
coat of arms was abandoned and replaced by a blue oval with radiating gold 
lines (Fig 3.6).  
 
Figure 3.6. The old and the new visual identity of the Queensland Government  
(Source: qwc.asn.au) 
 
 
The oval represents an indigenous shield, and the lines totem markings, 
sunshine and the state’s rich diversity. Stuart (2003:40) writes that the 
‘employees have been overlooked, since they were not consulted on the 
change and the effect that it would have on their previously developed 
identities’. The change was not popular with departments who had previously 
adopted individual identities, which affected the cultural and working 
atmosphere of the organisation. Stuart’s (2003:42) investigation emphasises the 
importance of favourable employee opinion as she concludes that,  
It is important to strike a balance between ‘what the organisation is’ and 
how it positions itself in relation to all stakeholder groups ... too much 
emphasis on external views affects employee identification. Weakened 
employee identification will result in a weakened organisational identity. 
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Eriksson (2004) researched the Swedish Consumer Cooperation as it changed 
its corporate identity and the study shows that the change resulted in 
employees showing signs of depression, tiredness and nostalgia. This example 
reveals the importance with which some employees regard their corporate 
identity. 
 
These case studies emphasize the importance of positive employee perception 
of their organisation’s visual corporate identity and the benefit of employee 
consultation, if the design is changed to ensure the success of its 
implementation. Ascertaining the school employee’s perceptions of their 
establishment’s visual corporate identity is representative of their perceptions of 
the establishment itself (Henderson and Cote 1998:15, Olins 1995:73) and is 
the focus of this research. 
 
 
3.6.2.1 The case study for this research 
The methodological approach for this research (see figure 3.1) is a case study 
although it has been argued by Stake (2005) that a case study is not a 
methodology, but rather what is to be studied. However many others (Creswell 
2007, Denzin and Lincoln 2005, Merriam 1998, Yin 1994) consider that it is a 
methodology (Creswell 2007:73) and that is the stance that will be taken in this 
research. This case study, investigating the perceptions of a school’s 
employees’ of their corporate colours and corporate symbol is an instrumental 
case study (Creswell 2007:74) i.e. one concern or issue is selected (the 
perception of visual corporate identity) and the ‘case’ investigated is the group 
of the employees of the school. This research typifies a case study as different 
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sources of information are used; quantitative data from questionnaires and 
qualitative data from interviews and there is a detailed description of the context 
and setting of the case.  
 
Case study is a form of detailed, qualitative descriptive research where the 
researcher observes and records the characteristics of the subject or subjects 
under investigation (Cohen and Manion 1994) and is only concerned with that 
group, so is not a general view, although the findings may in the future be 
applied to other similar cases. As Robson (2002:178) writes, a case study is 
when the focus of the research is on a case, which can be an individual, a 
group, an organisation etc. in its own right, taking its context into account. The 
design details of case studies can emerge as the research is carried out and in 
this instance, the research questions were already established yet the 
questionnaire developed after a pilot survey and the interview questions were 
written based upon the results of the major survey. As the researcher is a 
participant observer in the organisation (an employee) and present over an 
extended period of time (Easterby-Smith, Thorpe and Jackson 2008:94, Robson 
2002:178) this can be said to be an ethnographic case study. 
 
Yin (1994) writes extensively on case studies but despite his recommendations 
of this method, points out the problems that can arise. Firstly he is concerned 
about the lack of rigour that is often evident in case studies and writes that bias 
can easily occur during experiments. Robson (2002:180) cites Bromley (1986) 
who also suggests that case studies can sometimes be incompetent in their 
administration and is also concerned about bias. Yin (1994:10) points out that a 
single case study cannot provide scientific generalised evidence although 
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others (Pettigrew 1985, Siggelkow 2007) argue that case studies are 
particularly valuable for certain research questions and for inspiring new ideas 
and advocate that even single case studies can provide convincing new 
theories, have testability and empirical validity (Eisenhardt 1989:548). Case 
studies are particularly well-suited to new research where there is little existing 
theory (Eisenhardt 1989:548) which justifies its use for this research. The length 
of time that a case study takes is another of Yin’s criticisms and that the amount 
of data produced is an arduous task to analyse (Easterby-Smith, Thorpe and 
Jackson 2008:98). 
 
Yin and Robson’s concern with bias is relevant for this case study as the 
researcher works at the school and is therefore a participant observer. The 
disadvantage of studying one’s own workplace is the imbalance that could 
occur between the researcher and the participants; however the advantages of 
the case being a useful source for the research and easy access to data 
outweigh these concerns. To counter any bias, there is self-awareness of the 
researcher’s interests and careful validation will take place on the data collected 
(Creswell 2007:122) particularly when gathering the qualitative data in one-to-
one interviews when the presence of the researcher is more dominant than 
when a respondent is completing an emailed questionnaire. The researcher will 
always be aware of reflexivity and that the theories that emerge from the 
subjects of their studies must also be relevant to themselves (Easterby-Smith, 
Thorpe and Jackson 2008:63). 
 
This research takes place in a single organisation and is a mixed methods, 
sequential, explanatory case study and involves both quantitative 
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(questionnaires) and qualitative (interviews) data and the data collection takes 
place over a length of time. The triangulation provided by more than one data 
collection method provides a strong base for hypotheses (Eisenhhardt 
1989:538) and a fuller picture of the unit under study (Bonoma 1985:203). In 
this instance the unit of analysis is the individual although their responses are 
grouped together so it is the organisation itself that becomes the unit of 
analysis. The organisation is a school and De Vaus (2003:220) and Yin 
(1994:42) suggest that if all the components of the school were investigated it 
would be a ‘holistic’ design but because only certain elements of the school are 
being investigated, the employees, this case study consists of ‘embedded’ units.  
Counteracting Yin’s and Bromley’s concerns of the lack of rigour and bias in 
case studies, in this study, much quantitative data was first gathered using 
questionnaires (from a random sample in the organisation) and analysed, thus 
providing a more scientific and a postpositivist approach (see Chapter 3.2.1). 
Thus the data collection during the qualitative interviews had a framework and a 
focus prompted by the analysis of the quantitative data; to either refute or 
endorse what had been discovered from the quantitative data.  
 
Little attention has been paid to the opinions of employees about their visual 
corporate identity and there has been minimal research into internal customer 
marketing within the education sector. Therefore the purpose of this single case 
study is to discover the perceptions of the schools’ visual corporate identity held 
by the employees of a school.  
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3.6.3 Mixed methods research in corporate identity 
As the mixed methods approach is a relatively new concept, few examples of 
this can be found in research linked to corporate identity. However Arora and 
Stoner (2009) explored brand personality using this method focussing on the 
personalities of two retail stores (Target and Walmart) and two brands (Nike 
and Adidas). Using Aaker’s (2004) personality scale, they discovered that the 
results from their quantitative data did not converge with that of their qualitative 
data, for example the attributes of competence, sophistication and ruggedness 
were not found in the qualitative data. 
 
Using the mixed methods approach of content analysis, factor and regression 
techniques Cunningham, Cornwell and Coote (2009) explored the link between 
corporate identity mentioned in mission statements and sponsorship. They 
discovered that companies whose main mission was financial success sponsor 
athletes, education and health related activities, whereas those who were more 
employee centred, supported team sports, entertainment and charities. They 
also argue that an organization’s identity is not what it (the organisation) says it 
is, but what its consumers say it is. This is similar to Balmer’s (2004:5 and 
2008:897) writings of the AC3ID Test when refers to the ‘desired’ identity, the 
identity aspired to by executives; and the ‘conceived’ identity, how the 
stakeholders perceive the identity. 
 
Correlation techniques are used in mixed methods research to discover if there 
is a relationship between two sets of data or two variables. The ‘relationship’ 
refers to a tendency for the variables to vary consistently (Cohen and Manion 
1994:129) either positively or negatively. Kiriakidou and Millward (1999) carried 
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out a mixed methods, correlation investigation to establish whether the 
employees’ perception of their corporate identity (Balmer’s (2008:297 and 
2004:5) conceived identity) is the same as the image that the company aims to 
portray (Balmer’s (2008: 297and 2004:5) desired identity). The publicity material 
was qualitatively analysed to find out management’s perceived identity and 
quantitative analysis was conducted with the employees to establish their 
perceptions of the company image. The results were compared, correlated, and 
show that, 
‘The company is perceived (by the employees) as projecting a 
completely different set of characteristics that would be regarded as its 
most important and distinguishing features’.  
 
Kiriakidou and Millward’s (1999) conclusion is that if a corporate identity is to be 
properly managed then its perception within the company (conceived identity, 
Balmer 2004:5) should be consistent with the image that the management aims 
to project (desired identity, Balmer 2004:5). The employees were asked for their 
perceptions about the corporate identity that they had been encouraged to 
adopt; however, there is no evidence that they were asked for their perceptions 
specifically about the visual aspects of the corporate identity of their company, 
hence the need for this research. Again, positive employee perceptions about 
the organisation are deemed to be important for commercial success and 
should reflect those of management.  
 
 
3.6.3.1 Mixed methods used for this research 
A case study as described in the previous sections 3.6.2 and 3.6.2.1, will use 
several different sources of data, so is likely to be a mixed methods study and 
Creswell and Plano Clark (2011:4) advocate that mixed methods is a 
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methodology in its own right, rather than just two methods which is why this 
section is included. Mixed methods research is described as research which 
combines elements of both quantitative and qualitative approaches which gives 
a breadth and depth of understanding. Mixed methods are used when one data 
source is insufficient, the results of one method require further investigation and 
the research objective can be best explained and understood by reporting on a 
second validating or perhaps contradictory project (Creswell and Plano Clark 
2011:10 and 2011:62). Another reason for using mixed methods is that the 
strength of one method may counteract a weakness in the other e.g. 
questionnaire respondents only answer the specified questions, whereas an 
interviewee may stray from the questions to give useful and unexpected data, 
which leads to an expansion of knowledge. Mixed methods research started in 
the late 1980s when several writers used this technique. Examples include the 
sociologists Brewer and Hunter (1989), the management studies of Bryman 
(1988) and in education Creswell (1994). The writers justified the use of 
integrating and mixing the data of their research (Creswell and Plano Clark 
2011:20). 
 
Research using mixed methods can be either emergent or fixed. The former as 
in this case, refers to a method that develops during the process whereas the 
latter, the use of quantitative and qualitative methods is pre-determined and 
planned. However in this emergent design, the detail of the qualitative phase is 
dependent upon the results of the quantitative phase (Creswell and Plano Clark 
2011:54). The relative importance of the two methods must be determined and 
they may have equal priority. However, in this research, the quantitative data 
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takes priority over the qualitative data which has a secondary role although in 
the final summary, the two interact together to form an interpretation. 
 
Mixed methods can be carried out with both sets of data being collected at the 
same time (concurrent) or one followed by another; sequential as is the 
situation here, with the quantitative data being collected first and based upon 
the findings of that, the qualitative phase was executed.  During analysis, the 
results of the two approaches are combined and compared.  
 
There are four different major designs of mixed methods research and the one 
that is used here is the explanatory sequential design. This is because the 
quantitative data is collected first and takes priority in answering the research 
questions, followed by the qualitative phase. The qualitative phase follows on 
from the results of the quantitative phase and qualitative results help to interpret 
the results from the quantitative phase. If the data collection were the other way 
round, the method would be the exploratory design and if the data was collected 
at the same time, the convergent parallel design. The fourth, the embedded 
design occurs when both quantitative and qualitative data are collected together 
for example, qualitative data within a quantitative framework (Creswell and 
Plano Clark 2011:71). 
 
The advantages of the explanatory sequential mixed method approach is that it 
has a strong quantitative orientation, it is straight forward to implement and to 
write up as one phase follows another. The design is recommended for the 
emergent approach as the second phase can be implemented based upon what 
has been learnt from the initial quantitative phrase (Creswell and Plano Clark 
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2011:83). One disadvantage of this method is that it can take quite some time to 
implement.  Also exactly how to execute the second phase (the qualitative) is 
uncertain until the first phase (quantitative) is completed; which participants to 
interview, which research questions require further investigation and so on 
(Creswell and Plano Clark 2011:85). 
 
The explanatory sequential mixed methods design is ideal for this case study to 
discover the perceptions of the schools’ employees about their visual corporate 
identity, as the quantitative data is gathered by questionnaires distributed to the 
employees of the school. After analysis and interpretation of the questionnaires, 
the second qualitative phase is implemented during which research questions 
can be further investigated and  any new discoveries can be explored in more 
detail by carrying out a number of semi-structured interviews. The results of the 
qualitative phase will help to explain the quantitative results and highlight either 
divergent or convergent findings from the quantitative approach and ascertain 
the school employees’ perceptions of their visual corporate identity. A 
discussion on how previous researchers into corporate identity have used 
mixed methods research can be found in Chapter 3, section 3.6.3. 
 
 
3.6.4. Grounded theory in corporate identity 
 Grounded theory is a similar approach to the case study and is based upon 
close observation by the researcher of the subject of their investigation. 
Differently to a case study though, the researcher does not hold any 
preconceived theories or hypotheses, but these develop from the observations 
made. Often further research then takes place to discover if the phenomena 
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discovered also applies to other situations (Bryman 1988:84)  so in this instance 
the theory develops only from the observations made; the theory is thus 
‘grounded’ in the data found (Baker 2002). 
 
Balmer used the grounded theory approach to produce his affinity audit on the 
identity of BBC Scotland, Van Riel and Balmer (1997) report. This involves the 
researcher spending much time in and having extensive access to the 
organisation as well as using a number of different methods of qualitative data 
collection: interviews, observation and an examination of documentation (Van 
Riel and Balmer 1997:344). Balmer opines that this method is very effective as 
the values and beliefs of the personnel are revealed using this method and thus 
the organisation’s corporate personality, a prerequisite in determining its 
identity. This type of research is one used by ‘classic corporate identity 
consultants’ (Van Riel and Balmer 1997:344). It can help to devise 
communication strategies and ascertain employee perceptions of their 
organisation. Positive employee perceptions are an advantage to any 
organisation. 
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3.7 RESEARCH METHODS USED IN CORPORATE IDENTITY AND 
RESEARCH METHODS TO BE USED IN THE INVESTIGATION 
The table below (Figure 3.7) shows a number of different research methods 
used when investigating corporate identity. 
 
 Authors Research focus Date 
Surveys Aaker 
Abratt & Mofokeng  
 
 
Henderson &Cote 
 
Ind 
Van Riel & Balmer 
 
Punjaisri & Wilson 
Measuring brand personality 
To discover if the Abratt model was still 
relevant  
 
To develop guidelines to select and 
modify logos 
Recommended employee questionnaires 
ROIT Test. Questionnaire with Likert 
scales 
To discover hotel employees views of 
internal branding 
1997 
2003 in Bick 
Jacobson & 
Abratt  
 
1998 
1990 
 
1997 
2011 
Interviews Balmer & Soenen 
 
Balmer & Stuart 
Melewar & 
Karaosmanoglu 
 
Vallaster & de 
Chernatony 
Van Rekom 
 
Van Riel & van 
den Ban 
Punjaisri & Wilson 
ACID TEST interviews with 
representative personnel 
AC3ID Test 
Investigates what organisations perceive 
as essential components of corporate 
identity                                                         
Investigating organisational structure and 
brand supporting behaviour 
Interviewed employees to establish 
values  
Evaluations by  customers of bank’s new 
logo 
To discover hotel employees views of 
internal branding 
 
1999 
2004 
 
2006 
 
2006 
 
1997 
 
2001 
 
2011 
 
Focus 
groups 
Van Riel & Balmer 
 
Stuart 
Bernstein’s spider web used to analyse 
group discussions 
Employees identifying with corp id 
1997 
 
1999  
Figure 3.7. Research methods used in corporate identity 
 
 
3.7.1 Questionnaire surveys in corporate identity 
Surveys are a positivistic methodology and are associated with deductive 
research and involve collecting data from a number of individuals at a specific 
time. A survey will consist usually of one or more data gathering techniques 
such as questionnaires, interviews, attainment tests and attitude scales. The 
advantage of a questionnaire is that a quantity of data is gathered quite quickly 
but the disadvantage can be that if not carefully designed, the questions may be 
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misinterpreted by the respondents. A limitation is that the only information 
elicited by the respondents will be that asked for in the questions. 
 
Mainly quantitative data is gathered using a questionnaire survey and Bell 
(1993) writes that quantitative researchers, ‘Collect facts and study the 
relationship of one set of facts to another. They measure, using scientific 
techniques that are likely to produce quantified conclusions’. (Bell 1993:5). She 
goes on to describe qualitative researchers as being, ‘More concerned to 
understand individuals’ perceptions of the world. They seek insight rather than 
statistical analysis’ (Bell 1993:6). 
 
A survey is used to gather data over a specific period of time with the intention 
of assessing a situation, or identifying standards against which findings can be 
compared or to determine relationships (Cohen and Manion 1994:83). Bryman 
(1988:11) gives credence to the survey as he writes that its ‘capacity for 
generating quantifiable data … in order to test theories or hypotheses, has been 
viewed by many practitioners as a means of capturing many of the ingredients 
of a science’. Oppenheim (1992:100) describes the questionnaire as ‘an 
important instrument of research’. He goes on to say that the function of a 
questionnaire is to measure. A questionnaire is a very useful tool to obtain 
answers to a number of relatively simple questions quite quickly and is less time 
consuming than conducting several in depth interviews (Easterby-Smith, Thorpe 
and Jackson 2008:143). The written questions should be short and simple in 
order that they are no challenge to the respondents to answer, however the 
researcher must check that every question contributes the objectives of the 
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research. To encourage respondents, it can be beneficial for the researcher to 
explain the benefits of completing the questionnaire. 
 
The design of a questionnaire must be carefully considered if it is to be 
successful. Firstly each item should only express one idea, otherwise 
respondents are confused and answers unclear, secondly, jargon and 
colloquialisms should be avoided to ensure understanding and thirdly negatives 
should be avoided. If a respondent is reading quickly through the questionnaire, 
they may misread the negative and consequently answer the question the 
wrong way around. Leading questions should not be used as these infer what 
response is expected from the respondent and by the researcher (Easterby-
Smith, Thorpe and Jackson 2008:227). 
 
Two different types of category scales are used in questionnaire design; 
nominal scales and ordinal scales. Nominal scales have no particular order and 
are used to obtain information about, for example, which department a 
respondent works in. However ordinal scales have a natural ordering, for 
example age or length of service. The measurement of attitudes and opinions 
can be achieved using either a Likert Scale or a semantic deferential. This is 
described in detail in the section on Methods of Measuring Attitude, Chapter 3, 
Section 3.9.1 and 3.9.2. 
 
This method of collecting data is known as a social survey. The researcher is 
using this method because a survey generates ‘quantifiable data on large 
numbers of people who are known to be representative of a wider population in 
order to test theories or hypotheses’ (Bryman 1996:11). Robson (2002:230) 
139 
 
describes a survey as ‘the collection of a small amount of data in standardised 
form from a relatively large number of individuals’ and ‘the selection of 
representative samples of individuals from known populations’. There are three 
types of questionnaires: the self-completion version, the face-to-face interview 
and the telephone interview (Robson 2002:236). Further discussion on the 
design of the questionnaire for the pilot survey can be found in Chapter 3, 
section 3.8.2.1 and for the main survey in Chapter 3, section 3.9 and Chapter 4, 
Section 4.2. 
 
These survey methods have been used frequently in corporate identity 
research. For example, to test whether Abratt’s 1989 model of the corporate 
management process is still relevant, Bick, Jacobsen and Abratt (2003) 
describe how Abratt and Mofokeng (2001) conducted research into ten 
organisations in the late 1990s. This research study consisted of customer 
surveys and interviews with senior management. The respondents did not seem 
to be concerned with the internal audiences and the method was criticized for 
representing only what the management ‘hoped to see’ (Bick et al 2003:845).  
 
Aaker (1997:350) distributed 1200 questionnaires to US subjects to discover the 
characteristics of certain brands. She used a five-point Likert scale (a rating 
scale used to measure attitude along an evenly spaced scale) to rate which 
personality trait described a specific brand. She discovered that the consumers 
thought that the brands have five distinct personality dimensions and developed 
a 42-item brand personality scale (Aaker 1997:353). Henderson and Cote’s 
(1998:18) questionnaires used a semantic differential scale with seven points, 
to determine how the respondents rated specific logos; good/bad, high/low 
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quality, similar to the semantic differential scale developed for this research 
(Chapter 3, section 3.7.1.3). Employee surveys are recommended by Ind 
(1990:186) when a new corporate design is introduced to increase employee 
involvement and understanding, stressing how important he considers 
employee opinion and perceptions about company corporate design, the focus 
of this research. 
 
Van Riel and Balmer’s research, resulting in the development of the Rotterdam 
Organisational Identification Test as a measure for discovering ‘an individual’s 
strength of identification with an organisation’ (Van Riel and Balmer 1997:347), 
was executed using a questionnaire with 225 Likert statements to which the 
respondents had to indicate their degree of agreement or disagreement, on a 
five-point scale. Information was also gathered about employee communication 
as well as the personal and organisational characteristics of the company. This 
research method identifies ‘weak spots’ in the organisation and discovered 
whether or not employees did identify with the company (felt that they belonged) 
and had a supportive attitude towards the company, similar to findings in 
Chapter 4, section 4.6.1. Van Riel and Balmer (1997) conclude that the 
significance of employee involvement and their positive perception is of prime 
importance.  
 
A case study by Punjaisri and Wilson (2011) investigated the employees of the 
hotel industry in Thailand and their views of internal branding. They distributed 
questionnaires to employees at five hotels and found that internal branding has 
a significant effect on employees’ brand performance, also that there is a 
particularly positive influence of internal branding on employees’ brand 
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identification, brand commitment and brand loyalty. This research is also 
concerned with employee perception about the organisation, ascertaining this 
by discovering employee perception of the visual corporate identity; the logo 
and representative symbol of the organisation. 
 
 
3.8 THE PILOT SURVEY FOR THIS RESEARCH 
3.8.1 INTRODUCTION 
This section describes the design and methodological approach towards the 
pilot survey questionnaire, which forms the foundation for this research. Before 
any major survey is carried out, a pilot survey should be trialled to test the 
design. A pilot survey should elucidate any errors or assumptions in the 
methodology – these can then be eradicated, improved or rectified by the 
researcher before carrying out the major survey, thus ensuring that the 
methodology is as successful as it can be. 
 
Contextual research will initially be carried out to establish background 
information about the organisation, the school, where employee perception 
about the visual corporate identity is going to be gathered. The first two 
research questions – how important are the visual elements of corporate 
identity to the employees and are they keen to be associated with their place of 
work by sporting the company logo –  can be answered using either quantitative 
data as well as some responses to open questions, so both will be collected in 
the survey. Some of the quantitative data will be acquired using ordinal scales 
so the respondents’ answers are ranked, for example age ranges and whether 
the respondents consider the corporate colours to be very important, important, 
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fairly important, not very important or not at all important. Their responses will 
be counted and analysed. The responses to open questions to elicit the 
opinions, thoughts and feelings of the employees will also be analysed.  
 
A pilot survey questionnaire was thus designed based upon background 
research and knowledge of the organisation undergoing the investigation. The 
pilot survey examines the employee respondents’ opinion of the importance of 
the visual elements (corporate colour and corporate symbol) of their 
organisation’s corporate identity and also whether they were proud to be 
associated with the corporate symbols by wearing or carrying them and 
generates some primary quantitative data for the research. 
 
The organisation where both the pilot study and major survey were carried out 
for this case study is a large school. Before the questionnaire was designed, 
permission had to be obtained from the principal of the school that he would 
allow this research to take place in his organisation. Permission was asked for 
and granted. 
 
For the pilot study, a sample of between and five and ten per cent of the 
school’s employees completed the questionnaires. A drawback in the 
investigation is that employees may give responses that they think management 
‘want to hear’, rather than their true opinions; particularly in this case as the 
researcher is an employee of the school. This tendency to reply in a way that 
will be viewed favourably by others is known as social desirability bias.  
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How the pilot survey questionnaire was designed and implemented, the sample 
selected and a summary of the responses given will be reported as well as 
background information about the organisation used for the research. The 
results of the data gathered will be discussed and any respondent problems in 
the understanding of the questionnaire and its completion will be noted and 
improvements made to the design of the major survey questionnaire noted in 
the conclusion. 
 
The analysis of the results of the data gathered from the survey questionnaire 
and any interpretations that can be made, particularly those that help to answer 
the research questions, will be described. Whether gender, age, type of job, 
employed full or part-time and length of service have any influence upon the 
respondent employee responses will also be investigated.  
 
 
3.8.2  DESIGNING THE PILOT SURVEY  
Writers on corporate identity (e.g. Olins 1999, Henderson and Cote 1998:15) 
advocate that an employee’s opinion of the symbol of their organisation is an 
indication of their opinion of the organisation itself, so the focus of this research 
is to ascertain a school’s employees’ perceptions of their  visual corporate 
identity and so discover their underlying perceptions of their working 
establishment. Staff with a positive perception of their employing organisation 
will be more motivated, loyal and more productive (Mullins 2002:556, van Riel 
and Balmer 1996:341). Many writers (Gray and Balmer 1998:698, Mullins 
2002:556, Pugh and Hickson 1996:156, Schein 1980:15) also say that 
employee support is vital to the success of an organisation, so understanding 
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employee perceptions about the organisation’s corporate visual symbol is an 
essential allegiance indicator for management. 
 
Firstly, it must be established if the visual aspects of the corporate identity 
(colours and symbols) of the establishment are important to the employees and 
whether they are proud to be associated with their organisation’s logo. When 
the research is complete and recommendations have been made as a result of 
the findings, more consideration may be given to the perceptions of the internal 
audience of any organisation, about the corporate visual symbol of the 
organisation because these perceptions are representative of their perceptions 
of the organisation itself. 
 
Earlier in the chapter (Chapter 3, Sections 3.6 and 3.7) a number of approaches 
and methods used in corporate identity research were examined and in order to 
answer the research questions a questionnaire was deemed to be one of the 
most effective methods to collect useful data. The first research question is: 
How important are the visual elements (corporate colours and corporate 
symbol) of a school’s corporate identity to its employees? and the second is: 
Are the employees keen to be associated with their school by wearing or 
carrying an item with the organisation’s symbol upon it? 
 
The pilot study was carried out before the major survey was conducted as a 
pre-test to ensure that the study was feasible, prior to implementing the major 
survey. Other checks were that the questionnaire was easily understood by the 
respondents, that there were no ambiguous questions and that it produced the 
data required to answer the research questions. Several versions were tried out 
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on colleagues and improvements made at their suggestion before the final pilot 
version was completed. Lessons learnt from conducting this study improved the 
quality and effectiveness of the major study. 
 
Following the pilot study, a further research question was added to the 
research: What meanings do the visual symbols of their organisation engender 
in the employees? So the pilot study is only concerned with answering the first 
two research questions.  
 
 
3.8.2.1 Designing the questionnaire  
The self-completion questionnaire was used for this investigation because of 
the visual nature of the enquiry so that the organisation’s corporate logos could 
be clearly illustrated on the questionnaire. The respondents were informed why 
the survey was taking place: to find out their opinions of the visual corporate 
identity. This was achieved using an explanation at the top of the questionnaire 
and assuring them that the information given would be treated confidentially.  
The respondents were reassured that any data they gave will not be used 
against them or for any other purpose than that stated on the questionnaire.  
 
The way that a survey is carried out depends upon the size of the target 
population, the purpose of the survey and the resources that are available to the 
researcher. This pilot survey was conducted within a defined period of time; 
enough to allow the respondents to reply but also to ensure a ‘finish date’. 
Some respondents were politely reminded to complete the questionnaire and 
those who did complete it were courteously thanked. The method of 
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administrating the questionnaire was by hand and email. The pilot study will 
determine which method is the most successful.  
 
The pilot questionnaire was in four parts: the first part of the questionnaire 
obtained background data about the respondents, the second section was 
concerned with respondent opinion about the corporate visual colours, the third 
part was concerned with respondent opinion about the corporate visual symbols 
and the last section asked if the respondents were keen to be associated with 
the establishment by wearing or carrying items displaying the organisation’s 
logo (see Appendix I). 
 
To encourage a good response, the questionnaire for this research was 
designed to be short, just two sides of A4, the questions were carefully worded 
and the overall design was considered (see Appendix I). This was a survey into 
visual items, so the appearance of the questionnaire was of prime importance. 
A number of trials were carried out even before the pilot was issued, to ensure 
clarity of wording and design, that the questions were clear and unbiased and 
aroused the interest of the respondents.  
 
The design of any questionnaire must be a logical sequence of carefully worded 
queries that encourage the respondents to complete the questionnaire. 
Oppenheim (1992:109) advocates that personal questions should come 
towards the end of a questionnaire whereas Cohen and Manion (1980:96) 
suggest that a questionnaire should at first show a personal interest in the 
respondent. In the pilot survey the personal data of the respondents was asked 
for at the start of the questionnaire. This included their name, gender, age 
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(within a ten year span), where they worked, the type of job that they did and 
their length of service with the school (Questions 1 to 7).  All this data provides 
contextual information about the respondents so that analysis can take place 
later as to whether any of these characteristics show any causal influence on 
the later responses that are directly linked to the research questions. 
 
The next questions (Questions 8 to14) were concerned with the respondents’ 
opinion of which corporate colour was the strongest visual representation of the 
establishment, this relates to the visual corporate identity of the organisation in 
the theoretical framework. The respondents were asked to put the six illustrated 
colours and combination of colours into rank order from the strongest visual 
representation to the weakest. The respondents were also asked if they thought 
that another colour, not suggested on the questionnaire, was a better 
representation of the establishment. 
 
Referring back to the theoretical framework in Chapter 2, Figure 2.7, the next 
questions relate to employees’ perceptions of the visual corporate identity. The 
respondents were asked if they considered the corporate colours to be 
important to them. This was a closed question as they were asked to tick one of 
six response boxes which ranged from ‘very important’ to ‘not at all important’ 
and included ‘don’t know’. This generated quantitative data using an ordinal 
scale. They were then asked an open question ‘Why?’ with the opportunity for 
written comments to explain their answer.  
 
Six different corporate symbols of the school were then illustrated (see 
Appendix I) and the respondents were asked to rank these in order, from the 
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strongest visual representation to the weakest by ticking boxes. This section 
again relates to the visual corporate identity of the organisation in the theoretical 
framework (Figure 2.7). The respondents were asked if they considered another 
image of the school to be more representative than the ones illustrated and if 
so, to describe it. The respondents were asked to state whether they thought 
that the logo of the establishment that they had selected was important to them, 
a closed question with six tick boxes ranging from ‘very important’ to ‘not at all 
important’ and a ‘don’t know’ box. This was followed with an open question 
‘Why?’ The respondents were being asked to explain why they considered the 
corporate logo to be ‘very important’ or ‘not at all important’ and so on.  
 
The next question (Question 15), also related to employees’ perceptions of the 
visual corporate identity, asked if the respondents were proud to carry or wear 
items with visual symbols on them that linked them to the organisation 
(quantitative data).. This was a closed question with seven possible responses; 
‘Yes, very proud’, ‘yes’, ‘a little’, ‘not very’, ‘not at all’, ‘I never do’ and ‘don’t 
know’. The final question (Question 16) of the questionnaire asked the 
respondents if they had any comments to make about their feelings and 
opinions of the visual corporate identity of the organisation. A tag line at the 
bottom thanked the respondent for completing the questionnaire (see Appendix 
I). 
 
Of prime importance is that the data obtained from the questionnaire must 
answer the research questions. The questions asked should not be too specific 
or complex, otherwise they may not be understood, nor be too general or the 
particular information required would not be elucidated. The questionnaire was 
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designed to be as comprehensible as possible, the questions clear and 
unbiased, not too long and to arouse the interest of the respondents. As most 
surveys are completed voluntarily, this last point is vital. The disadvantage of 
the questionnaire is that it is limited; the respondent is likely only to answer 
those questions on the printed sheet – thus restricting the information to that 
already considered by the researcher.  
 
Quantitative data was gathered by the questionnaire. Quantitative questions 
produce different types of quantitative data for analysis, known as variables, 
and the data from the responses can be classified into categories, known as 
nominal (or categorical), numerical (or interval or ratio or continuous) and 
ordinal. Bryman and Cramer (2001:58) describe nominal data as ‘a 
classification of objects that cannot be rank ordered into discrete categories’. 
The nominal data that this questionnaire produced was the gender of the 
respondent, their department, their job description and their contract of 
employment. The numerical variable is the data that can be ranked precisely; 
this was the age of the respondents and how long they have worked for the 
organisation. The ranked opinion about the logos and the colours is an ordinal 
variable i.e. ‘the categories … can be rank ordered … from highest to lowest’ 
(Bryman and Cramer 2001:58). This data was coded ready for analysis using 
the SPSS software. SPSS (Statistical Package for the Social Sciences) is a 
general statistics package used in academia and by social scientists. The 
nominal data was gathered to see if any of these variables influenced the 
respondents’ responses to the questions. 
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Other items on the questionnaire asked for respondents’ opinions about aspects 
of the visual identity; these open questions generated written comments, which 
were analysed using a grounded analysis colour coding method. This method is 
explained in Chapter 3, section 3.11.6, and rather than using software, the 
written comments are colour coded to identify responses with similar meanings 
or expressing the same opinions and listed under collective headings (nodes). 
The quantity of similar responses can be ascertained to gauge the strength of 
feeling of the respondents. For example, the word ‘identity’ was mentioned 
many times in connection with the questions of why the corporate colours and 
symbols were important; this was colour coded red. ‘Traditional’ and ‘historical’ 
were colour coded green and ‘belonging’ occurred in many answers to the 
reasons for sporting the corporate symbol and was coloured blue. 
 
 
3.8.2.2 Selection of the sample for the pilot survey questionnaire 
The pilot survey was carried out at the school where the major survey took 
place. As described in Chapter 3, Section 3.3, the sample used for the pilot 
study was an accurate representation of the whole and comprised of enough 
units to accommodate missing data or non-responses. Stratified random 
sampling was used to select the respondents. That was carried out by first 
dividing the population into sub-groups; in this case the strata consisted of 
employees at various levels of responsibility, different departments, and recent 
recruits as well as long-term workers. A random selection of respondents was 
then carried out within these sub-groups. This stratified random sampling was 
used for the pilot study questionnaires to ensure that each group is fairly 
represented and that one group was not over-sampled. 
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3.8.3 Background information on the organisation where the pilot survey 
was conducted 
The organisation where the major survey was carried out is a large independent 
school in Stamford, a country town in the UK. This school is categorised as a 
business but as it has a number of non-fee-paying scholarship pupils, funded by 
the local council, it also comes under the local authority classification (Mullins 
2002:106). The organisation is an independent endowed school comprising of a 
mixed junior school incorporating a nursery, a girls’ senior school, and a boys’ 
senior school, the latter two with mixed teaching in the sixth form, known as a 
‘diamond’ structure. The schools comprise a total of approximately 1600 pupils. 
At the time of both the pilot and the major survey, the organisation employed 
134 full-time teaching staff, 31 part-time staff as well as 230 support staff, many 
of them part-time. These figures make a total of 395 employees. The three 
schools are governed by the same body of 24 people. The schools are headed 
by a principal with three vice-principals each of whom heads one of the three 
schools. Each school has a senior management team of about four individuals 
and the next level in the structure are the heads of department all of whom have 
an interest in managing their school effectively and encouraging the loyalty of 
their employees. Next in the structure is the teaching staff. The support and 
administrative staff have a separate supervision structure and report to the 
bursar of the three schools. 
 
Historically, the town has long been associated with education as masters and 
scholars from Brazenose College, Oxford migrated to Stamford in 1334, 
seeking peace from the rioting students of Oxford. This alarmed the chancellor, 
who, worried that Stamford would rival Oxford as a university, wrote to King 
152 
 
Edward III who then instigated the scholars return to Oxford. The school site still 
contains the knocker which was once on the door of the fourteenth century hall 
of the Oxford secessionists from Brazenose College (Deed 1982:3). 
 
It is believed that teaching first took place in the town in the twelfth century 
church of St Mary. The boys’ school is long established originating from 1532 
when it was founded by the bequest of a local man, William Radcliffe, whose 
wife, Lady Margaret Beaufort, was the mother of Henry VII. In 1566, teaching 
moved to the remaining portion of the redundant St Paul’s Church which was 
built before 1152. The school expanded as it built and acquired buildings during 
the following three centuries. St Paul’s Church continued to be used as a school 
room until the early twentieth century when it was reclaimed by the church, 
renovated and extended. In 1930, it returned to use as the school chapel.  
 
The girls’ school was established in 1877, and together with the boys’ school 
were endowed using funds from Browne’s Hospital by Act of Parliament. The 
two senior schools with the addition of a junior school are now united under the 
name the Stamford Endowed Schools under the leadership of a single Principal. 
The original trust was established for the relief of poverty by William Browne 
(died 1489) who was a wealthy wool merchant of the town. Both schools 
adopted the crest of William Browne, ‘popularly believed to be a stork sitting on 
a wool-pack’ (Deed 1982:60). The stork has its wings displayed over the motto 
+ me spede, meaning Christ me Spede, Spede as in ‘God spede’. So Christ me 
Spede is interpreted as Christ will help or aid me. In consequence the symbol is 
affectionately known as the ‘spede bird’. See Figure 3.8. 
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Figure 3.10 Different versions of the school emblem (researcher) (images 
courtesy of Stamford Endowed Schools) 
 
When the research was started, the marketing department of the school was 
run by a member of staff who had previously been head master of the junior 
school at Stamford School, the boys’ school. The logo that was in use at the 
time was the version illustrated in Figure 3.11. 
 
Figure 3.11. The Stamford Endowed Schools logo in use 2008 (image courtesy 
of Stamford Endowed Schools) 
 
In September 2008, a marketing manager, with marketing training and 
experience was employed. The new marketing manager commented that the 
previous brand guidelines allowed too much flexibility and allowed 
inconsistencies, rather than a more consistent and coherent brand identity 
which would eliminate different versions, colour variety and distortion. He also 
said that there was little staff ownership of the brand. It was apparent that the 
current logo had become an obstacle to promoting a strong brand; it was not 
flexible enough to be used across all applications, and the circular version of the 
logo is also frequently used, causing confusion as to which was the definitive 
logo. The logo had obviously not been designed with digital use in mind, and it 
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was difficult to reproduce clearly on the web. It would often look distorted and 
illegible on printed materials too. 
 
An agency was selected, research was carried out into ‘what is the SES 
(Stamford Endowed Schools) brand?’ As well as discussing the perceptions of 
the Schools, focus groups were asked their thoughts on the visual identity, 
particularly the logo. The branding agency sat in on these sessions, which 
helped them to formulate their initial concepts. The priority was therefore: an 
understanding of the brand, an overhaul of the visual image, dissemination to 
and buy-in of stakeholders and application of the new corporate style to the 
website and literature. A new visual identity was launched in May 2008. 
 
The principal wrote to all staff to announce the launch of the new corporate logo 
for the Stamford Endowed Schools and said that the new design, 
 ‘will strengthen our visual image to ensure that we can compete with the 
best schools locally and nationally. A consistent identity is crucial in 
giving prospective parents and students a positive first impression of the 
Schools, enticing them to look further into what we can offer them. We 
have strived to create a stronger logo which is an organic progression 
from the original - which itself has been changed numerous times over 
the years - without losing the great tradition and equity of the branding’. 
 
Staff and parents were consulted on what they thought of the current logo, and 
from this it was decided which elements of the logo were to be kept and which 
could be altered or removed. The ‘Spede’ bird (a stork), which is the focus of 
the logo, is so synonymous with the Schools that it was retained, although many 
felt that it could be slightly changed to appear more heraldic. There were 
several comments that the bird looked ‘floundering’, which is not a connotation 
the school wished the logo to have. The ‘wool sack’ on which the bird sits and 
the banner housing the ‘+ Me Spede’ motto were deemed the least important 
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elements of the logo and the most difficult to reproduce. Although most liked the 
fact that ‘Stamford’ had prominence in the text adjacent to the logo, it was also 
felt that the ‘Endowed Schools’ line was marginalised and - being grey - difficult 
to see at any distance when used on posters. 
 
In consideration of these comments, a new logo was created by the design 
agency. The principal justified the new design and wrote that, 
‘the new logo is a sharper, fresher image, but still retains the tradition 
and heritage of the original. The text has moved to the other side of the 
bird, so that symbolically the bird appears to be looking over the Schools. 
Its wings have been made symmetrical so that it stands proud and 
flourishing, and the breast detail has been added so that it is clear the 
bird is pictured side-ways on. The adjacent text gives equal prominence 
to each word - although ‘Stamford’ is in a different colour - and has been 
aligned so that it spells ‘SES’ acrostically. The logo has changed from 
one-colour to two-colour, giving it more warmth and using a richer 
burgundy and red, which is distinct from the colours of other schools 
locally. The width of the text is the same as the width of the graphic, 
making it possible to use the logo centrally on a piece of stationary or 
aligned to the right. Lastly the ‘+ Me Spede’ logo has been given greater 
prominence and now sits within a block base, replacing the wool sack 
and banner.’ 
 
 The newly appointed marketing manager said that he thought that the redesign 
had been a very successful exercise with the new logo in widespread use 
across the Schools, with little deviation from the brand guidelines. He also 
commented that when exhibiting at shows, the schools’ materials and displays 
present a consistent and strong visual identity. It is hoped that the redesign will 
also attract and retain staff. The new logo is illustrated in Figure 3.12 below. 
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Figure 3.12. The new Stamford Endowed Schools logo introduced in May 2009 
(image courtesy of Stamford Endowed Schools) 
 
Barthes wrote about the different messages that images convey and explains 
that for the message ‘the myth’ to be fully understood, the viewer requires a 
‘general cultural knowledge’ (Barthes 1977:35). This is certainly true for this 
research. The school emblem shown in Figure 3.8, is to the casual observer, 
who is not connected with the school, an image of a stylised heraldic bird, 
possibly a stork, that looks ready for flight, balanced on a basket or a nest with 
an inscription below, that can be loosely translated as ‘Christ helps me’. To the 
uninformed, the image instils nothing more than the denoted message, no 
‘myth’. The image is thus taken completely at face value. However the new 
logo, Figure 3.16, has the anchorage of the words, which explains the 
significance of the symbol and is thus more informative. 
 
Those who are employed by the school (or have other connections with it) and 
are consequently familiar with the image, have the ‘cultural knowledge’ to attach 
meanings and associations; ‘the myth’ to the image. The ‘spede bird’ as it is 
known, thus gives a connoted message to the informed. As Barthes stated, 
cultural knowledge is essential for an image to be fully understood. To explain 
this Barthes (1977:36) writes, ‘in order to read … the image, all that is needed is 
the knowledge bound up with our perception’. 
 
158 
 
3.8.4 DATA ANALYSIS OF THE PILOT SURVEY 
The design of the questionnaire was finalised (Appendix I), an SPSS code book 
was produced and a data file created in SPSS. 
 
 
3.8.4.1 Data collecting 
Each respondent involved in the pilot study was asked to complete the 
questionnaire (see Appendix I) giving information about themselves and also to 
rank in order both the corporate colours and corporate symbols of the 
organisation. They were also asked for their opinions about corporate colours 
and corporate symbols, whether they are important and if they are proud to be 
associated with the visual symbols of the organisation. 
 
Thirty-one questionnaires were distributed; each respondent received a paper 
and an electronic version, both with a completion date of ten days later. The 
respondents were not chosen at random but were a selected group to give as 
much breadth as possible to the results of the pilot survey as described in 
Chapter 3, section 3.8.2.2. 
 
Both the printed and electronic versions of the questionnaire were distributed so 
that the researcher could ascertain which method was most popular with the 
respondents. A problem occurred almost immediately with one respondent 
trying to print out and then complete the electronic version of the questionnaire 
by hand. Further instructions had to be issued. Within ten days, 28 out of 31 
responses had been obtained. 
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The returned questionnaires were checked that they were complete, accurate 
and also checked for uniformity i.e. that all the respondents had interpreted the 
questions and instructions in the same way. Mistakes can occur, instructions 
can be misunderstood, which can reduce the validity of the data. For example, it 
was discovered that the instructions to rank order both the corporate colours 
and the corporate symbols were not clear, as many respondents did not 
complete these questions as was intended. These findings were noted and will 
be corrected for the major survey. 
 
If a questionnaire had not been returned by the ‘due date’ the respondents were 
contacted again by email to remind them. The disadvantage with this procedure 
was that it could put the respondents ‘under pressure’ to give the answers the 
researcher ‘wants to hear’. The response rate for the questionnaires was very 
high, at 90%. Sixteen of the responses were the paper versions and 12 were 
electronic replies.  
 
 
3.8.4.2 Demographic data 
The data from the questionnaires was entered into an SPSS data file and a 
demographic profile of the pilot survey respondents was depicted and included 
data such as gender, age, type of job, whether they were employed part or full-
time and how long they had been employed by the organisation (see Figure 
3.13). 
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Question Responses Miss
ing 
Tot
al 
Gender Male 14 Female 14       0 28 
Job 
description 
Support 
staff 
10 Teaching 
staff 
13 Maintenance 
staff 
2 Catering 1   0  
Contract Full time 23 Part time  4       1 28 
Length of 
service 
Less 
than one 
year 
 4 One to 
five years 
 7 Six to ten 
years 
9 Eleven to 
twenty 
years 
7 Over 
twent
y 
years 
1 0 28 
Age 20-29 2 30-39 2 40-49 14 50-59 6 60-69 4 0 28 
 
Figure 3.13. Demographic information of the questionnaire respondents 
 
The selected respondents were as representative as possible of the sample that 
will be used for the major survey and their demographic information reveals that 
half of the respondents were male and half female. Half of the respondents 
were between 40 to 49 years of age with the remainder less than 39 or from 50 
to 69 years of age. The age of the respondents almost follows a normal 
distribution pattern; although there is a bias towards the older age range, this is 
a representative range, as it was discovered when analysing the major survey 
that the complete population was also biased in this way. 
 
Individuals from 18 different departments, job types and contracts had been 
asked to respond, to ensure that a stratified random and representative sample 
was obtained. The results obtained revealed that nearly half (13) of the 
respondents were teaching staff and over one-third (ten) were support staff. The 
remainder were maintenance staff and catering staff. Just under one-third (nine) 
of the respondents had worked for the organisation for six to ten years, seven 
had been there for between one and five years and seven for 11 to 20 years.  
 
 
 
161 
 
3.8.4.3 Analysis of the pilot study questionnaire 
The quantitative data obtained was analysed using the SPSS (Statistical 
Package for the Social Scientist) software. This allowed the researcher to 
analyse data in several ways. Firstly, relating to a single variable (known as 
univariate analysis) for items such as which corporate colour the respondents 
consider to be the strongest visual representation of the organisation. However, 
the more illuminating information was obtained by comparing one variable with 
another (bivariate analysis). For example, whether there is a connection 
between the age of the respondents and which example they consider to be the 
strongest logo or colour of the organisation. The data analysis methods are 
described in detail in section 3.11. 
 
The pilot survey was a pre-test for the major survey and formed the basis, with 
improvements of the major survey. The sample of respondents was 
correspondingly small so much of the analysis is not of statistical significance. 
However, this pilot study gathered contextual information, tested the form of the 
survey and allowed further research questions to be considered. 
 
 
3.8.4.4 Identifying the corporate colours 
The respondents were asked which colour or colour combination they 
considered to be the organisation’s strongest visual representation. They were 
asked to rank order the seven samples from strongest to weakest.  
 
Seven respondents (25%) indicated that they thought a combination of navy 
and red was either the ‘strongest’ or a ‘strong’ visual representation and six 
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(21%) had similarly selected the combination of navy and maroon. Three 
respondents also suggested the use of other colours such as gold, silver, the 
combination of red, navy and white, green (representing the junior school) as 
well as a combination of navy and grey. 
 
 
3.8.4.5 Influences on the selection of the strongest corporate colour 
Analysis using cross-tabulation was carried out to discover whether gender, 
age, job type, working full-time or part-time and length of service had any 
influence upon which corporate colour was selected as the strongest by the 
respondent employees.  
 
The respondents’ selection of the most representative corporate colour of the 
organisation does not appear to be influenced by gender, age, job, whether 
working full or part-time or length of service. As the sample size was so small, 
only 28, ANOVA, t-tests were found to have no statistical significance and Chi-
square tests could not be carried out on this data as more than 25% of the cells 
would have a frequency of less than five (Dancey and Reidy 2004:271). 
 
The only perceptible difference was that the majority of the males selected a 
single colour, whereas most of the females selected a combination of two 
colours. According to Birch (2001:39), because of the high incidence of colour 
blindness in males (8%), females (incidence of colour blindness 0.4%) are able 
to identify hues more accurately than males and have less preponderance for 
colour blindness. This added sensitivity to colour attributed to the females 
explains their more complex colour choices. 
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3.8.4.6 The importance attached to the corporate colours 
When asked if they thought that the corporate colours were important to them 
(answering the first research question), 23 of the 28 respondents considered 
them to be fairly important to very important. Only four thought that they were 
not very important and the data was missing for one respondent.  The mean 
score for this data was 3.6, where 3 was fairly important and 4 important 
showing that the respondents considered the corporate colours to be important. 
Not one respondent thought that they were ‘not at all important’. 
 
Some written comments were obtained in response to the query asking ‘Why 
are the corporate colours important to you?’ One-quarter of the respondents 
thought that they helped to establish an identity and four that they helped 
recognition. Others mentioned that they are part of the tradition of the school 
and ‘should reflect the history of all three schools’. The importance of giving a 
good first impression was also made. 
 
Further analysis was implemented to try to discover if there were any particular 
influences on the respondents which affected whether they considered the 
corporate colours to be important or not. In the following section, whether 
gender, age, type of job, working full or part-time or length of service influenced 
the degree to which the respondent employees considered the corporate 
colours to be important will be summarised. The majority of the possible 
influences were found to have no statistical significance. 
 
However, a correlation was carried out on the data to find out if the age of the 
respondents had any influence on how important they considered the corporate 
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colours to be and this was found to be significant; there is a significant (.342) 
positive correlation between the importance of the corporate colours and age, 
so as the respondents’ age increases, they consider the corporate colours to be 
more important. ANOVA was also carried out on the data but as the sample 
size is so small (28), no results of significance were obtained. 
 
A correlation was also carried out on the data, which confirmed that there is a 
significant moderate positive correlation (0.490) between length of service and 
how important the employee respondents considered the corporate colours to 
be. This also shows that as length of service of the respondent employees 
increases, they consider the corporate colours to be more important. Those who 
have worked for an organisation for a long period will have invested more of 
their time and effort into the establishment so are likely to care more about the 
organisation and its corporate colours. This echoes the findings of Dutton, 
Dukerich and Harquail (1994:247) and Mael and Ashforth (1992) who write that 
as length of tenure increases so does the pride and ownership in the company.  
 
After exploring the data relating to how important the respondent employees 
consider the corporate colours of the organisation to be, it appears that both 
age and length of service are the only significant influences. As both age and 
length of service increase (they are already intrinsically linked), the respondent 
employees attached more importance to the corporate colours of their 
organisation. This is only of tentative significance because the size of the 
sample is so small but this will be investigated in the major survey (Chapter 4, 
section 4.4.3). Gender, job-type or whether working full or part-time appears to 
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have little significant influence on the employee respondents’ opinion as to the 
importance of the corporate colours. 
 
 
3.8.4.7 Identifying the corporate symbol 
The respondents were asked what they considered to be the organisation’s 
strongest visual representation. They were asked to rank order seven corporate 
symbols from strongest to weakest. Half of the respondents indicated that they 
thought that the logo ‘Spede bird with the writing’ was the ‘strongest’ visual 
representation and a similar number had selected the logo ‘Spede bird single 
colour’. These two quite similar logos were obviously considered to be the 
strongest visual representation of the organisation.  
 
When asked if they thought another image would represent the organisation 
better, one respondent suggested the use of the colours and the logo together 
were a better representation of the school than the images illustrated and 
another suggested the pupils themselves.  
 
 
3.8.4.8 Influences on identifying the corporate symbol 
Analysis was carried out to discover whether gender, age, job type, working full-
time or part-time and length of service had any influence upon which corporate 
symbol was selected as the strongest visual representation of the schools. As 
the sample size was so small, only 28, ANOVA and t-tests were found to have 
no statistical significance; Chi-square tests could not be carried out on this data, 
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as more than 25% of the cells would have a frequency of less than 5 (Dancey 
and Reidy 2004:271) so none of these analyses were significant. 
 
After carrying out many cross-tabulations it can be concluded that the employee 
respondents’ selection of the most representative visual corporate symbol is not 
influenced by gender, age, job, whether working full or part-time or length of 
service. The only slight difference was that the majority of the females selected 
one particular symbol and the males were equally divided between two 
symbols. However, on investigation this result was not found to be statistically 
significant. 
 
 
3.8.4.9 The importance attached to the corporate symbol 
The research question: How important are the visual elements of an 
organisation’s corporate identity to its employees? is answered with reference 
to the corporate symbols when it was discovered that 26, a very large majority, 
of the employee respondents thought that the corporate symbols of the 
organisation were ‘fairly important’, ‘important’ or ‘very important’ as seen in 
Figure 3.14; only two thought that they were ‘not very important’. The mean 
score for this data was 3.7, where 3 was fairly important and 4 important 
showing that the respondents considered the corporate logos and symbols to 
be important.  
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Figure 3.14 The importance of the corporate symbols to the respondents of the 
pilot questionnaire 
 
Whether gender, age, type of job, working full or part-time or length of service 
influence the extent to which they consider them to be important will be 
discussed in the next section. 
 
Some written comments were obtained from 21 of the respondents who had 
completed the query asking ‘Why are the corporate symbols important to you?’ 
They wrote that the identity that the corporate logos conveyed (nine comments) 
were important. Four mentioned the importance of the traditions of the schools, 
three that the logos provided recognition and two that they give an initial 
impression of the values of the school. 
 
 
3.8.4.10 Influences on the importance attached to the corporate symbol 
Extensive analysis was carried out on the data but it was discovered for this 
pilot study, that gender, age, type of job, working full or part-time or length of 
service did not influence the extent to which they consider the corporate 
symbols to be important. 
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The respondents were asked for any other comments about their feelings and 
opinions about the visual corporate identity of the organisation and 12 replied to 
this query. Some recognised the importance of presenting a strong identity and 
how this should reflect the ethos of the organisation. The general feeling was 
that the logos were sometimes ‘confusing’ and ‘muddled’ and often inconsistent. 
Respondents felt that the emblem should reflect the traditions and history of the 
schools, and although this was important, the symbols could appear ‘old 
fashioned’. There was one opinion that the corporate logo should ‘promote a 
contemporary future based upon the traditional values’. There were several 
criticisms of the stationery, in particular three of the letterhead paper with the 
vertical pink stripe. These detailed replies from nearly half the respondents 
revealed the strength of feeling felt by the respondents about their visual 
corporate identity. 
 
The employee respondents’ opinion as to the importance of the visual corporate 
symbol does not appear to be significantly influenced by gender, job, whether 
working full or part-time or length of service, although nearly half (12) of the 
sample expressed strong opinions about the corporate identity. From the 
descriptive statistics, as age and length of service increase, so does the 
importance that the respondents attach to the corporate symbol. Also the 
majority of the females consider the symbol to be more important than the 
males. However because the sample size is quite small, no useful conclusions 
can be drawn as the results were not found to be statistically significant. 
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3.8.4.11 Employee pride in association with the corporate symbol of their 
organisation 
The second research question: Are the employees keen to be associated with 
their place of work by wearing or carrying an item with the organisation’s symbol 
upon it? was investigated by asking the employees ‘Are you proud to carry/wear 
visual symbols that associate you with your organisation? e.g. sports bag, 
umbrella, tie’ 
 
They had seven possible responses: 
Yes, very proud Yes, proud    A little proud Not very proud  
Not at all proud I never do   Don’t know 
The results showed that 21, were very proud, proud or a little proud to do so. 
Seven said that they never did carry or wear any visual symbols of the 
organisation but none of the respondents answered ‘Don’t know’ (see Figure 
3.15). A mean was calculated which indicated that the respondents were ‘Yes, 
proud’ to carry/wear visual symbols that associate them with the organisation. 
 
Figure 3.15 Pride of the respondents of the pilot survey in carrying or wearing 
visual symbols of the organisation 
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Not at all proud Not very proud A little proud Yes, proud Yes, very proud
Pride in carrying or wearing corporate visual symbols  
- pilot survey  
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3.8.4.12 Influences on employee pride in association with the corporate 
symbol of their organisation 
Whether any particular demographic characteristics influenced the pride that the 
employee respondents felt when carrying or wearing the visuals symbols of the 
organisation was investigated. Before this was done the answer ‘I never do’ was 
removed from the variable to ensure that a true ordinal scale of ranked opinion 
was used. 
 
Having carried out a number of analyses into whether gender, age, type of job, 
working full or part-time and length of service had any influence in the pride that 
these employees felt when they were associated with the corporate symbols of 
the organisation, no significant results were obtained. The conclusion for this 
investigation is that although 21 of 28 of the employee respondents in the pilot 
survey were proud in some degree to be associated with the corporate symbols, 
none of the conditions mentioned influenced this. 
 
 
3.8.5 CONCLUSIONS FROM THE PILOT SURVEY ANALYSIS  
3.8.5.1 The importance of the corporate visual elements to the 
respondents of the pilot survey 
As already mentioned, the pilot survey, although useful, was such a small 
sample size, that mainly only descriptive statistics can be obtained from the 
results and only two results of statistical significance are apparent: as the 
respondents age increased and their length of service increased, so did the 
importance that they attached to the corporate colours. The first research 
question: How important are the visual elements (corporate colours and 
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corporate symbol) of an organisation’s corporate identity to its employees? was 
answered by the pilot survey very vehemently in that the vast majority (23 of 28) 
of the respondents considered the corporate colours to be important to some 
extent (Chapter 3, section 3.8.4.6) and an even higher proportion  (26 of 28) 
considered that the corporate visual symbols were important to some extent 
(Chapter 3, section 3.8.4.9).  
 
Long-term employees and older employees in this sample attach more 
importance than short-term and younger employees to the corporate colours. 
However, gender, job-type, whether working full or part-time appears to have no 
influence on the degree of importance of the corporate colours or symbols. As 
suggested, length of service and age are intrinsically linked and older 
employees who have worked for an organisation for some time consider that 
the corporate colours of their establishment are important, more so than 
younger employees. The older employee has devoted time and energy to an 
organisation that they consider to be a worthwhile employer. It is 
understandable that they should feel the visual representation of that 
organisation to have some significance. 
 
Initially respondent identification of the corporate colour or colours was not 
found to be a clear selection and varied between a combination of navy and 
maroon and a combination of navy and red. The selection of the colours did not 
appear to be significantly influenced by the respondents’ gender, age, type of 
job, whether employed full or part-time or length of service. However, it was 
discovered that the majority of the males selected a single colour and the 
majority of the females a combination of two colours. The employee 
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respondents’ identification of the corporate symbol does not appear to be 
significantly influenced by gender, age, job-type, whether working full or part-
time or length of service. The females are more emphatic in their majority 
selection of one symbol whereas the males were equally divided between two 
examples. 
 
As reported, the majority of the respondent employees do consider that the 
visual elements of corporate identity are important. Based upon the mean 
scores, the respondents judge that the corporate symbols (mean = 3.7) were 
slightly more important than the corporate colours (mean = 3.6).  
 
 
3.8.5.2 Employee pride in association with their organisation. 
In response to the second research question: Are the employees keen to be 
associated with their place of work by wearing or carrying an item with the 
organisation’s symbol upon it? can be answered in the affirmative. Twenty one 
of 28 of the respondent employees are proud to be associated with the visual 
symbols of the organisation. The categories of gender, age, job-type, whether 
working full or part-time or length of service appear to have no significant 
influence upon the respondent employees feeling of pride in wearing or carrying 
the visual corporate symbols of their organisation. Other analyses and 
comparisons were carried out but as they did not appear to elicit any useful or 
unique information, they have not been included.  
 
Nevertheless, the majority of the respondents were proud to be associated with 
the visual corporate symbols of the organisation. It can be purported from these 
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results that as the majority of the respondent employees have a favourable 
opinion of their organisation’s visual corporate symbols, they hold a positive 
opinion of the organisation itself. 
 
Realising that the passion with which the sample respondents considered their 
visual corporate identity, further research questions were designed for the major 
survey to try to discover more about employee perceptions of this visual symbol 
of their organisation. The meanings that the employees associate with the 
corporate symbols will be investigated in the major survey. The lessons learnt 
from conducting the pilot survey questionnaire and the interpretation of the data 
will be acted upon for the design of the major survey questionnaire. 
 
The pilot study was a useful trial for the major survey but as the sample size of 
this pilot was so small, only descriptive statistics can be obtained and very little 
of statistical significance can be drawn from the data. However, it was a useful 
test and was found to generate valuable data, which for a larger sample should 
have statistical significance. Much was learnt from the administration and 
analysis of the pilot survey and a number of improvements made to the 
research method and adopted for the major survey which is described in the 
next section. 
 
 
3.9 Questionnaire design for the major survey 
The questionnaire for the major survey was improved and a further research 
question was added, ‘what meanings do the visual symbols of their organisation 
engender in the employees?’ To investigate this, attitude measurement scales 
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were added, to add to the content of the data collected and discover the 
meanings that the employees associate with the school’s logo. 
 
 
3.9.1 Methods of measuring attitude  
Attitudes are said to presuppose a tendency to behave in a particular way or 
hold a specific opinion (Mullins 2002:899). Values are more related to what is 
desirable and what ‘should be’ (Mullins 2002:326). According to Gross (1987), 
cited by Mullins (2002:326), ‘to convert a belief into an attitude, a value 
ingredient is needed, which, by definition is to do with an individual’s sense of 
what is desirable, good, valuable, worthwhile and so on.’ 
 
So it follows that if an attitude or opinion of an individual is measured, it 
provides an insight into what that individual believes to be good, worthwhile or 
perhaps not desirable. If several attitudes or opinions are measured, a picture is 
built up of the opinions and beliefs of that respondent. If the opinions of a 
number of respondents (the sample population) are measured and analysed, 
then an overall representation is created of the perceptions and beliefs of the 
sample population, the employees, a vital yardstick for management. 
 
Attitudes and associated meanings can be measured in many ways but the two 
most common are by direct observation and self-reporting techniques (Mullins 
2002:327). Direct observation can be an informal approach and is not always 
accurate, as wrong impressions can easily be given or received. Self-reporting 
is usually achieved by individuals completing a questionnaire, the method 
adopted for this research. 
175 
 
Understanding the attitude of employees towards their organisation is 
fundamental to effective management. Research infers that attitudes are not 
formed in isolation but by reactions with, and the influences of, others. If the 
members of an organisation share opinions, they feel that they ‘belong’ and are 
included, they feel positive (or perhaps negative) about working in the 
organisation. The corporate logo of an organisation is a symbolic representation 
of the corporation so employee attitude to the graphic symbol of an organisation 
and the meaning employees’ associate with it can, by inference, be 
representative of the employee attitude to the company. Using the Likert 
scales/semantic differential to ascertain employee perceptions in this way is a 
fundamental aid to the executives of an organisation. 
 
Thomas and Znaniecki (1918) first used the concept of ‘attitude’ to explain 
social behaviour. They viewed attitudes as individual mental processes that 
determine a person’s actual and potential responses (Ajzen and Fishbein, 
1980:13). Early research in attitude measurement concludes that 
‘various…attitudes…influenced people’s thoughts and actions’ (Ajzen and 
Fishbein, 1980:13). Early social scientists assume that attitudes could be used 
to explain human action and this was not challenged until the late 1960s, 
although in 1929 Thurstone (1929) introduced psychometric tests along a single 
continuum (scale). He proposed that in order to compare one person’s attitude 
with another, they must all be measured on the same scale from positive to 
negative i.e. a bipolar scale ranging from extremely unfavourable, through 
neutral to extremely favourable. The extremes are decided by a number of 
‘judges’ who are a representative sample of the population whose attitudes are 
going to be investigated. The mean score of a number of these scales is then 
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calculated to give an individual’s attitude score, which could be either positive or 
negative.  
 
In 1932, Rensis Likert refined this method; he dispensed with the judges and 
proposed a method of summated ratings. A five-point scale is adopted and 
respondents are asked to express their attitudes to items by selecting a 
response from, ‘agree strongly, agree, undecided, disagree, and disagree 
strongly’ (cited in Ajzen and Fishbein, 1980:16). The scoring is such that strong 
agreements would score five, and strong disagreements, one; thus the higher 
the score the more favourable the attitude. Ajzen and Fishbein (1980:21) state 
that Thurstone and Likert scales ‘rely on beliefs or intentions to infer a person’s 
attitude’. 
 
In 1957, Charles Osgood (Ajzen and Fishbein, 1980:20) developed the 
semantic differential which he realised could be used to measure attitude. This 
consists of a bipolar evaluative adjective scale with seven intervals. For 
example, a respondent could be asked how they rate a particular subject from 
harmful to beneficial, or from good to bad. They could score from -3 on the 
negative side to +3 on the positive side and the sum of all the scales will be a 
measure of the respondent’s attitude towards the subject (see Figure 3.16). 
 
 -3 -2 -1 0 1 2 3  
Harmful        Beneficial 
Unpleasant        Pleasant 
Figure 3.16. An example of Osgood’s Semantic Differential 
 
An adaptation of the scale above is not to use the negative figures which can 
produce anomalies in analysis (multiplying negatives together gives positives 
and leads to confusion in analysis using SPSS) but to have the most negative 
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answer scoring 1 and the most positive, 7, with the score of 4 as the mid-point, 
similar to Likert but with a seven-point rather than a five-point scale (see Figure 
3.17). 
 
 1 2 3 4 5 6 7  
Harmful        Beneficial 
Unpleasant        Pleasant 
Figure 3.17. An adaptation of Likert’s and Osgood’s Semantic Differential 
 
Davies and Chun (2002:146) developed their ‘corporate personality scale’ from 
studies of employees and customers’ perceptions of the corporate identity of 
fifteen organisations to ascertain both the internal and external audiences’ 
perception of the image and the identity of an organisation and discover if there 
is a difference between the two. This is carried out using seven different 
dimensions, each containing 16 facets assessed by 49 items. The dimensions 
reflect human personality traits such as ‘agreeableness’ and ‘enterprise’, the 
facets of agreeableness are ‘warmth’, ‘empathy’ and ‘integrity’ and the items of 
‘warmth’ for example, are ‘cheerful’, ‘pleasant’, ‘open’ and ‘straightforward’. The 
seven dimensions were measured using a five-point Likert scale from ‘strongly 
agree’ to ‘strongly disagree’ in conjunction with the descriptors and asked 
customers how they would judge the organisation if it ‘came to life as a human 
being’ (Davies and Chun 2002:150). Using this complex system, they 
discovered that the perception of the organisation differed from one audience to 
another. This method is again similar to but more involved than the semantic 
differential scale developed for this research. 
 
Punjaisri and Wilson (2011) used a five point Likert scale in their questionnaires 
when investigating employees’ views of internal branding in hotels in Thailand. 
They measured identification, commitment, loyalty, performance, work 
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environment and internal branding using this method and assessed the validity 
and reliability by carrying out a factor analysis, then removing items that were 
seen to cross load, this is a similar technique to that adopted for this research 
see Chapter 5, section 5.4. 
 
Henderson and Cote (1998:14) mention research by Interbrand Schechter in 
1994 that showed that evaluations of an organisation’s symbol can affect the 
evaluation of the organisation itself. Thus employees’ responses to the symbol 
of their organisation are an indication of their perception of the organisation. 
When testing affective ratings of logos, Henderson and Cote also used a seven-
point semantic differential scale (Henderson and Cote 1998:19).  They asked 
their respondents to rate the designs of the logos using similar precepts to 
those used in this research. They conclude that there is scope for further 
research in the area of employee opinion about corporate identity, particularly 
when the corporate symbol is linked to the company name; they also concede 
that their results may be influenced by the design or usage of the logo 
(Henderson and Cote 1998:28). Ajzen and Fishbein (1980:26) concede that 
however attitude is measured, it is only one of the many factors that influence 
behaviour.  
 
Oppenheim wrote that ‘this (semantic differential) approach can be used to 
obtain brand images’. His semantic differential example was designed for 
players in international crisis simulation games, to measure their attitudes 
towards different countries (Oppenheim 1992: 237). 
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These researchers confirm the usefulness of the Likert scale and the semantic 
differential to measure the attitude of individuals and above all a group of 
respondents so that an overall representation is obtained of the beliefs and 
opinions of the sample population. Oppenheim’s and others methods are a 
logical one to adapt for this research, to measure employees’ perceptions of 
their organisation’s corporate symbol 
 
 
3.9.2 Attitude measurement for this research 
A questionnaire to measure attitude has to be carefully designed to ensure that 
the desired information will be obtained and that it is not ambiguous to the 
respondents. As Oppenheim (1992:237) writes that research has shown that 
seven interval semantic differential scales are optimal, that version will be 
adopted for this research. In conjunction with the logo or symbol of the 
organisation, the respondents will be asked their perceptions under 20 different 
bipolar adjectives using seven-point scales (e.g. benevolent/malevolent) – the 
more positive the response, the higher the score (see Figure 3.18). This will 
reveal the meanings, either positive or negative, that the respondent employees 
associate with the company logo – so revealing their perceptions of the 
organisation (Olins 1995:73). The meanings of the seven divisions of the 
differential were delineated as shown in the column headings below.  
 
 1 2 3 4 5 6 7  
 Extremely Very Fairly Neither/nor Fairly Very Extremely  
Malevolent        Benevolent 
Insecure        Secure 
Figure 3.18 An adaptation of Osgood’s Semantic Differential used for this research 
 
180 
 
The 20 bi-polar descriptors were selected, based upon several influences; 
Oppenheim’s (1992:238) example of the semantic differential, readings about 
attitude measurement in employees, Henderson and Cote’s (1998) writings 
about logo analysis, Bernstein’s (cited in van Riel 1995:50), (see Chapter 3, 
section 3.2.3) responses to the pilot study and direct observation carried out 
within schools.  
 
After designing the semantic differential, the questionnaire was distributed to a 
few employees at the school and upon analysis it was discovered that some of 
the selected group of descriptors really did not invoke informative responses. 
The results from the first pilot questionnaire were revisited, specifically where 
respondents were asked, why the corporate colours and the corporate logos of 
the school were important to them and what they thought of them. From the 
written comments of these results, a number of descriptors were found to 
reoccur: Identifiable, traditional, well presented, confused and symbolic. 
 
The less successful descriptor pairs (humble/arrogant, poor/wealthy, soft/hard, 
modern/old fashioned and rigid/flexible) were removed from the semantic 
differential in the pilot version and then the aforementioned five descriptors 
mentioned in the comments and their antonyms were adopted.  
 Identifiable/unidentifiable,   traditional/unconventional,    
well-presented/untidy, confused/enlightened,      symbolic/unrepresentative,  
After this trial, the respondents’ selections were more informative and this 
approach was adopted for the major survey once any ambiguous words had 
been altered. For example ‘warm’ and its antonym ‘cool’ was changed to ‘warm’ 
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and ‘cold’ as the modern day colloquial usage of ‘cool’, meaning admired or 
acceptable, could have confused or misled the respondents. 
 
The differential scale was varied so that the most positive responses were not 
always on one side and the negative on the other.  This was to ensure that the 
respondents could not just complete the questionnaire by ticking a column of 
responses to speed up their answers which would achieve a similar result for 
each variable. This is known as a ‘halo’ effect (Oppenheim 1992:231) and 
occurs if the rating scales are arranged underneath each other with the 
favourable response consistently on one side. The respondents may then, 
having decided upon their perception of the subject under investigation, just tick 
the boxes in the same position in a column without thinking about each variable. 
The results and analysis of the major survey are reported in Chapters 4 and 5. 
 
 
3.10 Interview surveys in corporate identity 
Interviews were also used as a method for this research. An interview is ‘A face 
to face situation in which the researcher sets out to elicit information or an 
opinion from a subject’ (Allison et al., 1996:25). Interview surveys are more time 
consuming for the researcher than questionnaires both in conducting them and 
writing detailed transcripts. The advantage of the interview is that questions not 
anticipated by the survey questionnaire can occur and be answered. 
 
Balmer and Soenen (1999) developed the ACID Test to measure corporate 
identity. Interviews with representative personnel are analysed under the 
headings of Actual Identity, Communicated Identity, Ideal Identity and Desired 
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Identity. This has now been further developed into the REDS2 AC3ID Test 
(Balmer and Stuart, 2004) which comprises a particular interview analysis 
process and includes the Conceived Identity (the perceptions of the identity held 
by the various audiences – of relevance to this research) and the Covenanted 
Identity (the promise that relates to the brand). The AC3ID test is diagnostic and 
reveals any relationships and possible misalignments between the six identities 
found within an organisation. The REDS2 (Balmer and Stuart 2004:6) refers to 
the method of implementing the AC3ID test: ‘Revealing the six identity types’, 
‘Examining key interfaces’, ‘Diagnosing the problem areas’, ‘Selecting the 
interfaces that need to be realigned’ and ‘Strategy development to accomplish 
realignment’. 
 
Melewar and Karaosmanoglu (2006:849) investigated what respondents 
thought were the key components of corporate identity by conducting 32 in-
depth, unstructured interviews with employees at different levels in 20 different 
companies. The majority of those interviewed recognised the importance of 
maintaining a high quality visual corporate identity. Melewar and 
Karaosmanoglu (2006:852) report much qualitative data from the transcripts 
revealing the opinions of the respondents, similar to the comments gathered 
from the questionnaires and the qualitative data from the interviews reported in 
this research. 
 
Interviews were also conducted by Vallaster and de Chernatony (2006:766) on 
30 employees from nine companies to investigate whether the management 
encourage change to support brand-supporting behaviour from employees. 
They discover that successful leaders act as a catalyst on two levels; by 
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aligning the components of corporate identity and mediating between these 
components and the individual employee. 
 
In his research into employee perception, Van Rekom develops an approach to 
measure corporate identity by interviewing employees to ascertain what is 
important to them about their organisation and how they fulfil their jobs (Van 
Rekom 1997:416). Similarly in this research, respondents were asked why the 
components of visual corporate identity were important to them. In van Rekom’s 
investigation, after the respondent describes what they do, the interviewer asks 
why it is important to them. The repetition of the question results in more 
general answers being given, which eventually produces a complex ‘laddering’ 
system of relationships and underlying employee values being discovered. 
 
Van Riel and van den Ban (2001:435) investigated the evaluations of a bank’s 
new logo by interviewing and asking customers what they associated with the 
new design. Some were descriptive associations, others, similar to this 
research, were more intangible such as ‘life’ or ‘warm/friendly’. Van Riel and 
van den Ban conclude that the respondents associated more meanings with the 
logos if the name was also included. After the launch of the logo and an 
advertising campaign, customers did associate the meanings with the logo that 
the bank had intended. 
 
Prior to distributing the questionnaires for their research into employees’ views 
of internal branding in the hotel industry in Thailand, Punjaisri and Wilson 
(2011) completed in depth interviews with 30 employees in six hotels. the 
interviews were taped and transcribed and analysis was carried out based upon 
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Miles and Huberman’s (1984) framework. They find that the interviewees 
stressed the importance of coordinating internal communications which would 
give the employees an ‘idea about the brand’ and all the interviewees express a 
sense of ‘belonging’ to the brand. 
 
These examples illustrate that interviewing is a very useful method to obtain 
valuable information from employees and, particularly the last example, further 
emphasise the importance of favourable employee perception towards the 
visual corporate identity or brand of their establishment. 
 
 
3.10.1 Group interviews or focus groups 
A focus group is a research strategy which involves intensive discussion and 
the interviewing of small groups of people on a specific subject or ‘focus’ 
(Marshall 1998:233). This method has the advantage of members prompting 
ideas in others but the disadvantage in that it is not personal and some 
individual opinion may be ‘lost’ in the group. 
 
As well as other methods, Van Riel and Balmer use focus groups in their 
research into corporate identity. Van Riel and Balmer (1997:348) write about the 
research to establish the ‘desired corporate identity’ of an organisation and 
recommend the use of Bernstein’s spider-web method. This is a qualitative 
research technique to monitor group discussions with selected employees of 
the company to ascertain their perceptions of the organisation.  
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An external consultant would lead the discussion and initially would ask the 
participants how they would describe their organisation. This would be followed 
by more specific descriptions, in total about ten attributes. The participants 
would then select the eight most important characteristics and rate these from 
one to ten. The descriptors that are used here, such as ‘reliable’ and ‘integrity’ 
are very similar to the meanings such as ‘trustworthy’ and ‘wise’ used in the 
semantic differential to measure attitude in this research (Chapter 3, section 
3.3.6). To analyse the results, the aggregated average group score is then 
presented as a wheel with eight spokes, each representing a ten point scale 
with the zero value in the middle. The spider-web diagram visually represents 
the employees’ perceptions of the company and the ‘ideal attributes of the 
corporate identity’ (Van Riel and Balmer 1997:348) as decided by a particular 
group discussion. An example is shown in Figure 3.19. This method is related to 
Balmer and Stuart’s (2004) ‘Ideal identity’ of the organisation, whereas this 
research is concerned with employees’ perception of the organisation’s visual 
corporate identity, its ‘conceived identity’ as perceived by the employees. The 
researcher considered this method but concluded that, although excellent for 
the result of a few discussions, spider webs would be difficult to analyse for 
many individuals or for multiple discussions as the results would be overlaid 
upon each other and would become visually very confusing. 
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disadvantages are that the respondents do not remain anonymous, and with 
different interviewers, a bias in the responses can be unwittingly created. The 
amount of time that interviews and their transcriptions take is also a drawback. 
In this mixed methods case study, the quantitative data from the questionnaires 
was analysed and interpreted which prompted the interview questions. 
 
Using more than one method during an investigation elucidates more 
knowledge and the results can be compared and more reliable conclusions 
formed. As Kane (1995:52) and Cohen and Manion (1994:233) advocate; 
comparing the results of different types of research gives the researcher 
confidence in the findings. Filstead (1979:45) is even more emphatic when he 
writes that the two approaches are ‘fundamentally different epistemological 
frameworks for conceptualizing the nature of knowing’. Bryman (1988:94) 
compares the nature of the data obtained through the two methods and 
perceptively says that the quantitative method is ‘hard and reliable’, whereas 
data from qualitative data is ‘rich and deep’. De Vaus (2002:272) writes that ‘the 
interview is a flexible and adaptable way of finding things out’ and  recommends 
interviewing after a quantitative study has been carried out, to obtain qualitative 
data to ‘validate particular measures’ (de Vaus 2002:271). This is how  with this 
research was organised, as quantitative data was collected by the 
questionnaires and then analysed which produced certain findings but to 
supplement this, a number of interviews were also carried out to elucidate 
qualitative data.  
 
Interviews are a narrative method of research and are ideal when the 
researcher is trying to discover more insights into the life of an organisation 
(Easterby-Smith, Thorpe and Jackson 2008:95).They also help to reveal the 
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relationship of individuals with their organisation. Interviews should reveal not 
only the points of view of the interviewee but why they hold this particular 
opinion (Easterby-Smith, Thorpe and Jackson 2008:144). Interviews can be 
highly structured or can be much freer and more akin to a conversation, 
however the interviewer must take care not to talk too much (Robson 2002:274) 
and to ensure that the questions asked are straight forward and clear Robson 
(2002:244). The structured interview produces answers to standard questions, 
however the more open interview gains the confidence of the interviewee and 
the responses are in consequence more personal and more revealing. The data 
from interviews can be collected in different ways; recordings, video, diary 
studies, in-depth notes and so on. The interviews for this research were 
recorded and then transcribed. 
 
To elucidate useful information about the topic, the interviews carried out in this 
research were semi-structured. However the choice still has to be made 
whether to further enquire into one line of questioning or to discard it, decisions 
that have to be made at the time of the interview. Further enquiring into one line 
of questioning is known as ‘laddering’ and many ‘why’ questions are used for 
this, to probe deeper into a particular topic and reveal the values of the 
individual (Easterby-Smith, Thorpe and Jackson 2008:146). This was a method 
successfully used by van Rekom (1997:416) when he interviewed employees to 
discover why their jobs were important to them. Too many ‘why’ questions can 
irritate the interviewee so they need to be varied and Easterby-Smith, Thorpe 
and Jackson 2008:147 suggest that other questions such as ‘Can you give me 
an example?’ should be employed too.  
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After an introduction, the interviewer should start the questioning with some 
easy, non-threatening questions to ensure that the interviewee and interviewer 
are settled (Robson 2002:277). Bias should be avoided when interviewing and it 
can be difficult for the researcher not to impose their own opinions on the way 
that the questions are asked and also how they are interpreted. Cues that lead 
the interviewees to respond in a certain way should also be avoided (Robson 
2002:274). Using open questions can help to avoid this but the researcher does 
not want vague answers to these questions. Every interviewee should be asked 
the question in the same way (Oppenheim 2002:87) although variables have to 
be taken into account and to obtain the best from an interviewee the flexibility of 
the interviewer to probe further has to be considered. 
 
Easterby-Smith, Thorpe and Jackson 2008:148 and Robson (2002:276) 
suggest that certain ‘probes’ can be employed to assist, such as repeating the 
initial question, or asking, ‘What do you mean by that?’ They also advocate the 
use of silence and waiting for the interviewee to respond – an uncomfortable 
method to implement, but an effective way to gain information. Another idea is 
to repeat the last few words that the interviewee has said and then ask them to 
explain more. Using a similar method, interpreting and then repeating back to 
the interviewee what they have said can sometimes prompt the interviewee to 
rethink and rephrase their answer Other questions, such as, ‘Have you thought 
about…?’ or ‘Did you know that…?’ can also prompt responses. Oppenheim 
(1992:81) suggests that the probes used to elicit further information in an 
interview should be standardised to ensure similarity and conformity. 
 
The social and professional relationship between the interviewer and 
interviewee can affect the answers given. The interviewee may choose to give 
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the answers that the interviewer ‘wants to hear’ to avoid any repercussions from 
their answers or because they just want to get the interview over with. Using 
suitable language is also important and complex words and phrases are 
inappropriate for some interviewees and would make them feel uncomfortable 
although clarity of meaning must still be maintained. Rapport needs to be 
sustained so that the interviewee respondent feels that something pleasant has 
been accomplished (Oppenheim 1992:82). There are ethics to consider too, no 
harm should come to the interviewee as a result of their participation in the 
research and their right to privacy is paramount. If an interviewee were to 
become upset by the questioning then the interview should be abandoned 
(Oppenheim 1992:83).  
 
The location and setting of the interview can affect the responses given and a 
non-threatening environment is essential, neutral ground is ideal. For example, 
carrying out interviews in the top manager’s office would be detrimental to the 
respondents, unless they were the top manager! How the interview is recorded 
can also appear threatening to the interviewee and before starting the dialogue, 
permission must be obtained from the interviewee. Good recordings are 
essential for accurate transcripts and also when listening again, remarks and 
implications can become apparent that were missed initially (Easterby-Smith, 
Thorpe and Jackson 2008:150). 
 
Group interviews are a useful method, also employed for this research. Rather 
than trying to conduct a number of interviews simultaneously, the group 
interview should be a situation where those taking part feel comfortable to 
express their opinions and with some guided structure from the moderator 
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(interviewer), results in a ‘steered’ conversation. Whether the group should be 
homogenous, share common characteristics such as job or age, or whether the 
group should be heterogeneous (different backgrounds and experiences) is 
debatable (Robson 2002:286). The latter could lead to lively discussion but the 
former creates a ‘safer’ environment for individual’s opinions to be expressed. 
 
Easterby-Smith, Thorpe and Jackson 2008:151 suggest using a topic guide so 
that the main areas of interest are covered, although others may emerge. As 
with one-to-one interviews, the location needs to be chosen with care to ensure 
that the participants feel relaxed and not under pressure. Curran and Downing 
(1989) used the technique of the group interview to validate their questionnaire 
responses (Easterby-Smith, Thorpe and Jackson 2008:153), exactly the same 
situation as this research.  
 
The disadvantages of a group interview is that it is difficult to follow an 
individual’s view and the dynamics of the group and hierarchies can also affect 
responses, also the number of questions covered is limited. However much 
data can be collected efficiently, the participants tend to enjoy the experience 
and the group dynamics help in focussing on the most important topics and it is 
easy to ascertain whether or not the participants are in agreement (Robson 
2002:284). 
 
Once the data from the questionnaires had been analysed, the interviews for 
this research were carried out with twelve selected individuals, including one 
group interview of three people. The data from the interviews adds to the 
knowledge of the findings from the questionnaire so the profile of the 
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interviewees asked corresponded to the profile of those who had been found to 
be of statistical significance in the first analysis.  
 
The interview questions were designed to answer the research questions, but in 
more detail and the results of the factor analysis from the questionnaires 
prompted some interview questions. The results and analysis of the interviews 
are reported in Chapter 6. 
 
 
3.11 DATA ANALYSIS 
The quantitative data arising from the survey was analysed using the SPSS 
software, following the guidelines of Bryman and Cramer (2001) and Dancey 
and Reidy (2004). The written comments from the questionnaires and the 
qualitative data from the interviews were also analysed using a colour coding 
method developed by the researcher, see Chapter 3, section 3.11.6. The data 
were interpreted and the findings elucidated employee attitude to the visual 
aspects of corporate identity within the organisation investigated. 
 
Bryman and Cramer (2001:7) write that ‘One of the chief preoccupations among 
quantitative researchers is to establish causality’. For a causal relationship to be 
established, three criteria have to be satisfied. First, a relationship between two 
variables must be found i.e. that the values of one variable directly correspond 
with the values of another. Secondly, the relationship must be demonstrated to 
be non-spurious.  
‘A spurious relationship occurs when there is not a ‘true’ relationship 
between two variables that appear to be connected’. (Bryman and 
Cramer, 2001:9) 
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Thirdly, it must be shown that the cause precedes the effect, that is to say that 
the time order is correct and that the posited cause exists before the effect is 
measured. 
 
 
3.11.1 Correlation and cross-tabulation analysis  
After the answers from the questionnaires are collated, the data is analysed in 
various ways. Correlations are carried out to see if any particular characteristics 
of the employees (e.g. age or length of service) have any statistical influence 
upon the answers given. A correlation is a comparison of two scaled variables 
to ascertain whether they have a relationship with each other. As Bryman and 
Cramer (2001:158) describe,  
‘we say that there is a relationship between two variables when the 
distribution of values for one variable is associated with the distribution 
exhibited by another variable’.  
Cross-tabulation is another simple method to show the joint distribution between 
two variables by comparing their values and is usually presented as a matrix. 
To ascertain whether a cross-tabulation is statistically significant, the Chi-
square test is used. This starts from an assumption that there is no relationship 
between the variables, a null hypothesis. If this is disproved then there is the 
probability of a relationship.  
 
A correlation measures more than a cross-tabulation in that it indicates the 
direction and strength of any existing relationship. By direction, the relationship 
can be either positive or negative; positive means that high scores on one 
variable are associated with high scores on the other and low scores show a 
similar relationship. A negative relationship is when high scores of one variable 
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are associated with low scores of the other. This method was used in the 
analysis to establish whether age or length of service had any significant 
influence upon the responses given to the survey. 
 
 
3.11.2 The t-test  
The t-test is a method of analysis to be used with two different conditions, for 
example to discover if two different groups show similar or dissimilar responses 
to a question and whether this is of statistical significance. This method was 
used in this research to determine if responses are influenced by gender or by 
working full-time or part-time. The t-test measures the effect that is the ‘extent to 
which the two means of the groups differ, in terms of standard deviations’ 
(Dancey and Reidy 2004:209). If the responses of the two groups are very 
similar, then the effect size is small, if their responses differ, the effect is larger. 
‘The larger the variance between the groups, compared with the variance within 
the groups, the larger the t-value’ (Dancey and Reidy 2004:212).  
 
For a t-test to have statistical significance, various assumptions have to be met. 
Firstly, that the data should show a normal distribution and there should be 
similar numbers of participants in the groups. The latter condition, though, can 
be adjusted by using a weighted average when comparing results (Dancey and 
Reidy 2004:217). 
 
 
3.11.3 ANOVA  
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To discover if there is statistical significance for more than two groups of 
variables, if they show similar or dissimilar responses, ANOVA is used. This is 
the acronym for Analysis of Variance (Dancey and Reidy 2004:290). This is 
very similar to the t-test and again for this to be accurate, the groups should 
show a normal distribution and have similar numbers of participants. The 
groups should also show a homogeneity of variance, i.e. that the variances (the 
distribution of the data around the mean) are similar for the two groups. This is 
called Levene’s test and is carried out by the SPSS software. If the p-value 
(probability value) is less than 0.5, then the variances are different but if the p-
value is greater than 0.5 then it can be assumed that the variances are roughly 
equal (Dancey and Reidy 2004:221), so the results of the ANOVA can be 
verified. This method was used in the analysis to establish whether working in a 
particular department had any significant influence upon the responses given to 
the survey. 
 
 
3.11.4 Factor analysis  
Following the results and analysis of the pilot survey, the questionnaire design 
and the research questions were reconsidered and the semantic differential 
scales were introduced. This called for different methods of statistical analysis. 
Factor analysis ascertains ‘patterns of correlations’ (Dancey and Reidy 
2004:414) that can be observed when individuals give scores on a number of 
variables (the semantic differential scale). A matrix of correlation coefficients is 
created and similar patterns are looked for. If two (or more) responses show a 
similar pattern, ‘then psychologists believed that there was a factor that caused 
the observed pattern on the correlations’ (Dancey and Reidy 2004:414). The 
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factor itself could not be observed but could only be revealed by examining the 
patterns of the correlations. The number of factors that emerge from this type of 
analysis is in consequence smaller than the number of variables at the start of 
the analysis and this has the effect of condensing and summarising the 
information. In this case, factor analysis is used to identify the constructs of 
visual corporate identity, based upon the school’s employees’ perceptions of the 
meanings they associate with the corporate symbols. 
 
For factor analysis to be carried out, certain conditions have to be met. The size 
of the sample has to be adequate and both Bartlett’s Test of Sphericity and the 
Kaiser-Mayer Olkin measure of sampling adequacy have to be met. The 
Bartlett’s Test of Sphericity analyses the matrix of the correlation coefficients to 
ensure that it is an identity matrix and that the dependent variables are 
correlated (Bryman and Cramer 2001:215). Significant results are obtained 
when the variables are correlated and this is indicated by a small statistical level 
of significance. The Kaiser-Mayer Olkin measure is of sampling adequacy; it 
indicates whether or not the variables are similar. Small values (under 0.5) 
indicate that the factor analysis has no validity, whereas higher values (over 
0.5) are more encouraging. 
 
Initially in factor analysis, the correlation matrix is created to check if the 
variables do correlate and so share common traits, called communalities. 
Variables, whose score is below 0.5, show less in common with other variables 
and these variables can be removed and the factor analysis carried out again. 
To determine which variables show similar characteristics, the matrix is rotated 
and from this components (factors) are generated and those variables with a 
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score over 0.5 are deemed to be important. Certain variables may cross-load 
between two components and these too can be removed to see if a ‘better fit’ is 
obtained. A certain amount of experimentation has to take place to acquire the 
best result from factor analysis. The usual method of rotation is the Varimax 
method and this was used in this research (see Chapter 5, section 5.4). 
 
Once the variables have grouped themselves satisfactorily into the factors or 
components, then each factor needs to be named, based upon the 
characteristics of the variables of which it comprises. Further analysis on the 
data can then take place using the factors themselves as variables to discover 
any trends of statistical significance using correlations, t-tests and ANOVA. This 
method was used to further investigate the data produced by the semantic 
differentials of the major survey. 
 
 
3.11.5 Regression analysis  
Regression analysis is similar to correlation but reveals more about how one 
variable affects another in both magnitude and direction. For example, linear 
regression will answer the question ‘by how much will y change if x changes?’ 
(Dancey and Reidy 2004:374). Regression analysis is therefore very useful in 
predicting likely outcomes and values. There are two versions of linear 
regression: simple regression, when two values are compared, and multiple 
regression, when more than two variables together determine the value of 
another. 
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Four criteria have to be met for multiple regression analysis to be viable. Firstly, 
the number of participants (N) in comparison to the number of variables must be 
checked. This figure varies from 15 to 40 participants per variable but 
Tabachnick and Fidell (2001) state that the best way to determine sample size 
is: 
 N ≥ 50 + 8M where M is the number of explanatory variables 
 
The second criteria for multiple regression analysis to be successful is that the 
criterion variable should be drawn from a normally distributed population. The 
third criteria is that variables should be linearly related to the criterion variable, 
so a correlation is carried out to determine whether this is statistically 
significant. The fourth criteria that has to be met is that there are no outliers or 
extreme scores. Using a seven-point semantic differential scale limits the 
responses available to seven, so there would be no outliers. Regression 
analysis can then be carried out on each of the factors to try to determine trends 
of statistical significance. Regression analysis was used to determine if the 
respondents considered the corporate visual symbols to be especially important 
and the particular meanings that they also attached to them (see Chapter 5, 
section 5.5). 
 
 
3.11.6 Analysis of the comments and the qualitative data 
Using the quantitative analysis as a starting point to provide some themes, the 
respondents’ comments will also be examined. Rather than employing software 
to do this, the data will be colour coded to easily identify responses under 
similar meanings or headings (nodes). The similar written responses will then 
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be grouped together to ascertain the quantity of similar replies. From this 
grouping, the comments can be analysed and examined to see if they 
correspond or conflict with any trends of significance that are discovered from 
the quantitative data. This is a similar method to that used by Vallaster and de 
Chernatony (2006:766). 
 
The qualitative data from the interviews can be analysed in a number of ways; 
grounded analysis, discourse analysis, narrative analysis, conversation analysis 
argument analysis and content analysis. These methods vary and which the 
most appropriate to use is influenced in part by how the data is obtained and 
also the philosophy and methodology of the investigation itself. 
 
In grounded analysis, where no hypotheses or preconceived ideas exist for the 
research, analysis of the qualitative data from the transcripts is complex and 
although computer analysis is available it can structure the data in an unhelpful 
way so, systematic coding of the data by the researcher is preferable for 
qualitative interview data. Focused codes are conceptual whereas axial codes 
specify categories and sub-categories. The labelling of the codes can be done 
either by using the language of the interviewees or using the researcher’s terms 
(Easterby-Smith, Thorpe and Jackson 2008:179).  
 
Discourse analysis is not only concerned with conversation but also includes 
text sources such as newspaper articles, advertisements, etc... It can also take 
into account body language, hand signals and is used in psychological research 
(Easterby-Smith, Thorpe and Jackson 2008:182). This seems very complex and 
inappropriate for this investigation. 
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Narrative analysis is also used to analyse natural language data and has its 
foundations in the way that people describe or account for events – story telling. 
It is used when a number of people describe the same event, but in their own 
words. (Easterby-Smith, Thorpe and Jackson 2008:182). This again is not a 
suitable method of analysis for this interview data. 
 
Conversation analysis is used to precisely analyse a conversation between two 
or more people, for example at selection interviews. Again the interviews carried 
out here are not a conversation but seek answers to substantiate or refute the 
data that has already been obtained. Similarly in argument analysis, the 
respondent is directly involved and they describe an event and critically reflect 
on what has happened and how things might have been changed to encourage 
future improvement (Easterby-Smith, Thorpe and Jackson 2008:183). This 
method is not relevant for this research. 
 
In content analysis certain key words and phrases are identified and their 
frequencies analysed. This is a method used in historical transcripts to 
determine authorship. The selection of the key words depends upon the 
hypothesis that is trying to be proved or disproved by the researcher although 
new themes that emerge can be added to the analysis. This is a method 
advocated by Miles and Huberman (1994) and the heart of the method is a 
matrix system which captures the constructs on one axis and the respondents 
on the other (Easterby-Smith, Thorpe and Jackson 2008:175). This method 
seems to be an excellent one to adopt for this research as it should clearly 
show the results of the data collected yet is not using complex software which 
could obscure or confuse. 
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All the methods described above can be analysed using CAQDAS (Computer 
Aided Qualitative Data Analysis Software) software and a number of packages 
are available to do this. The packages store transcripts and data and so long as 
the data input is exact and methodical, the software can perform quick and 
efficient searches for specific concepts in vast quantities of data (Easterby-
Smith, Thorpe and Jackson 2008:185). The CAQDAS software in invaluable 
when large quantities of qualitative data needs to be analysed and the data is 
being collected by a number of different researchers. As the data is inputted into 
the CAQDAS software it is coded according to various pre-named nodes that 
have been labelled according to the themes or variables determined by the data 
and research questions. This is so that in future retrieval of similar phrases can 
easily be carried out and analysis conducted. 
 
The success of using the CAQDAS software for an enquiry is therefore very 
dependent upon the way that the data is entered and the capability and 
appropriateness of the programme itself. Easterby-Smith, Thorpe and Jackson 
(2008:187) suggest that it may be sometimes preferable to analyse the 
qualitative data by hand as the software analysis may place too much emphasis 
on frequency and the quality of the ideas and experiences can be lost. Certainly 
the experience of the researcher would confirm this, having used the NUD*IST 
software for analysis in the past. During the analysis of an interview it was 
discovered that many of the pre-determined nodes overlapped and that certain 
phrases could be associated with up to three nodes, so creating a mass of 
complex cross-referencing, which was difficult to analyse. The data was very 
time consuming to input and produce and although it was useful to see the list 
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of references together, the printed reports were not easy to read, so little useful 
data was extracted in comparison to the time and effort involved in its input.  
 
The researcher, having found the NUD*IST software very cumbersome to use 
with little helpful analysis, devised her own coded analysis based upon a 
demonstration by Chris Dearnley on 25 March 2004. This was accomplished 
using colour coding and a matrix method, similar to Miles and Hubermann 
(1994). Each interviewee’s replies were in a column and the responses to the 
questions formed horizontal rows. If part of the interviewee’s response alluded 
to corporate image or identity; the text in the matrix table was coloured red, if 
the text mentioned pride – it was pink, traditional and historical was green, 
strength was yellow, Christian ethos was outlined in black, belonging or 
affiliation was blue, style was purple and so on. This method had the advantage 
of being a very visual, easy to read and each coloured area was conspicuous, 
yet could be seen in context of both question and interviewee. A disadvantage 
was when one phrase could be linked to several different codes; this created 
some multi-coloured sentences, which had to be divided into separate phrases 
to counter this. Nevertheless the method is successful and the frequency of 
commonly occurring themes can be easily seen and analysed. 
 
 
3.12 THE FOCUS OF THE RESEARCH 
From Chapter 2, sections 2.8 and 2.9, it appears to be of vital importance to 
management to understand the perceptions and attitudes of employees towards 
their organisation and internal marketing in education has been little 
investigated. The corporate identity (or branding) of any organisation consists of 
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many components, most of them intangible, such as management vision, 
values, social behaviour, service and performance (Balmer 1999:74). There has 
been much academic literature about these aspects in commercial enterprises, 
particularly in relation to the external audience – the customer. Reaction to the 
visual aspects of the corporate identity in conjunction with the internal audience, 
the employees, of an educational organisation has rarely attracted attention 
from the academics.  
 
This gap in knowledge can be studied by measuring a school’s employees’ 
attitudes towards their visual corporate identity. If perceptions are found to be 
negative, which may affect workforce drive (Gray and Balmer 1998:698, Mullins 
2002:556, Pugh and Hickson 1996:156, Schein 1980:15) improvements can be 
put in place to try to attain a more positive staff. The perceptions and attitudes 
of employees towards their school, or any establishment, are thus important 
both ‘for morale and the effectiveness of organisations’ (Mullins 2002:327).  
 
The focus of this research involves the school’s employees in conjunction with 
the visual corporate identity of their organisation. The main contributors in the 
area of visual corporate identity and employees are: Gilmore (2001) who says 
that the employees are the most important stakeholder group, Pugh and 
Hickson’s (1996), Hatch and Schultz’s (2002) and Argenti and Forman’s (2005) 
understanding of the ‘human factor’ and involvement of a workforce, Balmer 
(2003) who stresses the importance of internal communication, Henderson and 
Cote (1998) and Henderson, Cote, Leong and Schmitt (2003) and their ‘feel 
good’ factor and positive emotions, Christensen and Askegaard (2001), 
Christensen (2002), Mael and Ashforth (1992), Schultz, Hatch and Larsen 
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(2000), Melewar, Bassett and Simoes (2006) and Stuart (1999) who recognise 
the importance of employee involvement and identification with and reflection 
upon their visual corporate identity, and Olins (1999:73) who, by carrying out 
tracking studies (how perceptions change over time), realises that employee 
perception of the visual corporate identity reveals their perception of the 
organisation.  
 
In education the key authors who have considered internal marketing in 
education are Baker and Balmer (1997) and their concern with the staff when 
they introduced a new corporate identity at the University of Strathclyde, 
Balmer, Liao and Wang (2010) and Chapleo (2010) who although identify the 
importance of employee and the importance of brand building in business 
schools and universities, do not investigate further. Foskett (1992) mentions the 
importance of institutional identity in schools but does not link this with 
employees and their visual corporate identity.  Oplatka and Hemsley-Brown 
(2004) suggest that internal marketing is important to ensure that the 
employees in schools are satisfied but does not link this with the visual identity. 
Speirs (2007) and Whisman (2009) both recommend that employees at schools 
and universities should encompass and be involved with the ‘brand’. 
 
Employees’ perceptions of their organisation, the school, influence their values 
and beliefs about the establishment and affects their allegiance to it. A positive 
workforce whose values and beliefs echo that of their organisation, work more 
effectively and, it follows, this helps to generate success (Gray and Balmer 
1998:698, Mullins 2002:556, Pugh and Hickson 1996:156, Schein 1980:15). 
Corporate identity is now considered to be ‘a significant management resource’ 
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(Olins 1995:xi) and Ind (1990:26) writes that ‘the most important audience and 
communicators … are the employees’. Ascertaining the school’s employees’ 
perceptions about their organisation can be achieved by discovering their 
perceptions of the visual corporate identity; the logo and the symbol of the 
whole organisation (Olins 1999). This employee perception is of great 
significance to the management of an organisation and in need of investigation. 
 
The research questions to be investigated are as follows: 
1. How important are the visual elements (corporate colours and 
corporate symbol) of an organisation’s corporate identity to its 
employees? 
2. Are the employees keen to be associated with their place of work by 
wearing or carrying an item with the organisation’s symbol upon it? 
3. What meanings do the visual symbols of their organisation engender 
in the employees? 
 
This research intends to answer the research questions by eliciting the school’s 
employees’ strength of feeling towards their visual corporate identity and so 
discover their underlying perceptions of their organisation using a mixed 
methods, explanatory, sequential case study. A postpositivist approach will be 
used to analyse the demographic information of the respondents their age, 
gender, length of service, as well as their quantitative responses. A 
constructivist approach will be adopted in the case of the interviews. This 
background is essential if findings from respondents are to be interpreted 
correctly, any causality revealed and thus knowledge gained. The research 
should elucidate two levels of epistemology: the knowledge that the researcher 
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finds out from the respondents to the questionnaires and the knowledge gained 
by the researcher in interpreting these findings. 
 
The three research questions can be asked by any managers of their 
employees and investigated and interpreted using the survey questionnaire 
research method and interviews to understand the perceptions of their 
employees. This research can therefore be applied in a wider context and is 
thus of importance, as what is discovered about employee perceptions of the 
visual corporate identity is indicative of their perceptions of the whole 
organisation (Henderson and Cote 1998:15, Olins 1995:73) and could have an 
impact of the performance of the establishment.  
 
 
3.13 THE PROPOSED APPROACH AND METHOD OF THE RESEARCH  
It is evident that the school’s employees should be subjected to an empirical 
investigation and the most appropriate way to discover their perceptions 
appears to be by case study methodology using the methods of surveys, similar 
to Abratt and Mofokeng (2001) and Henderson and Cote (1998) but rather than 
concentrating on customers and senior management, this survey will focus on 
the school’s employees as the respondents. There are many alternative and 
valid methods of case study research and there is not necessarily one ideal 
method for a particular research conundrum. Each method has its own 
strengths and weaknesses and the choice is dependent upon the research 
questions, the situation and the facilities available to the researcher. This 
investigation, using a mixed methods approach to gather quantitative data via 
the pilot and major survey questionnaires and confirmatory, qualitative data via 
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interviews, will gain insights into and identify the perceptions of the school’s 
employees about their visual corporate identity, the symbol of their organisation. 
This method will generate the data at low cost, with less time involved than the 
grounded theory methodology.  
 
 
There has been little investigation into the relationships of employees and their 
visual identity, so this investigation is exploratory in nature and qualitative 
research methods using open questions in the interviews will be beneficial to 
the research. The advantage of the survey questionnaire is that a quantity of 
data can be collected quite quickly, over a defined period of time. Also a 
number of semi-structured interviews will be carried out to obtain qualitative 
data, the questions prompted by the analysis of the quantitative data from the 
survey questionnaires. The qualitative data for this mixed methods, case study 
will be obtained from the analysis of interviews that will be carried out with a 
number of selected candidates, this follows the examples of previous 
researchers such as Balmer and Soenen (1999), Balmer and Stuart (2004), 
Melewar and Karaosmanoglu (2006), Vallaster and de Chernatony (2006), van 
Rekom (1997) and van Riel and van den Ban (2001).  
 
When the quantitative and qualitative data has been gathered and the results 
interpreted and analysed, the findings can be compared and equated to 
ascertain, for instance, whether the qualitative findings are convergent and add 
credence to the quantitative findings or are divergent and at odds with the 
quantitative findings. This will be carried out using the method of triangulation; 
the comparison of results of different research approaches. These methods of 
research and their triangulation will provide answers in particular to the first two 
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research questions. By comparing the results of different types of research, 
conclusions can be more clearly defined (Kane 1995:52, Cohen and Manion 
1994:233). According to Cohen and Manion,  
‘The more the methods contrast with each other, the greater the 
researcher’s confidence … the use of contrasting methods considerably 
reduces the chance that any consistent findings are attributable to 
similarities of method’. (Cohen and Manion 1994:234). 
 
Employee responses to the semantic differentials in the survey questionnaire 
will help to provide answers to the third research question and will ascertain the 
meanings that employees associate with the school logo. This part of the 
investigation is inspired by the theories of Barthes (1972) and how individuals 
can interpret the same image in a variety of different ways. 
 
Much has been adopted from the methods of previous research practitioners 
and similar semantic differential scales will be used as in the questionnaire 
designs of Van Riel and Balmer (1997) and of Davies and Chun (2002). The 
case studies of Stuart (1999) and Balmer and Stuart (2004) will also be models 
to learn from and follow, together with the mixed methods, correlation research 
of Kiriakidou and Millward (1999). Although very commendable, it is felt that 
both Van Rekom’s laddering technique and Balmer and Stuart’s (2004) REDS2 
AC3ID analysis technique are inappropriate to use for this research, although 
the laddering interview method of van Rekom’s will be adopted to reveal the 
opinions of the interviewees. Van Rekom and Balmer and Stuart’s methods 
analyse the entire corporate identity of an organisation, whereas this research is 
concerned specifically with the visual aspects of the organisation’s identity.  
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3.14 CONCLUSION 
Useful research should reveal new knowledge and different investigative 
approaches are used to produce a variety of data. A number of methods of 
corporate identity research have been discussed and one of these – the use of 
surveys – will be adapted for this investigation, together with factor and 
regression analysis and semi-structured interviews making this case study an 
example of mixed methods research. Of the many successful and diverse 
techniques of measuring the effectiveness of corporate identity within an 
organisation, some of the methods previously used will be adapted for this 
investigation. Ind (1990), Bick Jacobsen and Abratt (2003) have used survey 
questionnaires to investigate corporate identity in the past and Van Riel and 
Balmer (1997) Aaker (1997), Davies and Chun (2002:146) and Henderson and 
Cote (1998) used questionnaires containing Likert statements, very similar to 
the semantic differential scale developed for this research. 
 
The survey questionnaire will be carefully designed with reference to the 
experiences of the pilot survey, adequate sample size, the philosophy and 
ethics of research and the research validity. Historical and contextual 
background information about the establishment has been investigated and 
demographic data will be ascertained about the respondents. The focus of the 
questionnaire is the employees’ perception of the visual corporate identity of 
their organisation taking inspiration from the theories of Barthes (1972). A 
postpositivist approach will be used to analyse the background data of the 
respondents as well as their quantitative responses to the questionnaire as this 
relates to approaches taken by previous researchers in the field such as 
Oppenheim (1992), Aaker (1997) and Henderson and Cote (1998).  An 
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constructivist approach will be taken when analysing the written data generated 
by the respondents, learning from the methods of Vallaster and de Chernatony 
(2006).  
 
The respondents will be asked to identify which of the corporate colours and 
corporate symbols they think is most representative of the organisation and 
whether they consider them to be important. Whether the respondents feel pride 
in association with their school by sporting the corporate logo will be 
ascertained. The respondents will select which meanings they attach and 
attitudes they have towards their organisation’s corporate logo by using a 
seven-interval semantic differential scale. Oppenheim (1992) will be closely 
referred to, to ensure that the questionnaire is well designed and most 
importantly, really will answer the research questions.  
 
The quantitative data gathered will be analysed using the methods of cross-
tabulation, correlation, T-tests, ANOVA, factor analysis and regression analysis; 
whichever method is most appropriate for the data. After analysis of the 
quantitative data some respondents will be asked if they would agree to be 
interviewed to elucidate more data, answering question influenced by the 
results and analysis of the quantitative data. The qualitative data will be 
analysed using a colour coding method to identify themes. 
 
With reference to May’s (1997:29) comments, referred to earlier, social 
research is the ‘ability to abstract theories from everyday’ situations and that is 
the focus of this investigation: discovering employee perceptions about their 
visual corporate identity, particularly the symbol of their organisation, as a 
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means to discovering employee perceptions about the organisation itself. 
Management are aware that employee support is vital to the success of an 
organisation (Gray and Balmer 1998:698, Mullins 2002:556, Pugh and Hickson 
1996:156, Schein 1980:15). Employees with positive feelings towards their 
corporation will be more productive, loyal and motivated (Mullins 2002:556, van 
Riel and Balmer 1996:341) leading to success for the establishment. Negative 
employee perception engenders a disloyal and uninspired workforce who would 
be a hindrance to company success. So measuring these school employee 
perceptions is a useful and vital tool for the school’s management and 
governors to discover the feelings of the workforce and is an indicator of 
company performance. 
 
The next chapter describes how the major survey was designed, after 
improvements were made based upon the execution and analysis of the pilot 
survey which tested the first two research questions. The third research 
question was introduced in the major survey as a consequence of further 
reading and the results of the pilot study. 
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CHAPTER 4 – THE MAJOR SURVEY: THE IMPORTANCE EMPLOYEES 
ATTACH TO THE VISUAL ELEMENTS OF THEIR CORPORATE IDENTITY 
AND THEIR ASSOCIATION WITH THE SYMBOLS OF THEIR PLACE OF 
WORK 
4.1 INTRODUCTION 
This chapter describes how the major survey questionnaire to collect the 
quantitative data was developed from the pilot study questionnaire, the 
implementation of the survey, the demographic profile of the respondents, data 
analysis and the conclusions. Findings that are pertinent to answer the first two 
research questions will be documented and analysed in this chapter; how 
important are the visual elements (corporate colours and corporate logo) of an 
organisation’s corporate identity to its employees? And are the employees keen 
to be associated with their place of work by wearing or carrying an item with the 
organisation’s symbol upon it? Whether gender, age, department, full or part-
time employment and length of service influenced the responses to both 
questions will be investigated. Justification of the employees’ answers to the 
research questions, via written comments, will also be asked for and analysed 
as well as their opinion of the schools’ corporate identity. The third and fourth 
research questions, to ascertain the meanings of corporate visual symbols for 
the employees and implications for company performance, will be documented 
and analysed in the next chapter. 
 
 
4.2 FINALISING THE QUESTIONNAIRE DESIGN 
Much had been learnt from administering and analysing the pilot study survey 
so the questionnaire to be used for the major survey was a redesigned version 
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of the pilot. The data generated by the pilot survey was useful, and although 
only a small sample, nevertheless a valuable exercise and showed that with 
some alterations, the same technique and analysis could be used for the main 
study. In the main study survey, questions were asked in a clearer way and 
others added so that all the research questions would be answered. The 
respondents’ profile data was retained in almost the same form, although after 
asking for the respondent’s name, ‘optional’ was written so that the identity of 
the respondent could remain confidential if they wanted.  
 
The way that the respondents were asked to identify which colours were the 
most representative of the organisation was changed. Rather than illustrating 
and suggesting colours and combinations of colours on the questionnaire, as 
described in Chapter 3, section 3.11.2 for the pilot study, the respondents were 
asked to list which colour or combination of colours they considered to be the 
strongest visual representation of the school. This was considered to be a better 
method than previously where the respondents were limited only to the 
preconceptions of the researcher, rather than making their own suggestions. 
 
Rather than six corporate symbols being presented to the respondents from 
which to select the one they considered to be the most representative, only 
three were used for the major survey. This was to try and simplify the choices 
for the respondents, to reduce the number of possible options and thus make 
the analysis less complex. These symbols were carefully selected, two of them 
were the most popular examples from the pilot survey and the third was a new 
design that had recently been introduced by the school. The instructions for this 
section were also rewritten to be clearer and less ambiguous (see Appendix II). 
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4.3 IMPLEMENTATION OF THE MAJOR SURVEY 
The design of the questionnaire was finalised (Appendix II), an SPSS code 
book was produced and a data file created in SPSS. Having tested both paper 
and electronic versions of the questionnaire in the pilot study, it was decided 
that electronic communication was by far the easiest method to reach the 
respondents. The pilot study respondents had also said that they had enjoyed 
completing the form electronically. One problem that had to be overcome was 
that if the respondents all emailed their replies at once, the researcher’s mail 
box would become full and would reject the replies. So another email address 
was set up to avoid this problem. A number of paper versions of the 
questionnaire were also produced and distributed to employees who were either 
not on the email system or who preferred this version. 
 
 
4.3.1 Data collection 
Three hundred and seventy-two employees were on the email list and these 
were contacted with the questionnaire via email at 3.00pm on 16 May and 
asked to complete it eight days later, by 24 May (75 staff at the nursery and 
junior school, 149 at the girls’ school and 163 at the senior boys’ school, a total 
of 387 as some staff work at more than one school). A covering email 
explaining what was required and the purpose of the research was sent with the 
questionnaire. Paper copies of the questionnaire were also distributed to the 
catering, caretaking and maintenance employees, who favoured this version. 
Seventeen replies were received on the first day, 21 the next day and gradually 
more arrived. These replies were systematically stored in a data file.  
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An email reminder was sent out to all employees the day before the deadline 
and this prompted more replies. By 26 May (ten days after the first email) 101 
questionnaires had been received, a response rate of 39%. According to Smee 
and Brennan’s (2000) research, this is a high response rate. They had 
investigated and compared the response rates for different ways of 
administering the same questionnaire sent to academics, dispatched and 
accessed by mail, email and web page. Their email questionnaire had a 
response rate of only 12.7% in comparison with a 50% response for the posted 
versions.  
 
The only problem that occurred with the return of these questionnaires was with 
three respondents, who having completed the electronic questionnaire then 
returned it as an email rather than as an attachment to an email. All the 
electronic data was lost when this occurred and could not be recovered. All 
those who had completed the questionnaire were thanked by email and 
occasionally personally.  
 
 
4.3.2 Questionnaire analysis – profile of the respondents 
The data from the questionnaires was entered into the SPSS file and initial 
analysis carried out. Firstly a demographic profile was produced (see Figure  
4.1). 
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Demographic profile of the major survey questionnaire respondents  
Question Responses – total of 101 Mi
ssi
ng 
Tot 
Gender Male 39 Femal
e 
61         1 101 
Age 16-19 1 20-29 7 30-39 20 40-49 31 50-59 38 60-69 4 0 101 
Which 
school/s 
do you 
work at? 
Work at 
SJS 
32 Work 
at SHS 
34 Work 
at SS 
35       0 101 
Job 
description 
Admin/S
upport 
staff 
24 Teachi
ng staff 
66 Manag
ement 
 7       4 101 
Contract Full time 77 Part 
time 
24         0 101 
Length of 
service 
Less 
than 
one 
year 
10 One to 
five 
years 
31 Six to 
ten 
years 
27 Eleven 
to 
twenty 
years 
22 Over 
twent
y 
years 
11   0 101 
 
Figure 4.1. Demographic profile of the major survey questionnaire respondents 
 
As can be seen, the profile of the respondents is approximately two-thirds 
female and one-third male. The distribution of age in the sample is represented 
by the chart (see Figure 4.2). The largest group of respondents are those aged 
50-59 years (38%), followed by those aged 40-49 (31%). 20% of the 
respondents were 30-39 years old, just 4% were in the oldest age group of 60-
69 and only 1% in the 16-19 range.  
 
 
Figure 4.2 Distribution of the age of the respondents of the major survey 
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Similar to the pilot study (Chapter 3.11.4.2), the distribution of employees’ age 
is skewed towards those aged 40-49 and 50-59 and this reflects the profile of 
the target population. According to Eurydice (2004:51) ‘the phenomenon of 
aging teaching staff is an issue for concern in Europe’ ‘Teachers aged from 40 
to 49 are over–represented …while in some countries the situation is even more 
striking i.e. teachers 50 and older are over-represented’. The distribution of age 
of the sample population reflects this. The respondents were asked which of the 
three schools they worked at and the distribution of this was fairly even with 32 
at the Junior School, 34 at Stamford High School (the senior girls’ school) and 
35 at Stamford School (the senior boys’ school). 
 
Each respondent was asked to state what their job was and which department 
they worked in. The responses showed that there were 66 teaching staff, 7 
management and 24 administration and support staff. The 66 teaching 
specialist areas ranged from art, home economics, classics, physics, politics to 
modern languages; 20 different specialisations including the junior school were 
listed. These were then grouped into seven departments consisting of: 
languages (16), humanities (15), maths and science (16), practical subjects 
(13), junior school (6) together with the management (7) and administration and 
support staff (24). 
 
In all there were 77 full-time and 24 part-time employees. 10% had worked for 
the organisation for less than one year, 11% for over 20 years but the biggest 
group (31%) consisted of those who had worked for the organisation for 
between one and five years.  
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4.4 THE IMPORTANCE OF THE VISUAL ELEMENTS OF THE CORPORATE 
IDENTITY TO THE EMPLOYEES – CORPORATE COLOURS 
4.4.1 Identifying the corporate colours 
Each respondent was asked to list which colour or combination of colours they 
considered to be the strongest visual representation of the Schools (Q9a) and 
the replies were: 28 respondents (27.7%) cited maroon, 21 respondents 
(20.8%) suggested a combination of maroon and blue, 11 proposed red and 
nine a combination of red and blue, five suggested red, white and blue, four 
suggested red, maroon and navy and three burgundy and cream, 15 also 
suggested other colours. These findings are a contrast to the pilot study when 
the largest proportion of respondents considered that a combination of navy and 
red was the strongest combination of colours (Chapter 3, section 3.11.4.2). 
Of the 15 who proposed other colours; maroon and black, maroon and white, 
and red and white were each suggested twice. Some obscure colours were 
suggested – brown, also blue and yellow, which appeared to bear no reference 
to the colours used corporately by the organisation. The corporate colour 
identified as being the most representative by the respondents was maroon, 
closely followed by the combination of maroon and blue. 
 
Analysis was carried out to discover whether gender, age, department, if 
employed full-time or part-time or length of service had any influence on 
employees’ identification of the corporate colours of the organisation. As many 
different colours had been picked by the respondents, to make analysis easier, 
their replies were merged into groups: red or maroon, a combination of red or 
maroon and another colour and thirdly a combination of three colours (see 
Figure 4.3). 
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Figure 4.3 The selection of the corporate colours 
 
 
4.4.2 Possible influences on identifying the corporate colours 
A cross-tabulation and a Chi-square test was used to discover whether gender 
influenced which corporate colours the sample considered to be most 
representative of the organisation. The cross-tabulation showed that the 
majority of males (65%) considered that red or maroon was the strongest colour 
whereas a smaller (50%) majority of females considered that a combination of 
red or maroon and another colour was most representative. This is similar to the 
findings of the pilot survey where again the males selected a single colour (in 
that case navy or maroon) and the females considered a combination of colours 
(navy and red or navy and maroon).  
 
Males favoured a single colour choice and none selected a combination of three 
colours. The majority of the females selected a combination of two colours and 
also some females (18%) selected a combination of three colours. As 
mentioned in the pilot survey, this result might be explained by the higher 
The selection of the corporate colours 
Red or maroon
Red or maroon and
another colour
Three colours
Other colours/missing
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incidence of colour blindness in males than in females. Those who are colour 
deficient see a ‘much smaller number of spectral hues than people with normal 
colour vision’ (Birch 2001:21). He writes that ‘recent surveys … have confirmed 
the expected prevalence of colour deficiency ratio of 8% in males and 0.4% in 
females. About 1 in every 12 men and 1 in 200 women have some type of red-
green colour deficiency.’ (Birch 2001:39) The females are aware of many more 
hues than the males, and so specified them in the response to the question. 
The results of the Chi-square test were not statistically significant so the results 
reported here must be considered to be descriptive statistics only. 
 
Whether age influenced which colour was thought to be the most representative 
of the organisation was investigated using a cross-tabulation and a Chi-square 
test. As previously analysed, either red or maroon had been cited as the 
strongest colour, followed by a combination of red or maroon and another 
colour. The largest number of respondents within one age group was those 
aged from 50-59 years, in this group, red or maroon was the colour they 
considered to be the strongest visual representation of the organisation. The 
younger group of 40-49 years also considered red or maroon or a combination 
of red or maroon with another colour to be equally representative and the older 
age group of 60-69 favoured a combination of red or maroon and another 
colour. The suggestion of a combination of three colours was suggested only by 
the older groups of 40-49 and 50-59. This could be explained because those 
who had worked for the school for some time were aware of previous colour 
combinations in the past. For example, the younger girls’ uniform used to 
include a red and white striped shirt and this has now changed to a white shirt. 
Similarly the younger boys used to wear a grey shirt and this too is now white. 
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The Chi-square test was not significant as too many cells had a count of less 
than five so these results are just descriptive. 
 
Using a cross-tabulation and a Chi-square test to discover whether particular 
departments thought that one colour was more representative of the 
organisation than others, again it appeared that either red or maroon were 
considered to be the strongest colours, particularly by those working in 
administration and support, maths and science and languages. A combination 
of either maroon or red with another colour was considered to be the second 
most representative, particularly by those in the practical subjects, such as art, 
the junior school and in humanities. This result may or may not be significant 
and further research is required to ascertain the implications of different 
disciplines on colour preferences. Again the Chi-square test was not significant 
as too many cells had a count of less than five. 
 
Whether working part-time of full-time influenced which colour was thought to 
be the most representative of the organisation was investigated using a cross-
tabulation and a Chi-square test. As previously analysed, maroon or red was 
again considered the strongest representative colour by both groups, followed 
by either red or maroon combined with another colour. There was no 
appreciable difference in colour choice between those who worked part-time 
and those who worked full-time. So being employed part or full-time had no 
influence on the choice of the most representative colour. The probability was 
too high for the Chi-square test to have any significance. 
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To discover whether length of service had any influence upon which colour the 
respondents thought was most representative of the organisation, a cross-
tabulation and a Chi-square test was carried out. The overall majority of both 
the groups considered maroon or red to be the most representative colour and 
red and maroon combined with another colour to be the second, except for 
those who had worked for the organisation for between 11 and 20 years whose 
first choice was the combination of colours and second was the single colour 
option. This could again be explained by those who had worked at the 
organisation the longest being more aware of the corporate colours used in the 
past – a combination of maroon and blue. The Chi-square test was not 
significant as too many cells had a count of less than five so these results are 
descriptive only. 
 
In summary, the respondents’ selection of the most representative corporate 
colour/s of the school does not appear to be significantly influenced by gender, 
age, department, whether working full- or part-time or length of service. One 
perceptible difference was that the majority of the males selected a single 
colour whereas the females selected a combination of colours. Those who had 
worked for the company for some time also tended to select a combination of 
colours, perhaps remembering past corporate colours. 
 
 
4.4.3 Employee opinion about the importance of their corporate colours 
When asked (Q9b) whether the Endowed Schools corporate colours that they 
had suggested were important to them, the respondents were given six options. 
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These were ‘very important’, ‘important’, ‘fairly important’, ‘not very important’, 
‘not at all important’ and ‘don’t know’. 
 
Ninety-nine respondents answered this question and as very few (4%) of the 
respondents ‘did not know’ these results were excluded from the analysis. Only 
4% of the respondents considered corporate colours to be ‘Not at all important’ 
and just 16% considered them to be ‘not very important’. As can be seen from 
the graph (Figure 4.4), the majority of the respondents, in total 76%, thought 
that corporate colours were important to some degree. They considered them to 
be ‘very important’ (11.1%), ‘important’ (40.4%), or fairly important (24.2%).  
 
 
Figure 4.4 The importance of corporate colours 
 
 
 
4.4.3.1 Why the employees thought that their corporate colours were 
important 
The respondents were then asked why they thought that the corporate colours 
they suggested for SES are important to them (Q10). The written comments 
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analysed using a colour coding system per topic, as described in Chapter 3, 
section 3.8.6. 
 
Analysing the 62 written positive responses, 31 (almost one-third of the sample) 
of the respondents thought that corporate colours were important to them 
because of the image they created and the identity they represented.  This 
relates to the study of He and Balmer (2007:768) when they say that visual 
corporate identity has ‘significant and empirical value’ to the various audiences. 
Respondent 30 said that the corporate colours ‘gave a feeling of identity to the 
schools’ and respondent 4 that they are a ‘quick visual representation of our 
school identity’.  
 
Eight respondents thought that tradition and history were the main reason why 
the colours were important; one mentioned that red and blue cloth had been 
milled in the town, hence the selection of the corporate colours. The respondent 
was obviously interested in the history of the town and school, as Jenkins 
(1991) theorises that a corporate colour communicates to an audience in 
different ways depending upon their received cultural references. Blomback and 
Brunninge (2009:405) also attach importance to history, which all organisations 
possess, as a basis for constructing an organisation’s identity.  
 
Four mentioned that the colours were ‘distinctive’ and presented a professional 
image and five that they fostered a ‘sense of belonging’ and created an ‘identity 
of the community’. Again this echoes He and Balmer’s (2007:768) opinion that 
the employee audience will identify with the visual corporate identity of their 
organisation; the visual communication cues that consist of graphic items such 
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as logo, slogan and colour. Employees’ perceptions of the corporate emblems 
are an indicator of their perceptions of the whole organisation and as these 
views are positive, ‘professional’ and ‘distinctive’, this indicates that a confident 
view of the whole organisation is held by these respondents. 
 
Sixteen respondents gave negative or ambivalent responses; the main theme of 
these replies was that there were other things that were more important than 
the corporate colours, such as the symbol, or that they never thought about 
them; two respondents referred to maroon as depressing and oppressive. From 
the data gathered, it can be concluded that the employees in this sample do 
attach significance to corporate colours and in general consider them to be 
‘important’. Miner (1992) endorses these differing opinions when he writes that 
the colour of a corporate symbol can evoke various responses in different 
people. 
 
Analysis was also carried out on the quantitative data as to whether the 
following had any significant influence on the employees’ attitude towards the 
importance of the corporate colours of their organisation: gender, age, 
department, whether they were employed full-time or part-time and how long 
they had worked for the organisation. 
 
 
4.4.3.2 Gender and the importance of the corporate colours 
As reported in the demographic section, the respondents consisted of 61 
females and 39 males with four missing values. Using a t-test to discover 
whether gender influenced how important the respondents considered the 
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corporate colours to be, Levene’s Test showed p-value of 0.343, greater than 
0.05, so it can be assumed that the variances are roughly equal. The t-test 
showed that females (mean 2.9) considered corporate colours to be more 
important than males (mean 2.41). The mean difference between the two 
groups was 0.496 which is a medium effect size (d = 0.496). This independent 
t-test reveals that, if the null hypothesis were true, such a result would be 
unlikely to have arisen. It is therefore concluded that for the sample tested, 
females attach greater importance to corporate colours of the school than 
males.  
 
 
4.4.3.3 Age and the importance of the corporate colours 
A cross-tabulation and Chi-square was carried out on the figures to discover if 
age influenced the respondents’ opinion as to the importance of the corporate 
colours. This showed that the majority of members of the two most represented 
age groups (40-40 and 50-59) thought that the corporate colours were ‘very 
important’, ‘important’ and ‘fairly important’. Corporate colours were considered 
least important by the 20-29 year olds. There were too many cells with values of 
less than five for the Chi-square test to reveal any results. 
 
Using ANOVA to consider whether age was influential in how important the 
respondents considered the corporate colours to be produced a probability of 
0.573, greater than 0.05 indicating that these results are not statistically 
significant, which is interpreted as age does not influence how important the 
respondents considered corporate colour. The confidence limits around the 
means overlapped significantly showing that respondents considered that 
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corporate colours were important to almost the same extent. If the figures were 
correlated, non-significant results were also obtained. These results show that 
age did not significantly influence whether or not the respondents attached 
importance to the corporate colours. 
 
 
4.4.3.4 Department and the importance of the corporate colours 
Using ANOVA to discover whether department influenced how important the 
respondents considered the corporate colours to be showed that Levene’s test 
of equality produced a figure of 0.206 showing that the variance of the groups 
are not significantly different from each other. The probability was 0.041, less 
than 0.05 so this result is significant and the means can be compared. The 
results of the ANOVA were significant and indicated that members of the 
administration and support staff (mean 3.25) attached the most importance to 
the corporate colours of the organisation, closely followed by the maths and 
science department (mean 3.07) whereas the management (mean 1.86) 
attached least importance to the corporate colours of the organisation (see 
Figure 4.5). 
 
Department and the importance of the corporate colours   
  N Mean Std. Deviation 
Admin & Support 24 3.25 1.327 
Maths & Science 15 3.07 1.280 
Languages 15 2.93 1.280 
Junior School 6 2.67 .516 
Humanities 15 2.40 1.242 
Practical 13 2.23 .832 
Management 7 1.86 .690 
Total 95 2.76 1.218 
Figure 4.5 The influence of department on the importance of the corporate 
colours 
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Some of the support staff wear corporate shirts and overalls in many different 
designs while at work, so it is not surprising that they consider the corporate 
colours to be important. However, it was surprising that the maths and science 
and many other departments attached more importance to the corporate 
colours than the practical subjects such as art, who would be expected to be 
very ‘colour aware’. That management considered that the corporate colours 
were less important than other departments was also unexpected.  
 
Which department an employee worked in was thus discovered to be influential 
in how important they considered the corporate colours to be. 
 
 
4.4.3.5 Full-time or part-time employment and the importance of the 
corporate colours 
Whether they were employed full or part-time also influenced the respondent 
employees’ attitude towards their corporate colours. The results of a t-test 
showed that Levene’s test produced a figure of 0.004, less than 0.05, showing 
that the variances of the two groups are different. The table shows that those 
who were employed part-time (mean 3.65) attached more importance to the 
corporate colours than those who were employed full-time (mean 2.46). The 
mean difference between the two groups was 1.192, a large effect size. This 
independent t-test reveals that, if the null hypothesis were true, such a result 
would be unlikely to have arisen. For part-time workers to indicate more 
significance than the full-time employees was an unanticipated result. This 
could be explained because their work is more spasmodic, they feel less 
secure, and so attach more importance to the symbolic colours of the 
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organisation that they work for. Whether employed full or part-time thus 
influenced how important the respondents considered the corporate colours to 
be. 
 
 
4.4.3.6 Length of service and the importance of the corporate colours 
ANOVA was carried out to ascertain whether length of service had any 
influence on how important employees considered the corporate colours to be. 
Levene’s test (0.331, more than 0.05) revealed that the distribution of the 
groups was similar but the probability figure (0.101) was too high to indicate any 
results of statistical significance. So length of service did not affect employees’ 
attitude towards the importance of corporate colours. However, a correlation 
was carried out on this data and the results were significant, it revealed that 
there was a weak positive correlation of 0.2534, so as length of service 
increased, employees considered that corporate colours to be more important. 
 
 
4.4.3.7 Summary of the possible influences on employee opinion of the 
importance of corporate colours 
The corporate colour of the organisation was identified by the majority of the 
respondents as maroon or red, slightly more emphatically by the male 
employees. Those who had been employed longest considered that a 
combination of colours (maroon and blue) were the most representative 
probably because this is a colour combination that has been used in the past.  
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The employees in the sample did attach importance to the corporate colours of 
their organisation, particularly the female employees, those who worked in 
support and administration, the maths and science department of the school 
and those employed part-time. The male respondents, the younger employees, 
those who worked full-time and those employees who were of management 
status, attached less importance to the corporate colours.  
 
This discovery about management is in disparity with the writings of Brown, 
Dacin, Pratt and Whetten (2006:105) and Melewar, Saunders and Balmer 
(2001:418) who find that managers are now much more aware of and interested 
in visual corporate identity. Melewar and Saunders (2000:547) also write that 
managers consider the visual corporate identity system to be significant and 
Brown et al (2006:103) also discover that managers will attempt to develop a 
positive and consistent identity. A probable reason for this can be found in the 
research of Oplatka and Hemsley-Brown (2004:381) who find that marketing (of 
which visual corporate identity is a component) is viewed disapprovingly in 
schools and that some working in education do not consider it to be compatible 
with education and in some instances to be morally and ethically wrong (Grace 
1995).  
 
Length of service was found to be a significant influence in how important the 
employees considered the corporate colours to be. As length of service 
increased, so did the importance that the employees attached to their corporate 
colours. This echoes the findings of Dutton, Dukerich and Harquail (1994:247) 
and Mael and Ashforth (1992) who opine that as length of tenure increases so 
does the pride and ownership in the company, and the degree to which an 
231 
 
individual identifies with the organisation. Employees who remain with their 
organisation must like the ethos and type of business, so also attach 
importance to the corporate colours that are symbolic of the organisation. It was 
strange that age was not found to be a significant influence in how important the 
employees considered the corporate colours to be, as age and length of service 
are intrinsically linked. 
 
This influence of length of service is in contrast to the findings described in a 
report by Armstrong, Thompson, Brown and Cotton (2005:11) of a workshop led 
by Robinson about employee ‘engagement’. She described the term 
‘engagement’ as having intuitive appeal and described an engaged workforce 
as ‘motivated, self-improving and productive, giving competitive edge’. 
Robinson had found that ‘employees in their 40s and 50s are less engaged than 
their younger and older colleagues’ and that ‘engagement levels go down as 
length of service increases’. 
 
 
4.5 THE IMPORTANCE OF THE VISUAL ELEMENTS OF THE CORPORATE 
IDENTITY TO THE EMPLOYEES – CORPORATE SYMBOLS 
4.5.1 Identifying the corporate symbols 
Question (11a) asked the respondents to rank three logos used in the schools’ 
corporate identity from the most representative to the least representative by 
ranking them from one (most representative) to three (least representative) 
(Figure 4.6). All these slightly different logos are used in the schools’ 
publications and marketing. Two of these (1 and 3) were selected because they 
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were chosen as most representative by the pilot survey and the third is a new 
corporate symbol, recently introduced to the organisation. 
 
 
 
1 
 
  
2 
 
 
 
 
3 
 
 
Figure 4.6 Three images used as corporate symbols  
(Images courtesy of Stamford Endowed Schools) 
 
Fifty-six (56%) of the respondents considered that the centre logo, the newest 
one (No 2) consisting of the word ‘Stamford’ and the ‘spede bird’, was the most 
representative and 37% selected the right-hand logo of the ‘spede bird’ with the 
writing in a roundel (No 3). The ‘spede bird’ alone (No 1) was considered the 
most representative by only 8% of the respondents and the least representative 
by 72% of the respondents, implying that words are needed to endorse the 
image. Van Riel and van den Ban (2001:436) also found that this is the case 
with their research, as they write that respondents in a study about a bank’s 
logo attribute negative reactions to the logo without the company name. 
 
Asked if there was another image that better represented the school (Q12), of 
the 98 replies, 87 (86%) thought not, but 11 (11%) thought other images were 
more representative. The suggestions were the chapel and the buildings of the 
school, the school uniform, the third logo in maroon (5 suggestions), ‘a more 
traditional emblem/crest that could represent the three schools’, ‘something 
without the bird’ and another suggested the ‘early bird’ that represents the 
nursery. Respondent 45 pointed out ‘that it was difficult to say that one image 
represents the Endowed Schools as the senior girls and the senior boys 
schools have slightly different images and colours associated with them’. 
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4.5.2 Possible influences on identifying the corporate symbols  
Analysis was carried out to discover whether gender, age, department, whether 
employed full-time or part-time or length of service had any influence on 
employees’ identification of the most representative corporate symbol of the 
organisation.  
 
Using a cross-tabulation and a Chi-square test to discover whether gender 
influenced which logo the sample considered to be most representative of the 
organisation showed that the majority of both males and females selected the 
second logo to be most representative of the organisation. 65% of the males 
selected this and 48% of the females. 43% of the females selected the third 
logo to be the most representative. The male employees were more definite and 
specific in their response than the females in the sample. The results were not 
significant as the p-value for the Chi-square test was too high. 
 
Using a cross-tabulation and a Chi-square test to discover whether age 
influenced which logo the sample considered to be most representative of the 
organisation showed again that the majority of the groups selected the second 
logo to be most representative of the organisation. The 30-39 age range was 
the most vehement in their selection, with 75% of them selecting this logo. The 
results were not significant as the p-value for the Chi-square test was too high. 
 
A cross-tabulation and a Chi-square test was then carried out to discover if 
department of employment influenced the respondents’ choice of which logo 
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was the most representative. The first logo was only selected by half the 
departments but all departments, except for management, favoured the newest, 
second logo of ‘Stamford + bird’. Management selected the ‘spede bird + round 
writing’ as their most representative logo. This emblem has been in use for a 
considerable time and management’s selection of it can be explained by most 
of the management team also having been employed for some time at the 
organisation. Those with more years’ service also selected this logo. These long 
serving members of the organisation had selected the symbol that was most 
familiar to them. The results were not significant as the p-value for the Chi-
square test was too high. 
 
Using a cross-tabulation and a Chi-square test to discover whether working 
part-time or full-time influenced which logo the sample considered to be most 
representative of the organisation, showed that most respondents in both 
groups selected the second, newest, logo, (No 2) ‘Stamford + bird, as being the 
most representative of the organisation. 57% of the full-time employees 
selected this logo and 50% of the part-time employees. The logo that was 
considered to be the second most representative was ‘Spede bird + round 
writing’ (No 3). There was no difference between the groups in their selections, 
so terms of employment had no influence on this choice. The results were not 
significant as the p-value for the Chi-square test was too high. 
 
To see if length of service influenced the decision as to which logo the 
employees thought was the most representative of their organisation was 
examined using a cross-tabulation and a Chi-square test. Four of the groups 
considered that the newest (No 2), ‘Stamford + bird’ was the most 
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representative but those who had been employed for between 11 and 20 years 
considered the ‘spede bird + round writing’ (No 3) to be the most representative. 
‘Spede bird alone’ (No 1) was considered to be the least representative, 
possibly because this symbol is seldom used without the qualifying writing in the 
roundel. Similar to the analysis of departments for this, the bird and the roundel 
is more familiar to those who have been employed the longest and so the 
respondents selected this symbol as the most representative. The results were 
not significant as there were too many cell values of less than five. 
 
In conclusion, the newest emblem design (No 2) was selected by the majority of 
respondents to be most representative although the management department 
selected the traditional long-established emblem as did those who had been 
employed longest. Investigating the possible influences of gender, age, working 
part-time or full-time on identifying the corporate symbols produced no 
significant results. 
 
 
4.5.3 How well the employees thought the corporate symbols represented 
the organisation  
The respondents were asked to what extent they felt that their selected logo 
represented the school and 90% considered that the logo was strongly 
representative to some degree; 16% very strongly, 54% strongly and 20% fairly 
strongly. Only 6% of the respondents gave the ambivalent answer of ‘neither 
strongly nor weakly’ and just 4% thought that the corporate symbols 
represented the organisation weakly to some extent. When analysing further, 
92% who had selected the third logo thought it to be a strong representation of 
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the school, 87% of those who had selected the second logo (Stamford and the 
bird) and 75% of those who had selected the first logo (The spede bird alone) 
also considered their selection to be a strong representative image of the 
school. This is a convincing endorsement of the representative value of the 
visual corporate symbols of the organisation by the respondents. 
 
Analysis was carried out to discover whether gender, age, department, whether 
employed full-time or part-time or length of service had any influence on how 
well the employees thought that the corporate symbols represented the 
organisation. Using a cross-tabulation and a Chi-square test to discover if 
gender affected how strongly the respondents thought that their selected logo 
represented the organisation; 57% of females and 51% of males thought that 
the logo ‘strongly’ represented their organisation and 18% of females 
(compared with 13% of males) thought it a ‘very strong’ representation of the 
organisation. The opinion of the females that the logo was a strong 
representation of the organisation was slightly more definite than the males in 
this instance. The Chi-test did not produce significant results as the p-value was 
too high. Carrying out a t-test on the same data, the results were not found to 
be significant as the p-value was too high. So it must be concluded that gender 
has no significant influence upon how strongly the respondents thought that 
their selected logo represented the organisation. 
 
Using a correlation to discover if age was related to how well the respondents 
thought that their selected logo represented the organisation, results were 
obtained that are not significant. A cross-tabulation and a Chi-square test of age 
of how well the respondents thought that their selected logo represented the 
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organisation, revealed that those within the age range of 30-59 considered the 
logo to be a ‘very strong’ representation but members of this group also 
considered the image to be ‘fairly strong’. The results of the Chi-square test 
were not significant as there were too many cells with a value of less than five. 
So age could not really be said to influence how well the respondents thought 
that their selected logo represented the organisation. 
 
Carrying out ANOVA analysis into how well different departments thought that 
their selected logo represented the organisation did not produce a significant 
result, as the p-value was greater than 0.05, showing that which department an 
individual worked in had no influence upon this. 
 
A t-test was carried out to investigate whether being employed part-time or full-
time had any influence on the respondents’ opinion of how strongly their logo 
was representative of the organisation. The results showed that although the 
groups had similar distributions, the probability was high (p=0.978) indicating 
that there was no difference between the two groups. The result was not 
significant, so it appears that being employed part-time or full-time did not 
influence the respondents’ opinions of how strongly the corporate symbol 
represented the organisation. 
 
Considering how representative the selected logo was considered to be by the 
employees and whether length of service influenced this was investigated using 
ANOVA. The results are not significant and it can be concluded that length of 
service had no important influence upon how representative the employees 
considered the logo to be. This is interesting as the emblem has changed very 
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little over the years, yet it is seen in many different forms around the 
organisation, so it might be expected that the longer the individual had been 
employed the more representative they would consider the logo to be. 
 
In conclusion, the respondents considered the selected symbol to be very 
representative of the school, and gender, age, department, whether employed 
full-time or part-time or length of service had no influence at all upon this 
showing that despite the demographic differences, the employees thought that 
the corporate symbols represented the organisation strongly.  
 
 
4.5.4 Employee opinion about the importance of the corporate symbols 
When asked (Q13) how important employees considered the corporate symbols 
of their corporate identity to be, they were given the following options in answer 
to this question: ‘very important’, ‘important’, ‘fairly important’, ‘not very 
important’, ‘not at all important’ and ‘don’t know’. 
 
Only 1% ‘Did not know’ and a few, 4%, thought that they were ‘not at all 
important’ but again, similar to the corporate colours (Chapter 4, section 4.4.3), 
a large majority of 83 respondents (84%) considered them to be important to a 
certain extent. 17.1% considered them to be ‘very important’, 34.3% ‘important’  
and  32.3%  ‘fairly important’ (see Figure 4.7). From this it can be concluded 
that a large majority of the respondents, the employees, in the sample 
population considered the corporate symbols of the organisations corporate 
identity to be important. 
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Figure 4.7 Employees’ opinion of the importance of the corporate symbol 
 
When asked, using an open question, why the respondents thought that the 
corporate symbols were important or unimportant to them (Q14) written 
responses were obtained. 
 
Of the 83 responses, 73 were positive, three ambivalent and seven negative. 
Forty two of the positive responses thought that the corporate symbols are 
important as they give a ‘sense of identity’ as well as presenting a ‘professional 
image’. Some also mention that the symbol was ‘memorable’ and is important 
as it aided recognition. Respondent 42 writes that,  
‘I feel that people immediately associate the colours and the ‘spede bird’ 
with SES and they are a strong visual reminder/link with the schools’. 
 
The feeling of ‘belonging’ to an organisation is considered to be significant by 
many and also that it engendered pride in the school. Thirteen respondents 
considered that the ‘sense of belonging’ the symbols engendered was 
important; respondent 9 wrote that ‘it is nice to feel that I am part of the 
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organisation’, respondent 73 writes that ‘it is the icon that represents all of us 
and what we stand for’.  
 
Seven others suggested that the symbols were important because of tradition 
and that the symbol is ‘well known locally’. Others were very supportive of the 
symbol and respondent 50 wrote ‘I would not want the bird to go! It is a strong 
and unusual image’ and respondent 33 ‘Everyone loves the ‘spede bird’’. The 
responses to this question are used later on to assist with the naming the 
factors in the factor analysis in Chapter 5, section 5.4.2. 
 
Four respondents considered that the corporate symbols did not affect them but 
there was a comment as to the inconsistency of their use. Of the seven 
negative responses, three said that they did not want to be associated with their 
place of work but in general, employees considered the corporate symbols to be 
important. 
 
Quantitative analysis was carried out to discover whether gender, age, 
department, whether employed full-time or part-time or length of service had 
any influence on employees’ perception of the importance of the corporate 
symbols of the organisation.  
 
 
4.5.4.2 Gender and the importance of the corporate symbols 
To discover whether gender influenced how important the respondents 
considered the corporate symbols to be, a t-test was carried out on the data and 
the difference between the means of the male group and the female group was 
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only 0.146, with the mean of the female group being the highest. This low mean 
difference represents a very small effect size but as the p-value of 0.513 is 
larger 0.05, these results are not significant. Although the females considered 
the corporate symbols to be slightly more important than their male 
counterparts, the results were not statistically significant, so gender did not 
appear to influence how important the respondents considered the corporate 
symbols to be. This finding follows the research of Merlain (2007) who 
advocates that females have a stronger perception of brand personality and it 
should follow attach more importance to it. 
 
4.5.4.3 Age and the importance of the corporate symbols 
Using a correlation to discover whether age influenced how important the 
respondents considered the corporate symbols to be, results were obtained 
which are not deemed to be significant. Using a cross-tabulation, the results 
showed that the majority of the respondents, irrespective of their age, 
considered that the corporate symbol was ‘important’ or ‘fairly important’. There 
is therefore no relationship between age and how important the employees 
considered the corporate symbol to be (see Figure 4.8). 
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Figure 4.8  Employees’ opinion of the importance of the corporate symbol and 
age 
 
 
4.5.4.4 Department and the importance of the corporate symbols 
An ANOVA was conducted to investigate whether the departments in which the 
respondents worked had any influence on how important employees considered 
the corporate symbols to be. The variance gave a figure of 0.409, so met the 
assumption of homogeneity of variance and the probability of 0.028 confirms 
that comparison of the means was significant (see Figure 4.9). 
 
Department and the importance of the corporate symbols 
  N Mean Std. Deviation 
Admin & Support 24 2.92 1.213 
Maths & Science 16 2.88 .885 
Languages 16 2.63 1.204 
Humanities 14 2.50 1.092 
Practical 12 2.17 .835 
Junior School 6 2.17 .753 
Management 7 1.43 .787 
Total 95 2.55 1.099 
Figure 4.9 The influence of department on the importance of the corporate 
symbols 
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From the analysis carried out to see if department influenced employees 
attitude towards the importance of their corporate symbols, the results were 
significant and it was discovered that the administration and support staff 
attached most importance to the corporate symbols, closely followed by the 
maths and science departments (as they did with the corporate colours in 
Chapter 4, section 4.4.3.4). Again it was management who attached least 
importance to the corporate symbols of the organisation in this sample.  
 
 
4.5.4.5 Full-time or part-time employment and the importance of the 
corporate symbols 
A t-test was used to investigate as to whether working part-time or full-time had 
any influence on how important they considered the corporate symbols to be. 
Levene’s Test (0.847) showed that the groups had very similar distributions but 
the probability (p=0.08) was higher than 0.05, indicating that there was no 
appreciable difference between those who worked part-time and those who 
worked full-time in the degree of importance they attached to corporate 
symbols.  
 
 
4.5.4.6 Length of service and the importance of the corporate symbols 
Whether length of service influenced how important employees considered the 
corporate symbols to be was investigated using ANOVA. Again a similarity 
between groups was revealed by Levene’s test (0.532) but the probability of 
0.847 was too high and thus the results were not significant to conclude that 
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length of service had any influence upon how important employees considered 
their corporate symbols to be. 
 
 
4.5.4.7 Summary of the possible influences on employee opinion of the 
importance of corporate symbols 
The most representative corporate symbol of the organisation was identified by 
the majority of the respondents as the second illustrated (Figure 4.6), the most 
recently designed logo, showing the majority of the respondents were keen for 
their emblem to be stylish and up-to-date. This was selected by all except by 
those respondents with the longest service and those in management, who both 
selected the third symbol, the bird in the roundel, the traditional symbol that has 
been used for many years and is most familiar to those who had been 
employed by the school for some time. 
 
The majority of the employees in the sample did attach importance to the 
corporate symbol of their organisation, particularly the female employees 
(although this was not statistically significant). This is a similar result to gender 
influencing the importance of the corporate colours, a statistically significant 
result, Chapter 4, section 4.4.3.2. Carrying out a correlation shows that those 
who considered the corporate colours to be important also considered the 
corporate symbols to be important. There is a strong positive relationship 
(0.716) between the two. Neither age nor length of service were statistically 
significant influences on how important the corporate symbols are considered to 
be by the respondents. Respondents who worked full-time and those who 
worked part-time were found to attach equal importance to the corporate visual 
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symbols. However, similar to the findings linked to the importance of the 
corporate colours, it was found to be statistically significant that those who 
worked in support and administration and the maths and science department of 
the school were the departments that attach the most importance to the 
corporate symbols, whereas again the department attaching least importance to 
the corporate symbols were those who were of management status.  
 
That management were the department attaching the least importance to the 
corporate logo is of concern as commercially ‘A favourable corporate identity is 
(now) considered one of an organization’s most important assets and therefore 
deserves management’s constant attention’ is the opinion of Meijs (2002). It is 
unexpected that in this organisation, management do not consider their 
corporate visual symbols to be important, particularly as they represent the 
organisation visually and are the symbol of the whole organisation. Perhaps this 
could be because management’s thoughts are permanently involved in finances 
rather than on the corporate appearance of their organisation or that they are 
unaware of the importance of these representative symbols.  
 
A possible explanation for management’s opinion can be found in the writings of 
Oplatka and Hemsley-Brown (2004:381) who find that marketing (which 
encompasses corporate identity) is viewed negatively in schools and that some 
educators do not consider it to be compatible with education. They write that 
some English principals claim that a school is a place of teaching and learning 
and not another business to market (Oplatka and Hemsley-Brown 2004:382). 
Other educators think that marketing is at odds with the moral values and 
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ethical codes that are dominant in English schools (Grace 1995 as cited by 
Oplatka and Hemsley-Brown 2004:382).  
 
Punjaisri and Wilson (2011:1526) found that age, length of service and 
educational background affect employee’s brand supporting attitudes and 
behaviour. As management see themselves as contributing to the success of 
the organisation, the impact of internal branding on them, the well-educated 
employees (management) is less than that on less-educated employees 
(support staff) (Punjaisri and Wilson 2011:1530). In contrast to these findings 
they discover that employees over 30 and those with longer service were more 
loyal. The corporate logo is the symbol of the whole organisation and is 
representative of the establishment. As already mentioned, Meijs (2002) 
considers that the corporate identity is an asset of great significance and that 
management should consider it to be important. The fact that they do not has 
worrying implications of their attitude towards the organisation itself. 
 
 
4.6 EMPLOYEE ASSOCIATION WITH THEIR CORPORATE SYMBOLS  
If an employee is keen to associate themselves with their place of work by 
either wearing or carrying items with the organisation’s symbol upon it then this 
further endorses the employees’ public support for the establishment. If the 
employees take ownership of the company symbol and adopt the corporation’s 
values and beliefs as their own, they mirror the ambitions of the employing 
organisation which increases their motivation, leading to enhanced performance 
and company success (Green and Loveluck 1994:38).  
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Christensen and Askegaard (2001:297) argue that organisational symbols ‘often 
serve as important vehicles of identification, motivation and loyalty’. Balmer 
(2008:892) goes on to say that an individual has an ‘emotional bond’ with the 
group and a group of like-minded individuals are powerful and exhibit a ‘strong 
cultural affinity’. He suggests that we should take notice of those employees 
who demonstrate this emotional link to the corporate brand as they show loyalty 
and motivation. These researchers thus stress the importance of employee 
affiliation with their brand, demonstrated by them either wearing or carrying 
items with the organisation’s symbol upon it and that this should not be 
disregarded by management. The current study focuses on this very matter, as 
the second research question illustrates: Are the employees keen to be 
associated with their place of work by wearing or carrying an item with the 
organisation’s symbol upon it? The findings are presented in the following 
section. 
 
 
4.6.1 The inclination of employees to be associated with their organisation 
by wearing/carrying items sporting the organisation’s corporate visual 
symbols  
To investigate employees’ opinions of their visual symbols further, they were 
asked (Appendix II, question 16a) whether they were proud to carry or wear 
visual symbols that associated them with the organisation, for example sports 
clothes adorned with a logo, a school tie or a carrying a school umbrella. The 
respondents were asked to indicate their response on a seven-point semantic 
differential scale which had ‘Yes, extremely proud’ at one parameter and ‘No, 
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ashamed’ at the other. The respondents also had the option of answering ‘I 
never do’ and ‘Don’t know’.  
 
The results, from a total sample of 101, revealed that about a quarter (25) of the 
employees ‘never did’ wear or carry visual symbols that associated them with 
the organisation but there were no respondents who said that they ‘did not 
know’.  
 
The frequency of other responses to this question is shown in Figure 4.10. 6% 
indicated that they were ‘neither ashamed nor proud’ as they had marked the 
middle of the semantic differential scale. The remaining two-thirds of the 
respondents all gave positive responses; there were no negative replies. This is 
not surprising as individuals would not choose to wear or carry items with 
symbols of which they felt ashamed. 25.7% of the respondents indicated that 
they were ‘extremely proud’, 24.8% that they were ‘very proud’ and 18.8% that 
they were ‘fairly proud’ to wear or carry visual symbols that associated them 
with the organisation. This is an endorsement of the attitude of these employees 
towards their establishment and as these employees consider the visual 
symbols to be important to them, this shows a positive response and that they 
are adopting the brand culture of their organisation. 
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Figure 4.10   Employees’ pride in carrying or wearing items sporting the 
corporate symbol 
 
The respondents were then asked (Q 16b) an open question, to explain why 
they were proud (or not) to wear or carry the visual symbols that associated 
them with the school or why they were ashamed; much written data was 
generated. 
 
Of the 72 responses, over half of these were positive, 22 (over a quarter) of the 
respondents who answered this mentioned that they were ‘proud’ or took ‘pride’ 
in being identified with the school. Nine said that the corporate symbols, when 
worn or carried, identified them with the school; respondent 34 said ‘I like 
people to know that this is where I work’. Again the importance of ‘belonging’ 
was mentioned as well as the tradition of the organisation. Ten respondents 
wrote that they were ‘happy’ or ‘pleased’ to be associated with the school. 
There were sixteen ambivalent responses such as, ‘I don’t have any’ items with 
the school symbol on them.  
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There were eleven responses that were interpreted as negative, that is to say 
they were ‘not proud’, and in the responses several (seven) wrote that did not 
possess anything with the school’s logo on it. Respondent 39 wrote ‘I don’t have 
anything and would probably not wear it if I did’; others mentioned the cost of 
such items. Many of these respondents giving negative replies had not 
answered the previous question 16a asking them whether or not they were 
proud to carry or wear the organisation’s symbol. Nine respondents stated that 
they did not want to wear or carry the school’s visual symbols; respondent 28 
wrote ‘Outside school, I am my own person’. The negative responses were that 
wearing a school symbol associated them too much with the school and they 
wanted to retain their own individuality outside work. There were 19 ambivalent 
responses, three of which explained their reasons for not wearing the school 
symbol because they were not a member of a sports team.  
 
These opinions confirm that if an individual identifies with an emblem of an 
organisation, they take ‘ownership’ of the brand. Ownership by the individuals 
adds value to the brand and promotes its success. If the employees are happy 
to be associated with the symbol of the organisation, it follows they are happy to 
be publicly associated with the organisation itself and are loyal to the 
corporation. This view echoes Skeel (1992:57), who mentions the human need 
‘to belong’ and says that the visual identity serves as a bond and encourages 
employees to feel as if they are all serving a common purpose, creating a 
feeling of camaraderie which can generate a positive thinking, conscientious 
workforce. Employees feel an ownership towards their organisation and the 
visual corporate symbol that represents it. Stuart (2002:29) agrees when she 
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writes that employees who identify with the visual corporate identity, by wearing 
or carrying it, create a competitive advantage.  
 
Christensen and Askegaard (2001:297) refer to Burke (1973) who writes that 
the symbols have become an important signifier of ‘belongingness’. Ind 
(1990:170) also recognises that a united visual corporate identity within an 
organisation gives a ‘sense of common purpose’ to the employees. Vallaster 
and de Chernatony (2004:776) also refer to the importance of employees 
feeling that they ‘belong’ to and feel affiliation towards an organisation. If the 
employees ‘internalise’ – adopt the core values of the company – they are more 
likely to work towards the success of the establishment. 
 
It is to the advantage of the organisation if employees feel proud of the visual 
symbols and are willing to confirm that they ‘belong’ to the company to those 
outside the organisation The employees are displaying brand ownership and 
publicly displaying that they feel an attachment to it. Balmer (2008:891) talks of 
the stakeholder’s identification with the corporation, that is the individual’s or the 
group’s feelings of affiliation towards the corporation. He talks of corporations 
using rituals and symbols (visual corporate identity) to engender this positive 
identification with the organisation.  
 
Quantitative analysis was then carried out to discover whether gender, age, 
department, being employed full-time or part-time or length of service had any 
influence on whether the employees were keen to be associated with their place 
of work by wearing/carrying items sporting the organisation’s corporate visual 
symbols. 
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4.6.1.1 Gender and pride in the corporate symbol 
Carrying out a cross-tabulation to discover if gender influenced whether 
employees in the sample were proud to wear or carry visual symbols that 
associated them with the organisation revealed that just less than one-quarter 
of the males and more than one-quarter of the females said that they were ‘very 
proud’ to wear or carry visual symbols that associated them with the 
organisation. Not one respondent said that they were ‘ashamed’ in any degree 
to do so although one-third of the females said that they ‘never do’ wear or carry 
items displaying the symbol.  82% of the males and 61% of the females 
responded that they were ‘extremely proud’, ‘very proud’ or ‘fairly proud’ to wear 
or carry visual symbols that associated them with the organisation. The male 
employees appeared to express more pride than the females in the 
establishment by wearing or carrying items that associate them with the 
organisation. This is illustrated in the graph showing the cross-tabulation results 
illustrated in Figure 4.11. 
 
 
Figure 4.11 The influence of gender on employees’ pride in carrying or wearing 
items sporting the corporate symbol 
 
 
0
2
4
6
8
10
12
14
16
18
No,
extremely
ashamed
No, very
ashamed
Fairly
ashamed
Neither
ashamed
nor proud
Fairly proud Yes, very
proud
Yes,
extremely
proud
The influence of gender on employee's pride in carrying or 
wearing corporate visual symbols - major survey 
Gender male
Gender female
253 
 
Carrying out a t-test on the data produced a significance is 0.000, showing that 
the equality of variances was not met but the result of the t-test, with equal 
variances not assumed (p=0.022) shows by comparing the means that the male 
members (Mean = 5.18) of the sample had more pride in their visual symbols of 
their organisation than the females (Mean = 4.02). These results are thus of 
statistical significance. 
 
This could be explained by the fact that much of the sports clothing displays the 
schools’ emblem and many more staff at the senior boys’ school (where there 
are more male employees) are involved with sport as an extra curricula subject 
than at the senior girls’ school. There are many sports teams who play against 
other schools and so exhibit competitiveness against these teams. As male 
respondent 22 wrote in response to the question as to whether they were proud 
to wear or carry symbols of the organisation, 
‘We have a proud heritage and tradition to uphold, I have had the honour 
of representing the school abroad on sports tours, where we were seen 
as ambassadors for our school and country. A strong corporate image is 
marketable for prospective parents and attracts free interest. It is vital!’ 
 
This mention of strength is an influential aspect when naming the factors in 
Chapter 5, section 5.4.2. Dionisio, Leal and Moutinho (2008) talk of cult 
symbolism being a characteristic of fan groups and although being an employee 
of an organisation is perhaps less emphatic than being a  ‘fan’, there are some 
similarities in supportive attitude. Dionisio, Leal and Moutinho (2008:21) write 
that the utilization of cult symbolism is inherent to these groups and that the 
products become social tools; they also write that sports can be considered to 
be the ‘realm of masculinity’ (Dionisio, Leal and Moutinho 2008:23) which could 
explain why the males are prouder to display the corporate symbol. Dionisio, 
Leal and Moutinho (2008) write that the ‘clone like’ behaviour of some sports 
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supporters and the clothing that they wear is to be ‘like others’ and to establish 
a ritual (2008:18). 
 
 
4.6.1.2 Age and pride in the corporate symbol 
Carrying out a cross-tabulation to discover if age influenced whether employees 
in the sample were proud to wear or carry visual symbols that associated them 
with the organisation, it was discovered that the largest age group, 50-59 years, 
had a nearly equal number of those who said that they were ‘very proud’ and 
those who said that they ‘never do’. The group of 40-49 years were the most 
proud as 74% of them responded that they were ‘fairly proud’, ‘very proud’ or 
‘extremely proud’ to wear or carry the visual symbols that associated them with 
the organisation. Correlating the data to discover if age influenced whether 
employees in the sample were proud to wear or carry visual symbols that 
associated them with the organisation, the results obtained were not statistically 
significant showing that age did not influence the feelings of pride in sporting 
visual symbols. 
 
 
4.6.1.3 Department and pride in the corporate symbol 
An ANOVA analysis was carried out to investigate whether department 
influenced whether employees were proud to wear or carry visual symbols of 
the organisation but the results were not significant showing that department did 
not influence this. 
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4.6.1.4 Working full-time or part-time and pride in the corporate symbol 
Whether employees were proud to wear or carry items that displayed corporate 
symbols and associated them with the school was investigated in relation to 
part-time and full-time workers using a t-test. Again the results were 
inconclusive; Levine’s test (0.085) showed that there were similarities in the 
distributions of the groups but the probability (0.055) was again just too large for 
there to be any statistical significance, showing that working either part or full-
time did not influence the responses as to whether the employees were proud 
to wear or carry items sporting corporate symbols. 
 
 
4.6.1.5 Length of service and pride in the corporate symbol 
Whether length of service influenced the pride that employees felt in wearing or 
carrying items that sported the corporate symbols and so associated them with 
the organisation was investigated using ANOVA. Levene’s test of 0.152 
revealed similar distributions of the groups but the high probability of 0.971 
meant that length of service could not be said to have any influence on the 
feeling of pride in the employees when wearing or carrying corporate items.  
 
 
4.6.1.6 Summary of the possible influences on employee association with 
the corporate symbols of their organisation 
The age of the employees, which department they worked in, whether they 
were employed full or part-time and length of service were not statistically 
significant influences on whether or not employees were proud to wear or carry 
corporate symbols. However, overall the male respondents took more pride 
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than the females in wearing and carrying items displaying the organisation’s 
corporate symbol possibly because of the higher proportion of males teaching 
sport and in consequence, wearing sports clothing as explained in Chapter 4, 
section 4.6.1.1. 
 
 
4.7 EMPLOYEE OPINION ABOUT THE ORGANISATION’S CORPORATE 
IDENTITY 
Question 17 asked the respondents if they had any other feelings and opinions 
about the schools’ visual corporate identity and 33 fairly detailed responses 
were received. The last question asked the respondents if they would be willing 
to participate in a short, informal interview if necessary to answer a few 
questions about their school’s visual identity; 57% said that they would, 39% 
said that they would not and 8% of the replies were missing. This was an 
excellent result as no incentive was offered to the respondents to agree to the 
interviews. 
 
Of the 33 responses to question 17, opinions about the visual corporate identity, 
11 were positive, seven ambivalent and 15 negative. Six of the positive 
responses thought that the corporate identity of the school was important and 
respondent 81 wrote that ‘the branding of the organisation is a vital part of its 
identity’ respondent 50 pronounced ‘keep the bird! Adverts look uninteresting 
without it.’ Three respondents thought that the corporate identity ‘emphasised 
the long existence’ of the school and that we (the organisation) should ‘stick 
with tradition’ and respondent 70 favoured the new, second symbol illustrated 
as it ‘improves on the traditional image, as it is more modern, whilst 
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incorporating the traditional emblem’. Respondent 2 mentioned the communal 
feeling of ‘individuality within a corporate spirit’ referring to the three schools 
together, respondent 36 wrote that he found it easier to feel loyal towards ‘my’ 
school rather than ‘the schools’. The explanation for this comment could be that 
although the three schools have one governing body and are known collectively 
as the ‘Endowed Schools’, many staff only work at one of the three schools and 
in consequence feel some antipathy to the other establishments although 
loyalty to their own place of employment. 
 
The negative comments mainly mentioned how the logo could be improved and 
made ‘stronger’ as well as having a ‘greater visible presence in the local 
community’. Five mentioned the variety of ways that the symbol was used and 
displayed and respondent 15 writes ‘I have seen five different logos’ on the local 
advertisements’, the corporate image ‘has to be common to media and property’ 
respondent 34 says,  ‘it’s a horrible mish-mash – every activity has its own 
garments and accoutrements’.  
 
Respondent 39 thought that the state of the organisation itself influenced the 
corporate identity and wrote, ‘The topic of visual identity is difficult if the 
organisation itself is unclear about where it is going/what it is. The problem is 
likely to spill over into any of its visual symbols.’ Respondent 23 also thought 
that the visual appearance could reflect the nature of the organisation and 
commented, ‘At the moment the shade of the minibuses is slightly different to 
the headed notepaper and web site etc. which creates a slightly casual (or 
confused/half-hearted) impression’. This respondent obviously considers the 
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appearance of the visual corporate identity to be of great importance to the 
impression given by the organisation. 
 
Others commented that this variety of different symbols showed a lack of 
direction with marketing. Two commented about disliking the headed paper, and 
that the burgundy and cream design did not photocopy well. Respondent 53 did 
not like the web site, ‘I’m afraid I think that is dreadful. It looks thoroughly 
gloomy’. Others mentioned that at sports events, if the players do not wear 
school sports kit, they do not look like a team. The general feeling was that 
there should be more continuity in the use of the logos and that a difficulty was 
having one identity for the three separate schools (9 respondents). There were 
also some criticisms about the existing designs and the use of colour.  
 
Pugh and Hickson (1996:160) recognise the importance of the ‘human factor’ of 
work situations and write that if employees are involved with the decision 
making, morale in the workplace improves. Certainly there are some strong 
feelings voiced by the respondents and to improve morale, management should 
take notice of these.  To ensure commercial success Schultz, Hatch and Larsen 
(2000:1) place importance on employees identifying with and reflecting the 
corporate identity of their organisation. They mention a visual corporate identity 
change when employees were consulted by management and were seen to 
accept and ‘embrace’ the change (Schultz, Hatch and Larsen 2000:13). 
 
Companies are now realising that the most affected audience of visual 
corporate identity is, in fact, their own employees and the favourable perception 
of staff towards corporate identity is thus a very important contributory factor to 
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the success of an organisation. Management need to be made aware of this to 
enhance productivity and performance. 
 
 
4.8  SUMMARY AND CONCLUSION  
4.8.1 Interpretation of Research Question 1 
Based upon the above findings and discourse, in answer to the first research 
question: ‘How important are the visual elements of an organisation’s corporate 
identity to its employees?’ it can be concluded that the employees in this 
sample consider the visual elements (the corporate colours and the symbols) of 
their organisation to be important. Gender was found to be influential with 
females attaching slightly more importance to the corporate colours and 
symbols than their male counterparts (Chapter 4, section 4.5.4.2) but the 
respondents’ department of employment appeared to be of greater significance, 
as discussed in Chapter 4, section 4.4.3.4 and Chapter 4, section 4.5.4.4. 
Those employees who attached most importance to the visual colours and 
symbols of the organisation were the administration and support staff, closely 
followed by the maths and science department. The support and administration 
staff are lower in the hierarchy of the organisational structure, whereas 
management, the top of the organisational hierarchy, were the group who 
considered the corporate colours and symbols to be least important. This can 
be explained by them being more focussed on financial matters than corporate 
identity and by the attitude to marketing in schools (Chapter 4, section 4.4.3.7), 
but they should not underestimate the significance of the visual corporate 
identity to their employees.  Age, whether an employee worked full-time or part-
time and length of service had no significant influence on the employees’ 
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feelings towards the importance of the corporate logo, although females, those 
who worked part-time and those with the greatest length of service considered 
the corporate colours to be significantly more important than others. 
 
Many of the respondents made perceptive and emphatic comments about the 
organisation’s corporate identity. There were both positive and negative 
responses but the written comments gathered from the respondents further 
emphasised the employees’ strength of feeling (mainly positive, occasionally 
negative) about the organisation’s corporate identity. The main criticism was the 
variety of different corporate symbols used and concern of how the corporate 
image could be strengthened within the local community. There were two 
comments suggesting that the muddled visual presentation of the organisation 
reflected the ‘nature of the organisation’ itself. 
 
If the visual elements of the corporate identity – its corporate colours and 
corporate symbol – are important or unimportant to an employee, it reflects, by 
association, the degree of importance with which the employee considers the 
organisation. As Henderson and Cote (1998) wrote, ‘Positive affective reactions 
are critical to a logo’s success because affect can transfer from the logo to the 
… company’. Thus if an employee considers the corporate symbols of an 
organisation to be important, this contributes to the success of the brand as 
they are showing ‘ownership’ of the emblems which can in turn promote loyalty 
and support for the organisation. The fact that the employees selected the most 
recently designed emblem reflects their objective to associate with the most ‘up 
to date’ and stylish image of the school (Chapter 4, section 4.5.1). This concern 
with style is revisited in the factor analysis, (Chapter 5, section 5.4). 
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Following the principals of Gestalt (Hothersall 2004), this suggests that although 
parts of a visual image may be considered and evaluated as distinct 
components, the whole of a visual image is of greater value than the sum of its 
parts. More importance was attributed by the employees to the symbol itself 
(84%) than to the colours alone (76%), which confirms the Gestalt theory 
(Hothersall 2004), that complete symbols are more representative than their 
components. So according to Ind (1990), as the visual corporate identity of the 
establishment (in this case the school) is important to the employees, they also 
consider their organisation to be of significance. 
 
 
4.8.2 Interpretation of Research Question 2 
In answer to the second research question, ‘Are employees keen to be 
associated with their place of work by wearing or carrying an item with the 
organisation’s corporate symbol upon it?’, it was discovered that the majority 
(69%) of the respondents were keen to be associated with their organisation 
and a half of both the males and females were ‘very proud’ to do so (Chapter 4, 
section 4.6.1) although males were prouder than females (Chapter 4, section 
4.6.1.1).  
 
Employees wearing, for example sweatshirts, or carrying umbrellas, items with 
the organisations’ corporate symbol upon it, endorse the employees’ support of 
the company and emphasise their wish to be publicly linked with the 
organisation, so take pride in being associated with the organisation. The 
employees who wear or display the school’s emblem said that they were 
pleased to ‘belong’ to the school and were content to be associated with the 
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establishment (Chapter 4, section 4.6.1). This feeling of ‘belonging’ was 
mentioned as vital in connection with the importance of the corporate symbols, 
so is obviously of some significance. The importance of ‘belonging’ to the 
organisation was also given as a reason for wearing the corporate symbol as 
well the significance of the tradition of the establishment. The similar emotion of 
affiliation features importantly in the naming of the factors (Chapter 5, section 
5.4.2). Those sporting the organisation’s symbol are themselves taking 
‘ownership’ of the brand, adding to its value and promoting its success. There 
were many comments about the visual corporate identity of the school, 
reflecting the surprising amount of interest that employees take in this. 
 
Age, department of employment, whether working part or full-time and length of 
service had no significant influence on whether or not the employees were keen 
to be associated with their organisation. As many were proud to wear the 
corporate symbol, this can be interpreted that they consider their organisation to 
be important and are proud to be associated with it. As Green and Loveluck 
(1994:38) write, if the employees take ownership of this symbol and adopt the 
corporation’s values and beliefs as their own, they mirror the ambitions of the 
employing organisation which increases their motivation, leading to enhanced 
performance and company success.  
 
Many other researchers also consider the employees to be the most important 
audience, stakeholders and communicators in any company as they influence 
results and performance (Abratt 1989, Aldersey-Williams 1994, Balmer and 
Greyser 2003:22, Gilmore, 2001, Gotsi and Wilson 200, Ind 1990:26, Velmans 
1979). Olins (1995:xi) emphasises the significance of the visual corporate 
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identity when he writes that it is ‘a significant management resource’ and 
recognises that it has an influence on all parts of a company (Melewar and 
Karaosmanoglu 2003:852, Olins 1995:15). In other words, together the 
employees and the visual corporate identity represent the focus of this research 
– employees’ views of the visual corporate identity – its importance and whether 
they are keen to be associated with the visual emblems, a significant and vital 
barometer of employee opinion. 
 
As found in this chapter, employees hold opinions about the visual corporate 
identity of the organisation, such as its importance and their pride in 
association. More specific meanings and perceptions that the employees 
associate with the visual corporate identity will reveal more about their attitudes; 
this is Research Question 3, which will be analysed and discussed in the next 
chapter. 
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CHAPTER 5 – THE MAJOR SURVEY: INTERPRETATION OF THE 
MEANINGS AND PERCEPTIONS THAT EMPLOYEES ATTACH TO THE 
VISUAL ELEMENTS OF THEIR ORGANISATION’S CORPORATE IDENTITY  
5.1  INTRODUCTION 
This chapter describes the findings that are pertinent to answer the third 
Research Question: What meanings do the visual symbols of their organisation 
engender in the employees? The descriptive statistics collected from the 
semantic differential (a bipolar evaluative adjective scale) will be reported and 
then analysed. The frequency of the results of the semantic differential are 
described and whether gender, age, department of employment, working full or 
part-time or length of service influenced the responses is investigated. 
 
The remainder of the chapter consists of the results of a factor analysis using 
the SPSS software. Investigations into the factors themselves will also be 
reported, examining again whether gender, age, department, full or part-time 
working and length of service have any influence upon the responses given and 
the perceptions and meanings that the sample population attached to the 
corporate symbol, the answer to the third Research Question, the meanings 
that the employees attach to the corporate symbol of their organisation. To 
ascertain if any of the factors were significant in influencing respondents’ 
opinion of the importance of the corporate symbols, the findings of a regression 
analysis will be reported. 
 
Employees hold perceptions of, and attach meanings to, the symbol of their 
organisation which can be either positive or negative. Henderson and Cote 
(1998:15) write that to be successful, a logo should evoke the same positive 
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meanings in everyone although Barthes suggests that images generate 
different meanings for observers (Smith 1998:241). These employee 
perceptions and meanings, by inference, reflect their perceptions of the 
establishment itself so it is of vital importance to management to discover what 
these are as they also discover the positive views (or not) of their workforce.  
 
 
5.2 DESCRIPTIVE STATISTIC RESULTS FROM THE SEMANTIC 
DIFFERENTIAL (TO ASCERTAIN THE MEANINGS ATTACHED TO THE 
CORPORATE SYMBOL)  
To ascertain the meanings that the respondents associate with the corporate 
visual symbols of their organisation, the respondents were asked to indicate 
these meanings by completing a series of 20 semantic differential scales. 
Positive and negative adjectives of opposite meanings were placed at either 
end of a seven-point scale and the respondents were asked to indicate a 
position on the scale, between the two words, that they felt best reflected the 
meaning of the visual corporate symbol. 
 
The overall results of responses from the semantic differential of the major 
survey are presented in Figure 5.1 which shows the percentage of the total 
population that gave a particular response along the semantic differential for 
each bi-polar adjective. Not all the respondents gave an answer to all the bi-
polar semantic differentials, so the percentages given in the table are those who 
gave that response as a proportion of the total sample. The higher percentages 
are shaded with the darker colour and it can be seen that the majority of these 
are on the left, positive section of the table and two at the mid-point. As can be 
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seen, the response by the employees is generally positive, implying that they 
attach positive meanings to their organisation’s visual corporate symbol. 
 
  Percentage responses of the semantic differential 
  
Extremely 
positive 
Very 
positive 
Fairly 
positive 
Neither/nor Fairly 
negative 
Very 
negative 
Extremely 
negative  
1 Trustworthy 20 42 20 11 0 0 0 Untrustworthy 
2 Wise 19 41 17 13 1 2 0 Foolish 
3 Advanced 9 29 22 25 2 4 0 Basic 
4 Identifiable 44 35 10 4 1 0 0 Unidentifiable  
5 Benevolent 18 26 23 22 1 0 1 Malevolent 
6 Powerful 9 35 30 14 3 0 1 Weak 
7 Warm 10 21 30 23 4 4 1 Cold 
8 Traditional 32 37 13 9 4 0 0 Unconventional 
9 Democratic 3 10 14 50 10 3 2 Autocratic 
10 Secure 16 35 26 14 2 0 0 Insecure 
11 Brave 8 27 29 24 2 1 0 Cowardly 
12 Well presented 26 40 16 5 2 5 0 Untidy 
13 Normal 24 29 18 17 2 2 0 Strange 
14 Active 14 27 26 20 6 0 0 Passive 
15 Proud 36 36 13 7 2 2 0 Ashamed 
16 Enlightened 9 36 25 17 2 3 0 Confused 
17 Lucky 1 17 21 51 1 1 0 Unlucky 
18 Successful 21 39 19 9 2 1 0 Unsuccessful 
19 Loyal 21 34 21 14 1 0 0 Disloyal 
20 Symbolic 33 35 12 6 5 2 0 Unrepresentative 
 
Key   0-10% 11-20% 21-30% 31-40% 41-50% 
 
Figure 5.1 Percentage responses to the semantic differential and their 
descriptors  
 
To explain the verbal interpretations of the semantic differential, Figure 5.2 (see 
also Chapter 3, section 3.7.1.2) shows the meanings and scores of two 
adjectives of the semantic differential range from ‘extremely negative’ scoring 1 
to ‘extremely positive’ scoring 7, with 4 as a mid-point. This system was 
adopted for all the variables. 
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 1 2 3 4 5 6 7  
 Extremely Very Fairly Neither/nor Fairly Very Extremely  
Foolish        Wise 
 
Figure 5.2 The scoring system of the semantic differential 
 
Figure 5.3 shows the number of respondents for each particular differential, the 
minimum response given, the maximum response, the mean, the mode and the 
descriptor based upon the mean and mode score for each differential.  
 
 
 Q 15 Descriptive Statistics       
  N
 
M
inim
um
 
M
axim
um
 
M
ean 
D
escrip'n 
of m
ean 
M
ode 
D
escrip’n 
of m
ode 
Std. 
D
eviat’n 
1 Trustworthy/untrustworthy 97 4 7 5.77 Fairly/very trustworthy 6 Very trustworthy 0.92 
2 Foolish/wise 97 2 7 5.64 Fairly/very wise 6 Very wise 1.11 
3 Advanced/basic 94 2 7 5.09 Fairly advanced 6 Very advanced 1.21 
4 Identifiable/unidentifiable 97 3 7 6.26 Very identifiable 7 Extremely identifiable 0.88 
5 Benevolent/malevolent 95 1 7 5.36 Fairly benevolent 6 Very benevolent 1.19 
6 Powerful/weak 95 1 7 5.32 Fairly powerful 6 Very powerful 1.05 
7 Warm/cold 96 1 7 4.95 Fairly warm 5 Fairly warm 1.28 
8 Traditional/unconventional 97 3 7 5.90 Very traditional 6 Very traditional 1.10 
9 Democratic/autocratic 95 1 7 4.24 Neither democratic/nor autocratic 4 
Neither democratic/nor 
autocratic 1.12 
10 Secure/insecure 96 3 7 5.56 Fairly secure 6 Very secure 1.00 
11 Brave/cowardly 94 2 7 5.13 Fairly brave 5 Fairly brave 1.04 
12 Well presented/untidy 98 2 7 5.73 Fairly well presented 6 Very well presented 1.26 
13 Normal/strange 96 2 7 5.53 Fairly normal 6 Very normal 1.23 
14 Active/passive 96 3 7 5.27 Fairly active 6 Very active 1.15 
15 Proud/ashamed 98 2 7 5.96 Fairly/very proud 6/7 Very/Extremely proud 1.15 
16 Enlightened/confused 95 2 7 5.26 Fairly enlightened 6 Very enlightened 1.13 
17 Lucky/unlucky 96 2 7 5.77 Fairly/very lucky 4 Neither lucky nor unlucky 0.88 
18 Successful/unsuccessful 95 2 7 5.74 Fairly successful 6 Very successful 1.05 
19 Loyal/disloyal 95 3 7 5.66 Fairly loyal 6 Very loyal 1.04 
20 Symbolic/unrepresentative 95 2 7 5.83 Fairly/very symbolic  6 Very symbolic 1.25 
 Total mean and mode    5.44  5.78   
Figure 5.3 Mean and mode table and their descriptors  
 
 
The results of Figure 5.3 show that the employees in the sample, using the 
mean scores for each parameter (giving a total mean of 5.44), consider the 
emblem of the school to be fairly/very positive towards each descriptor. If the 
mode was considered, the employee attitude was more positive (the mean of 
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the mode was 5.78) so in the majority of cases where the mean of the 
descriptor for the respondents was ‘fairly’ or ‘very’ positive, when considering 
the mode, the descriptor was ‘very’ or ‘extremely’ positive.  
 
The means were highest for ‘identifiable’ (6.26), ‘proud’ (5.96), ‘traditional’ (5.9), 
‘symbolic’ (5.83) and ‘trustworthy’ (5.77), so these are the meanings that the 
employees most strongly associated with their organisation’s emblem. The 
lowest means were for ‘autocratic/democratic’ (4.24) and ‘warm/cold’ (4.95) but 
neither of these could be interpreted as negative as both means were larger 
than 4, the mid-point, and the modes were either ‘fairly’ or ‘neither/nor’. 
 
If a one-sample t-test is carried out on the data, with the expected mean to be 4 
(the centre of a seven-point scale), the data in Figure 5.4 is produced and the 
mean differences for all the differentials is positive (ranging from 0.232 for 
democratic/autocratic to 2.258 for identifiable/unidentifiable) and the probability 
in all cases is less than 0.05. These results are thus of statistical significance 
and confirm that the employees perception of the corporate visual symbol of 
their organisation is positive. 
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One-sample t-test on the responses to the semantic differential   
  Test Value = 4   
  t df 
Sig. (2-
tailed) 
Mean 
Difference 
Identifiable/unidentifiable 25.232 96 0 2.258 
Proud/ashamed 16.895 97 0 1.959 
Traditional/unconventional 16.925 96 0 1.897 
Symbolic/unrepresentative 14.61 94 0 1.863 
Trustworthy/untrustworthy 19.011 96 0 1.773 
Well presented/untidy 13.58 97 0 1.735 
Successful/unsuccessful 15.929 94 0 1.726 
Loyal/disloyal 15.499 94 0 1.653 
Foolish/wise 14.539 96 0 1.639 
Secure/insecure 14.885 95 0 1.542 
Normal/strange 12.192 95 0 1.542 
Benevolent/malevolent 11.327 94 0 1.379 
Powerful/weak 11.972 94 0 1.305 
Enlightened/confused 10.809 94 0 1.253 
Active/passive 10.653 95 0 1.24 
Brave/cowardly 10.519 93 0 1.128 
Advanced/basic 8.541 93 0 1.064 
Warm/cold 7.223 95 0 0.938 
Lucky/unlucky 6.755 95 0 0.604 
Democratic/autocratic 2.024 94 0.046 0.232 
 
Figure 5.4 Results of one-sample T-test carried out on the responses to the 
semantic differential and their descriptors  
 
 
 
5.3 INFLUENCES UPON EMPLOYEE RESPONSES TO THE MAJOR 
SURVEY’S SEMANTIC DIFFERENTIAL DESCRIPTIVE STATISTICS 
Question 15 (the semantic differential) was then analysed to see whether 
gender, age, department, employed part-time or full-time and length of service 
was influential to the responses given and so could be said to have any 
influence upon the meanings employees associated with their corporate visual 
symbol.  
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5.3.1 The influence of gender on the semantic differential responses 
The respondents to the questionnaire consisted of 61 females and 38 males. T-
tests were conducted on all 20 of the differentials and the results showed that 
although Levene’s test showed both groups had very similar distributions for 
every result, only for two of the differentials out of 20 was the value of the 
probability lower than 0.05, so only these results were significant. These 
differentials of low probability were whether the respondents’ perception of the 
logo was either ‘cowardly or brave’ and ‘loyal or disloyal’. 
 
When the t-test for cowardly and brave was carried out against the 
independent variable of gender, Levene’s test gave a variance of 0.5 and the 
probability of 0.017, indicating that although the groups had similar variances, 
they were different. The means were compared and this indicated that females 
(mean 5.34) thought that the organisation’s symbol was fairly brave compared 
with the males (mean 4.83) who considered it to be neither cowardly nor brave. 
The mean difference was -0.516, which is a medium effect size. 
 
When the t-test for loyal and disloyal was carried out against the independent 
variable of gender, Levene’s test gave a variance of 0.217 and the probability of 
0.01, indicating again that although the groups had similar variances, they were 
different. The means were compared and this indicated that females (mean 
5.86) thought that the organisation’s symbol was fairly/very loyal in comparison 
with the males (mean 5.31) who thought it fairly loyal. The mean difference was 
-0.557, which is a medium effect size. 
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From these results it appears that the females in the sample consider the 
symbol of the organisation to be fairly brave and fairly/very loyal compared to 
the males who considered the symbol to be neither brave nor cowardly and only 
fairly loyal.  These results imply that the females show slightly more admiration 
for the symbol, and by implication, the organisation, than the males. 
 
 
5.3.2 The influence of age on the semantic differential responses 
The distribution of age in the sample is represented by Figure 4.2 in Chapter 4. 
To discover whether age was influential to the respondents’ answers to the 
semantic differentials (Question 15) correlations were carried out. Five of the 20 
correlations indicated results of significance.  
 
Whether the respondents considered the organisation’s logo to be considered 
trustworthy or untrustworthy the relationship was found to be negatively 
related (r = -0.264, p=0.005) as age increased, so it can be concluded that that 
the older the respondents, the less trustworthy they considered the logo to be.  
 
The respondents were asked whether they thought that the logo was powerful 
or weak. The results of the correlation indicate that the relationship was 
negatively related (r = -0.248, p = 0.008) indicating that as the age of the 
respondents increased they considered the logo to be less powerful. 
 
Whether they considered the logo to be cowardly or brave, the respondents 
were asked, and the results of the correlation show again that there was a 
negative relationship (r = -0.221, p = 0.016) so it can be concluded that as the 
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respondents increased in age, they considered that logo to be less brave, more 
cowardly. 
 
The respondents were asked whether they considered the logo to be well-
presented or untidy and a negative relationship was found when this data was 
correlated with age (r = -0.204, p = 0.022) indicating that as the age of the 
respondents increased they considered the logo to be less well-presented and 
more untidy. This could be explained by the incidence of so many different 
images of the emblem being used on advertisements, mini-buses, on stationery 
and so on. As respondent 15 wrote (in the age 30-39 age range) ‘I have seen 
five different logos for the school adverts in the local paper alone – this really 
upsets me’. Respondent 34 (aged 50-59) wrote ‘it’s a horrible mish-mash’. 
 
The respondents were asked whether they thought that the logo was strange 
or normal. The results of the correlation indicate that the relationship was 
negatively related (r = -0.202, p = 0.024) indicating that as the age of the 
respondents increased they considered the logo to be less normal and more 
strange. 
 
A regression analysis was carried out on the data but was not found to be 
significant. From the correlations it was found that as the age of the employees 
increased they considered the emblem of their organisation to be less 
‘trustworthy’ (more untrustworthy), less ‘powerful’ (weaker),  less ‘brave’ (more 
cowardly), less ‘well-presented’ (more untidy) and  less ‘normal’ (more strange). 
As age increases individuals become more experienced so less easily 
impressed and possibly more cynical about their environment, their organisation 
and its symbols.  
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5.3.3 The influence of department on the semantic differential responses 
The employees were divided into seven groups by department: languages, 
humanities, maths and science, practical subjects, junior school, management 
and administration and support staff. 
 
A one-way ANOVA was carried out on the answers given to the semantic 
differential to see if the department that the respondents worked in had any 
influence on their responses. Only two of the 20 differentials 
(malevolent/benevolent and active/passive) had results of any significance, the 
results from the other responses were not considered to be significant so which 
department a respondent worked in had only a small influence on the meanings 
that the respondents attached to their corporate symbol. 
 
The respondents were asked to consider whether they thought that the logo of 
their organisation was malevolent or benevolent and using this data in 
conjunction with the respondents’ department, the results of the one-way 
ANOVA indicated that the variances were similar (Levene’s test of homogeneity 
of variance gave a p-value of 0.185) and the probability of 0.024 indicated that 
the groups were different and that the means could be compared. The 
department with the highest mean (5.88) was languages who considered the 
symbol to be fairly/very benevolent, closely followed by management (5.86), 
also fairly/very benevolent, and the practical subjects department (5.85). These 
departments considered the logo to be very benevolent. The departments with 
the lowest means were humanities (4.64) and maths and science (4.93) who 
considered the logo to be neither benevolent nor malevolent. 
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Whether the respondents considered the logo of the organisation to be either 
active or passive was also analysed by department. A one-way ANOVA was 
carried out and the results indicated that the variances were similar (Levene’s 
test of homogeneity of variance gave a significance of 0.885) and the probability 
of 0.025 indicated that the groups were different and that the means could be 
compared. The group with the highest mean (6.17) was those who worked at 
the junior school, who considered the emblem to be ‘very active’, possibly 
because they are working with younger pupils, their job and working day is itself 
much more active. The second highest was the practical subjects (5.77) who 
considered the logo to be ‘fairly/very’ active, again possibly because of the 
nature of the work. The groups with the lowest mean were management (mean 
4.43) and maths and science (mean 4.87) who considered the emblem to be 
‘neither active nor passive’ perhaps because these occupations are less 
physically active in themselves. 
 
That languages and management considered that the organisation’s emblem 
was ‘fairly/very benevolent’ must reflect the general optimistic, satisfied attitude 
and atmosphere of these departments. Maths and science departments 
consider the emblem to be ‘neither benevolent nor malevolent’ so are not as 
satisfied with the benevolence of the symbol or the organisation it represents. 
 
 
5.3.4 The influence of whether the respondents worked full-time or part-
time on the semantic differential responses 
Independent t-tests were carried out on the data from Question 15 to ascertain 
whether working full-time or part-time affected the responses that were given by 
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the employees. For sixteen of the differentials the probability was greater than 
0.05 so it can be said that the difference between the responses given by the 
two groups was indistinguishable in these cases and was not affected by 
working either part-time or full-time. Four differentials showed results of 
significance: trustworthy/untrustworthy, identifiable/unidentifiable, 
democratic/autocratic, normal/strange, that working full-time or part-time 
influenced the responses. 
 
An independent t-test was implemented to discover whether the respondents 
considered the logo to be trustworthy or untrustworthy in conjunction with 
whether they were employed full or part-time. Levene’s Test for equality of 
variance (0.41) was not met so with equal variances not assumed, the mean 
difference between the groups was 0.471 which is a medium effect size. The 
full-time workers’ mean was 5.88, higher than that of the part-time workers 
(5.41), so it can be concluded that the full-time workers consider the logo to be 
very trustworthy rather than the part-time employees who thought it only fairly 
trustworthy. 
 
In conjunction with whether they were employed full or part-time, an 
independent t-test was implemented to discover whether the respondents 
considered the logo to be identifiable or unidentifiable. Levene’s Test showed 
a figure of 1.739, so equal variances can be assumed and the groups have 
similar distributions. The probability was 0.007 so less than 0.05, thus the 
results indicate that the groups are different and the results significant. The 
mean difference of 0.568 indicates a medium effect size. The full-time 
employees (mean 6.39) considered the logo to be very identifiable whereas the 
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part-time employees (mean 5.82) considered the logo to be just fairly 
identifiable. 
 
An independent t-test was implemented to discover whether the respondents 
considered the logo to be autocratic or democratic in conjunction with 
whether they were employed full or part-time. Levene’s Test for equality of 
variance (0.009) was not met so with equal variances not assumed, the mean 
difference between the groups was 0.616 which is a medium effect size. The 
full-time workers’ mean was 4.38, higher than that of the part-time workers 
(3.76), so it can be concluded that the full-time workers consider the logo to be 
neither autocratic nor democratic whereas the part-time employees consider it 
to be fairly autocratic. 
 
In conjunction with whether they were employed full or part-time, an 
independent t-test was implemented to discover whether the respondents 
considered the logo to be strange or normal. Levene’s Test showed a figure of 
p=0.217 so equal variances can be assumed and the groups have similar 
distributions. The probability was 0.024, so less than 0.05, thus the results 
indicate that the groups are different and the results significant. The mean 
difference of 0.68 indicates a medium effect size. The full-time employees 
(mean 5.68) considered the logo to be very normal whereas the part-time 
employees (mean 5.00) considered the logo to be fairly normal. 
 
Whether working full-time or part-time affected the responses given by the 
employees in conjunction with the semantic differential and the meanings they 
associate with their corporate symbol was investigated. The results showed that 
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full-time workers consider that the emblem was ‘fairly/very trustworthy’, to be 
‘very identifiable’ and ‘neither autocratic nor democratic’, whereas the part-time 
employees consider it to be ‘fairly trustworthy’, ‘fairly identifiable’ and ‘fairly 
autocratic’. Both the full-time (mean 5.68) and part-time (mean 5.00) employees 
consider the logo to be ‘fairly normal’ but the former slightly more so.  
 
From these results it appears that the full-time workers have a more positive 
attitude towards and more trust in what they consider to the very identifiable 
logo than the part-time workers, and by association the organisation. As the 
part-time workers consider the logo to be less identifiable, perhaps they are not 
as exposed to it as much as those employed full-time. That the part-timers 
consider the symbol to be more autocratic means the management style for 
these employees may have to be more autocratic as they are not employed all 
the time. As Vallaster and de Chernatony (2006:773) discovered when 
interviewing managers, a senior vice-president said that ‘the lower the 
management level, the more your employees require strong guidance’. 
 
 
5.3.5 The influence of length of service on the semantic differential 
responses 
Correlations were carried out on the data from Question 15 to ascertain whether 
the length of service of the employees affected their responses. Three of the 20 
correlations indicated results of significance. The responses given to the other 
17 differentials could not be said to be influenced by length of service. A 
regression analysis was carried out on the three significant results from the 
correlation but this did not reveal any conclusive results. 
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On investigating whether the respondents considered the organisation’s logo to 
be considered powerful or weak compared with their length of service, the 
relationship was found to be negatively related (r = -0.302, p=0.001) so it can be 
concluded that that the longer the respondents had worked for the organisation, 
the less powerful they considered the logo to be.  
 
Whether the logo was considered to be well-presented or untidy was 
correlated against length of service. The relationship was found to be negative 
(r = -0.308, p = 0.01) so the longer the respondents had worked for the 
organisation the less well-presented they considered to logo to be. 
 
Whether the respondents considered the organisation’s logo to be considered 
enlightened or confused compared with length of service, the relationship was 
also found to be negatively related (r = -0.219, p=0.017); the longer the 
respondents had worked for the organisation, the less enlightened they 
considered the logo to be.  
 
The correlation results showed that as length of service increased the 
employees considered the logo to be less powerful, less well-presented and 
less enlightened. These results can be attributed to the employees being ‘less 
impressed’ with what has become very familiar to them or perhaps that length of 
service, and in parallel with increase in age, has engendered some scepticism 
in the employees. In contrast to this, those employees whose length of service 
is much shorter appear to consider the corporate symbol to be more powerful, 
better presented and more enlightened than their longer serving colleagues. 
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This can be explained by asserting that they are still impressed by the corporate 
symbols of their new organisation.  
 
It is of interest that the employees consider that the corporate logo was weaker 
and more untidy as both age and length of service increased. According to 
Dutton, Dukerich and Harquail (1994:247) and Mael and Ashforth (1992), the 
greater the length of service, the more important the visual symbols become 
and the more pride employees feel in them, but perhaps too the more critical of 
the corporate logo this group of employees becomes. 
 
 
5.3.6 Conclusions about the influence of gender, age, department, 
working full or part-time and length of service on the employee 
responses. 
Gender, age, department, working full or part-time and length of service of the 
respondents had little effect that was statistically significant on the employee 
responses to the semantic differential. 
 
Gender had a significant influence on two of the employees’ responses for the 
20 variables: that the female respondents considered the organisation’s symbol 
to be both braver and more loyal to a greater degree than their male colleagues.  
 
Age had a significant influence on five of the 20 variables. As age increased, 
the respondents considered the logo to be less trustworthy, weaker, less brave, 
less well-presented and less normal. As age increases, the respondents 
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perhaps become less impressed and more cynical about organisations and their 
symbols. 
 
Which department the respondents worked in had a significant influence on only 
two of the variables. These variables were malevolent/benevolent and 
active/passive. The language department and management considered the logo 
to be very benevolent, whereas humanities and maths and science were less 
positive and selected the mid-point, so did not consider the logo to be either 
malevolent or benevolent. The junior school staff and the practical subjects 
considered the logo to be the most active and management and maths and 
science thought that it was neither active nor passive. 
 
Whether the respondents were employed full or part-time had a significant 
influence on only four of the variables. Those respondents who were employed 
full-time considered the logo to be very trustworthy, very identifiable, and more 
normal than those who worked part-time. The respondents who were employed 
part-time thought that the organisation’s symbol was more autocratic than those 
who were full-time employees. 
 
Three of the 20 variables were significantly influenced by the respondents’ 
length of service. The greater the respondents’ length of service the less 
powerful, less well-presented and less enlightened they thought the logo. 
 
Balmer (2006:735), mentioned in Chapter 2, section 2.6.3, refers to the 
importance of the 6Cs of corporate marketing; of particular relevance here is 
‘Conceptualisations’, which refers to the perceptions held of the brand by the 
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stakeholders, similar to the meanings associated with the corporate logo. 
Balmer (2006:735) also writes of ‘Culture’ referring to the collective feeling of 
employees, particularly their values and beliefs which generate from the 
‘conceptualisations’ and may (or may not) echo those of the organisation. 
 
Having completed this analysis, further investigation took place using a factor 
analysis in SPSS (Statistical package for the Social Sciences) to see if the 
variables grouped themselves into factors.  
 
 
5.4  FACTOR ANALYSIS OF THE SEMANTIC DIFFERENTIAL 
5.4.1 Determining the factors 
The factor analysis was implemented to see if by doing this the variables 
grouped themselves into definitive factors. This analysis also determined 
whether all the variables were necessary to explain the variance. 
 
Firstly, the KMO and Bartlett test was checked and this gave the figure of 
sampling adequacy of 0.818, which is well over 0.7, therefore reassuring as it 
meant that the variables were similar, so highly correlated. Initially to determine 
which variables had a shared or common variance, the communalities of the 
data were investigated. A table was produced and the variables whose 
extraction score was less than 0.5, e.g. 0.477 for ‘foolish and wise’ were 
removed as this meant that the variable had less in common with the others. 
The data was subjected to a factor analysis again but without the ‘foolish/wise’ 
variable and this time all the variables had extraction communality values of 
over 0.5. 
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The rotated component matrix produced can be seen in Figure 5.5 and it can be 
seen that the remaining 19 variables grouped themselves into five factors, the 
majority with scores over 0.5. 
 
Rotated Component Matrix 1 
 Component 
1 2 3 4 5 
Brave/cowardly .739         
Powerful/weak .712   .414     
Symbolic/unrepresentative .661         
Traditional/unconventional .519         
Normal/strange   .725       
Proud/ashamed .436 .664       
Identifiable/unidentifiable   .641       
Successful/unsuccessful   .622       
Trustworthy/untrustworthy   .594       
Loyal/disloyal .565 .585       
Advanced/basic     .808     
Well presented/untidy   .432 .715     
Enlightened/confused .455   .561     
Active/passive .502   .540     
Secure/insecure     .429     
Democratic/autocratic       .809   
Benevolent/malevolent       .674   
Warm/cold   .456   .475   
Lucky/unlucky         .826 
Figure 5.5 Rotated component matrix 1 – without the ‘foolish/wise’ variable 
 
The variables that are important are those with a score of over 0.5. The variable 
‘secure/insecure’ scored below 0.5 but as this was not cross-loading between 
components, it was left in the analysis. The variable warm/cold ‘cross-loaded’, 
inferring that it did not follow the pattern of any of the other variables. This factor 
was removed, leaving 18 variables and the SPSS analysis was carried out 
again. The KMO and Bartlett’s Test gave a higher score of 0.826 and all the 
communalities were larger than 0.5 (see Figure 5.6). 
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Rotated Component Matrix 2 
 Component 
 1 2 3 4 5 
Brave/cowardly .759     
Powerful/weak .734     
Symbolic/unrepresentative .655     
Loyal/disloyal .624 .543    
Active/passive .566  .485   
Normal/strange  .749    
Proud/ashamed .483 .644    
Identifiable/unidentifiable  .643    
Successful/unsuccessful  .604   .406 
Trustworthy/untrustworthy  .590    
Advanced/basic   .803   
Well presented/untidy  .452 .687   
Enlightened/confused .512  .523   
Secure/insecure .400  .401   
Democratic/autocratic    .790  
Benevolent/malevolent    .686  
Traditional/unconventional .400   .497  
Lucky/unlucky     .846 
Figure 5.6 Rotated component matrix 2 – N.B. without the ‘foolish/wise’ and the 
‘warm/cold’ variables because they were cross-loading 
 
 
Five factors emerged from this procedure but with the previously low scoring 
variable ‘secure/insecure’ now cross-loading and also 
‘traditional/unconventional’ cross-loading. Both these attributes, particularly 
traditional, featured strongly in the written comments so it was decided to leave 
these variables in the analysis. SPSS found that there were five factors, or 
components, that emerged.  
 
Factor 5 contained a single variable of ‘lucky/unlucky’ which appeared not to 
relate to any of the other variables significantly but had a high score of 0.846. If 
this factor was removed and the data analysed again, it produced a matrix with 
much cross-loading (Loyal/Disloyal, Enlightened/Confused, Proud/Ashamed, 
and Well-presented/Untidy) and the variables grouped together very differently 
and generated one negative value for Traditional/Unconventional. The ‘lucky 
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variable’ obviously had much influence on the others, so the previous matrix 
(Figure 5.6) produced was considered to be the best example of the factor 
analysis.  
 
If the respondents who had not completed Q15 fully were removed from the 
data, then a rotated component matrix was produced by SPSS. This was 
exactly the same as the first rotated component matrix produced, showing that 
the non-completions made no difference at all. This supports the validity of the 
data. 
 
  
5.4.2 Naming the factors – the construct of employees’ perception of 
visual corporate identity 
Each of the factors contained a group of variables that had produced a similar 
response pattern in the answers to the semantic differential section of the 
questionnaires. To label and describe the factors, an appropriate collective 
descriptor was adopted for each of the factors that reflected the combined 
meanings of the adjectives for the group of variables. This descriptor referred to 
the employees’ perception and opinion of their visual corporate identity in 
relation to these groups of characteristics.  
 
 
5.4.2.1 Factor one – strength 
Factor one contained five of the 20 variables at values over 0.5:  
Brave/cowardly (0.759), Powerful/weak (0.734), Symbolic/unrepresentative 
(0.655), Loyal/disloyal (0.624) and Active/Passive (0.566)  
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The interpretation of the positive adjectives – brave, powerful, symbolic, loyal 
and active – alludes to the employees’ perception of the strength of visual 
corporate identity of their organisation. This is a positive factor for the 
organisation as Christensen & Askegard (2001:293) write, ‘A strong corporate 
identity leads to motivation and commitment’. Vallaster and de Chernatony 
(2004:767) state that a consistent and strong corporate identity results in 
internal strength. Also, as respondent 22 wrote when asked whether they were 
proud to wear or carry symbols of the organisation, ‘A strong corporate image 
… is vital!’ Factor one therefore refers to the employees’ perception of the 
strength of the visual corporate identity of the organisation, of significant 
importance to the organisation. 
 
If employees consider their organisation to have strength, they perceive that it is 
a reliable and powerful institution. As Balmer (2009:545) writes, ‘the strength of 
an organisation’s identity can give institutions a strategic advantage’. He goes 
on to say that the reverse is also true and that weakness in this area is a 
disadvantage, emphasising the importance of this characteristic. This 
perception can be discovered by ascertaining whether they consider their 
company logo to have strength. A strong organisation should lead to 
commitment and loyalty from the staff. 
 
Van Riel (1995:39) recognises that a powerful corporate symbol may induce an 
emotional response. Christensen and Askegaard (2001:293) and Melewar and 
Karaosmanoglu (2003:846) also consider that a ‘strong identity’ breeds 
employee motivation. Vallaster and de Chernatony’s (2004:767) research 
indicates that for a corporation to have internal strength, then the visual 
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corporate identity must be consistent and strong, conveying coherent messages 
to staff. Vallaster and de Chernatony (2004:770) also talk of the lack of 
understanding regarding the effect of brands and visual symbols on employees. 
They write that a strong brand and visual corporate identity triggers 
identification and commitment within a company. Managers of a consultancy 
organisation consider that the consistent and multiple projection of their 
Corporate Visual Identity System is of vital importance (Melewar and Saunders 
2000:547). Vallaster and de Chernatony (2004:769) noted that any 
communications to employees without the company symbol showed a lack of 
consistency and reduced the employees’ identity with the organisation. They 
say that the constant use of the logo on documents enhanced the employees’ 
association with the company and ‘internalised’ its values and identity; they also 
mention that employees’ behaviour often then supports the brand promise 
(Vallaster and de Chernatony 2004:773). The strength of the visual corporate 
identity, in the perception of employees, is thus of significance, encouraging, 
commitment, identification and support. 
 
 
5.4.2.2 Factor two – affiliation 
Factor two was also composed of five variables over 0.5 (with one, 
‘loyal/disloyal’ in common with factor 1 but not as highly weighted):  
Normal/strange (0.749), Proud/ashamed (0.644), Identifiable/unidentifiable 
(0.643), Successful/unsuccessful (0.604) and Trustworthy/untrustworthy 
(0.590). 
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The group of positive adjectives in this factor – normal, proud, identifiable, 
successful, and trustworthy – refer to dependable, reliable and admirable 
human characteristics, so factor two represents how the employees identify with 
the visual corporate identity and their affiliation to the visual corporate identity of 
the organisation. This finding is again of significance to the success of the 
company. As Henderson, Cote, Leong & Schmitt (1998:15) opine, well-
designed symbols promote positive feelings of ‘familiarity and affinity’. Also 
Stuart (1999:1) who studied 'Employee Identification with Corporate Identity' 
emphasises the importance of establishing and maintaining positive employee 
identification with the corporate identity of a company to ensure that the 
'distinctiveness' of a company is preserved. 
 
The feeling of belonging was also mentioned many times in a positive way in 
the written comments that was gathered during the research (Chapter 4, 
sections 4.5.3). Balmer and Greyser (2003:22) attach great importance to the 
internal audience, the employees, of an organisation and say that they are the 
stakeholder group who ‘make’ the company and reveal the ‘actual identity’ of an 
establishment. This factor is thus of great significance for the organisation. 
 
Abratt, Bick & Jacobsen (2003:843) thought that as the corporate identity of an 
organisation became less distinct, the employees found it more difficult to 
identify with their establishment and postulate that for an organisation to survive 
and to be successful, they have to remain distinctive to both their employees 
and to their external stakeholders. Abratt et al (2003:844) go on to say that 
employees must identify with and understand the organisation’s mission in 
order to project a positive image. 
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The importance of employee affiliation with and the feeling of belonging to their 
employing organisation are of paramount importance. If workers adopt the 
‘culture’ of the establishment, then they are adopting the ‘identity’ too, according 
to Hatch and Schultz (2002:997). An employee who feels this ‘brand ownership’ 
is more positive than one who does not. This can be ascertained through their 
perceptions about the visual corporate identity of the organisation. Van Riel and 
van den Ban (2001:428) suggest that the familiarity of the corporate logos have 
an added value for the companies and increase appreciation in the audience. 
Van den Bosch, Eving and de Jong (2006:871) also mention that an important 
function of corporate identity is that it encourages the internal audience to 
identify with the company. Melewar, Bassett and Simoes (2006:140) write that a 
strong corporate identity creates a ‘we-feeling’ and that employees feel more 
motivated if they identify with the company that they work for. 
 
Skeel (1992:57) also mentions the human need ‘to belong’ and says that the 
visual identity serves as a bond and encourages employees to feel as if they 
are all serving a common purpose, creating a feeling of camaraderie which can 
generate a positive thinking, conscientious workforce. Employees feel an 
ownership towards their organisation and the visual corporate symbol that 
represents it. Harding (2007:1761) emphatically suggests that those working in 
an organisation become an integral part of it. Stuart (2002:29) attributes 
importance to this, when she writes that employees who identify with the visual 
corporate identity create a competitive advantage.  
 
Christensen and Askegaard (2001:297) mention Burke (1973) who writes that 
the symbols have become an important signifier of ‘belongingness’, Ind 
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(1990:170) also recognises that a united visual corporate identity within an 
organisation gives a ‘sense of common purpose’ to the employees. Vallaster 
and de Chernatony (2004:776) also refer to the importance of employees 
feeling that they ‘belong’ to and feel affiliation towards an organisation. If the 
employees ‘internalise’, adopt the core values of the company, they are more 
likely to work towards the success of the establishment. 
 
Olins (1996) suggests that a corporate identity should be created on the inside 
of the company and ‘move out’ and should be instigated by the corporate 
culture within. This will, according to Olins, boost employee loyalty and 
encourage a feeling of ‘belonging’. Olins maintains that the feeling of identity 
and belonging binds people together and creates an employee driving force and 
allegiance resulting in a productive workforce. Olins (1996) goes on to say that 
management must realise how important the positive perception of the 
employee is towards the company, and it follows the corporate identity is to the 
success of the company. This vision will be evident in the signs, symbols and 
colours of the visual corporate identity. Olins (1996) writes that this visual 
corporate identity will project a powerful and clear message to the employees, 
creating a positive working environment, with optimistic beliefs and values, an 
advantage to the rate of production. 
 
It is to the advantage of the organisation if employees feel as if they ‘belong’ to 
the company, have brand ownership and that they feel an attachment to it. 
Balmer (2008:891) talks of the stakeholder’s identification with the corporation, 
that is the individual’s or the group’s feelings of affiliation towards the 
corporation. He talks of corporations using rituals and symbols (visual corporate 
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identity) to engender this positive identification with the organisation. He goes 
on to say that if this employee identification is lost, it raises the ’traumatic 
question “what are we now?”’  
 
If so many writers – Skeel (1992:57), Stuart (2002:29), Christensen and 
Askegaard (2001:297), Burke (1973), Ind (1990:170). Vallaster and de 
Chernatony (2004:776), Olins (1996) and Balmer (2008) – have emphasised 
the importance of employee affiliation their organisation, then this feeling of 
allegiance by the employees is obviously of great significance to the success of 
the organisation. 
 
Factor two is of significance as it refers to the employees’ affiliation to the visual 
corporate identity of their organisation. The more closely they identify with the 
organisation, the more they feel that they belong and the more positive their 
attitude towards the company. 
 
 
5.4.2.3 Factor three – style 
Factor 3 comprised of three variables:  
Advanced/basic (0.803), Well-presented/untidy (0.687) and 
Enlightened/confused (0.523). 
 
The positive adjectives of this factor – advanced, well-presented and 
enlightened – can be interpreted as the employees’ perception of the style of 
the visual corporate identity of the organisation. The importance of the 
employees’ perception of the style of their visual corporate identity is of 
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significance to the success of the organisation (Henderson, Cote, Leong & 
Schmidt 2003:299). 
 
Balmer (1998:985) states that a well managed corporate identity provides 
‘visual cohesion’. Balmer and Greyser (2003:129) also mention that a 
successful visual corporate identity builds ‘understanding and commitment’ and 
attracts and retains employees. Gorb and Dumas (1987) discovered that, 
‘Design activity pervades organisations’ and they called this phenomenon ‘silent 
design’. From their investigation, importantly, it appears that employees do hold 
perceptions that affect design.  
 
Good corporate design is of great significance to organisations and various 
writers have mentioned the importance of this design and the style of the visual 
corporate identity, particularly its clarity, its design and its ability to generate 
optimistic feelings, not only about the symbol but also the organisation itself. 
Balmer (2009:552) mentions the importance of graphic design in expressing an 
organisation’s culture; he also stresses the importance of keeping the visual 
identity fashionable. 
 
Schechter (1993) cited in Henderson, Cote, Leong and Schmitt (2003), write 
that research has shown that logos with clear meanings are better liked and 
transfer a more positive effect to the company than logos with more ambiguous 
meanings. Henderson and Cote (1998:15) opine that a symbol should evoke 
the same meaning in individuals, and should communicate a clear message 
that is difficult to misinterpret. Abratt et al (2003:843) thought that as the visual 
corporate identity of an organisation became less distinct, the employees found 
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it more difficult to identify with their establishment and postulate that for an 
organisation to survive and to be successful, the visual symbols have to remain 
distinctive to both their employees and to their external stakeholders. 
 
Vallaster and de Chernatony’s research confirms that participants consider that 
the graphic design or logo of an organisation is of prime importance to 
corporate branding. (Vallaster and de Chernatony 2004: 768). Hatch and 
Schultz (2002:1002) also consider that aesthetically pleasing logo designs 
attract stakeholders, including employees. Trueman and Pike (2006:2) write that 
‘good design can have a powerful impact on competitive advantage and 
profitability … while poor design can threaten the survival of an organisation’. 
They stress the importance of aesthetics as they go on to say that ‘good design 
can improve communication and integration throughout the organisation’ 
(Trueman and Pike 2006:2). 
 
Henderson, Cote, Leong and Schmitt (2003:298) emphasise the importance of 
well designed visual stimuli and link this to financial success. They mention the 
research carried out by Hertenstein and Platt (2001) and Wallace (2001) who 
discovered that well-designed company symbols prompted loyalty and high 
perceptions of the organisation. The importance of a positive attitude towards 
the company logo is again seen to be of great importance commercially. 
Trueman and Pike (2006:4), stressing the significance of good design within 
organisations, mention that too few companies are ‘conscious of the need to 
ensure that the image… needs to be aligned with and support the corporate 
brand strategy’ to present a cohesive and aligned corporate identity. 
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Henderson, Cote, Leong and Schmitt (2003:299) state that well-designed 
symbols promote positive feelings of ‘familiarity and affinity’. They write that 
either negative or positive feelings can transfer easily from the symbol to the 
company itself. They also mention that the high quality design of a symbol can 
be correlated with positive reactions and evaluations, such as ‘liking’ towards 
the logo. It seems that a well designed symbol can influence audience 
perception, so the importance of employees’ positive perceptions about their 
organisation’s logo is vital as this leads to positive attitudes, a vital component 
of commercial success. 
 
Henderson and Cote (1998:15) suggest that ‘positive affective reactions’ are 
essential to the success of a logo as the influence can transfer from the symbol 
to the company. In explanation, Henderson and Cote mention Interbrand 
Schechter’s (1994) research into Borden when evidence was found that 
evaluations of logos can affect evaluations of organisations. Stuart (2002:36), 
too, emphasises the importance of employees feeling positively about their 
company and its visual symbols.  
 
Olins (1995:67) thinks that the visual symbol of an organisation’s corporate 
identity should be valued and respected and he writes that if the CEO guards 
and cherishes it, then so will the workforce. Balmer (2008:883) mentions the 
value of Coats of Arms, which are protected by law and goes on to say that 
these visual symbols, as well as economic value also have emotional worth. 
 
Trueman, Cornelius and Killingbeck-Widdup (2007:22) refer to the territorial 
aspects of brand ownership, when stakeholders (employees) wish to protect 
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what they perceive as ‘theirs’, for example ‘their logo’. Trueman, Cornelius and 
Killingbeck-Widdup (2007:22) go on to say that this protective instinct creates 
stability, reinforces the importance of identity and leads to loyalty, motivation 
and profit. Melewar and Karaosmanoglu (2003:850) also mention that 
management communication regarding corporate identity should aim to 
establish a ‘favourable image and a good reputation’ among the internal 
stakeholders.   
 
Van den Bosch, Elving and de Jong (2006:880) purport that employees should 
understand company strategy so that they use the visual corporate identity 
consistently. Van den Bosch, Elving and de Jong (2006:881) discovered that 
companies who used their visual corporate identity consistently were seen to be 
more dynamic and open. This would have a positive effect on all aspects of the 
business.  
 
Miner (1992) is also aware that the colour of a corporate symbol can evoke 
various responses in different people and Jenkins (1991) also theorises that 
colour is an communicative device in relation to corporate identity as it depends 
upon the audiences’ values and assumptions and their association with natural 
phenomena and also with received cultural references. Baker and Balmer 
(1997:371) also mention that the distinctiveness of certain typefaces can be 
easily identified with an organisation, for example the positive recognition of 
Coca Cola and Cadburys leading to familiarity and high expectations of a 
consistent quality. 
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The design of the organisation’s visual corporate identity is thus of prime 
importance as well-designed, lucid logos and symbols promote positive 
emotions in the employees about the company. As van Riel and van den Ban 
(2001:429) state a well managed logo serves as a competitive advantage and 
can increase a company’s reputation. 
 
Factor three represents the respondents’ perceptions of the style of the visual 
corporate identity of the organisation. The more positive employee perception is 
of the style of the organisation, the more closely they associate with it and are 
committed to the establishment, and feel that they ‘belong’ to the organisation. 
 
 
5.4.2.4 Factor four – compassion 
Factor 4 comprised two variables:  
Democratic/autocratic (0.790) and Benevolent/malevolent (0.686) 
 
The adjectives of democratic and benevolent refer to the employees’ 
perceptions about the compassion or empathy of the visual corporate identity of 
the organisation. Selame (1988:9) refers to the corporate identity as the 
operating philosophy and the culture of the organisation. So if the visual 
corporate identity is perceived as benevolent and democratic by its employees, 
this is a positive and encouraging result for the organisation. Factor four thus 
represents the employees’ perception of the compassion of the organisation. 
 
Davies and Chun (2002:144) insist that any corporate brand needs to appeal at 
an emotional level to both internal and external stakeholders, recognising the 
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importance of the response of the employees to their corporate symbols. Skeel 
(1992:56) also talks of emotional power being evoked in employees by the logo 
of an establishment. 
 
Eriksson (2004) talks of the wide range of emotions that employees can 
experience in an organisation. Eriksson mentions Larsen and Diener (1992) and 
Huy (2002) who have explored the concept of feelings and emotions in 
organisations and have measured emotions in two ways: firstly how pleasant or 
unpleasant a feeling is, and secondly the intensity of that emotion. Similarly, in 
this research the feelings of employees in relation to the visual corporate 
identity were measured using a Likert scale to determine how pleasant or 
unpleasant employees consider the visual corporate identity to be in relation to 
a series of bi-polar adjectives. The positive perceptions found of the visual 
corporate identity are an indicator of positive perceptions of the organisation, an 
important influence on commercial success. 
 
 
5.4.2.5 Factor five – lucky 
Factor five is represented by just one variable: Lucky/Unlucky (0.846) 
This variable refers to the employees’ perception of the fortune and prosperity 
of the visual corporate identity of the organisation. Abratt, Bick and Jacobsen 
(2003:842) recognise the importance of employees having an optimistic 
perception to project a positive image of their organisation. Factor five 
represents employee perception about the prosperity of the visual symbols of 
the organisation. 
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Superstition in Eastern countries is more prevalent than in the West. In the 
East, much emphasis is placed on how lucky or unlucky numbers, places and 
organisations are perceived to be. Whether or not a company symbol (and its 
represented organisation) is considered to be lucky in the eyes of the 
employees was investigated. 
 
Abratt (2003:844) says that employees must identify with and understand the 
organisation’s mission in order to project a positive image. Abratt’s (2003:850) 
revised model of the Corporate Identity Management Process suggests that 
company communications should be designed so that employees ‘absorb and 
accept the desired norms and values of senior management’.  
 
Stuart (2002:33) also suggests that employees define themselves with the 
same characteristics as those of their organisation. She writes that if the 
organisation itself (or the CEO) considers it be successful and prosperous, then 
the employees will also feel successful, an important indicator of a positive 
workforce. 
 
‘Lucky’ was a variable which did not appear to follow the same patterns as any 
of the other variables. ‘Lucky’ was originally included as one of the semantic 
differentials, having referred to Henderson, Cote, Leong and Schmitt’s (2003) 
study. In this research, the responses to Asian logos were studied using similar 
semantic differentials to those used here, including lucky/unlucky. The recent 
Western interest in feng shui prompted the inclusion of the lucky/unlucky 
differential. The results obtained in this survey were very similar to those of 
Henderson et al who also discovered that the variables that related to feng shui 
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exhibited marginal loadings across the factors, so they also treated it as a 
separate independent variable.  
 
 
5.4.2.6 Summary of the factor analysis 
Five distinct factors emerged from the analysis and these were labelled as: 
1. Strength   brave, powerful, symbolic, loyal, active             
2. Affiliation   normal, identifiable, proud, successful, trustworthy  
3. Style  advanced, well-presented, enlightened 
4. Compassion democratic, benevolent   
5. Lucky  lucky  
       
From these results the two most influential factors (comprising of variables of 
similar response patterns and scores over 0.5) that emerged were those of 
‘strength’ and ‘affiliation’. It can be concluded that those employees who 
consider the organisation’s emblem to be ‘brave’ also consider it to be 
‘powerful’, ‘symbolic’, ‘loyal’ and ‘active’, as a factor labelled ‘strength’. The 
second strongest factor consisting of ‘normal’, ‘identifiable’, ‘proud’, and 
‘successful’ and ‘trustworthy’ consisting of similar responses from the 
employees was labelled as ‘affiliation’. 
 
From these results it can be concluded that the organisation’s emblem 
engendered fairly positive meanings for the employees. They consider that their 
emblem is very ‘identifiable’, fairly ‘proud’, ‘traditional’, ‘symbolic’ and 
‘trustworthy’. From the factor analysis, various patterns emerged from the 
grouping of the variables and the meanings that can be said to be strongly 
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associated with the company’s emblem were ‘strength’, ‘affiliation’ and to a 
lesser extent, ‘style’, ‘compassion’ and ‘lucky’. 
 
 
5.4.3 Influences upon employee responses to the factors of the major 
survey’s semantic differential and the meanings that employees associate 
with the corporate symbol 
The factors of the groupings of descriptor variables that the employees had 
associated with their corporate symbol and analysis of the semantic differential 
were labelled as: strength, affiliation, style, compassion and lucky. 
 
The differential of Lucky/Unlucky was found to show no statistical significance 
when compared with gender, age, department of employment, whether 
employed full or part-time or length of service. This could be because of the 
cultural differences between the West and Asia, as the Western culture do not 
attach as much importance to things being ‘lucky’ or not but there is the 
opportunity for further research on this issue. 
 
Similar to the way that gender, age, department, etc were investigated in 
conjunction with the individual precepts, whether gender, age, department, 
employed full or part-time and length of service have any influence upon the 
factors of the semantic differential was investigated and the results are reported 
in the next section. 
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5.4.3.1 The influence of gender on the factors  
A t-test was carried out to discover whether gender had influenced the 
respondents’ responses in conjunction with the factor of strength. Levene’s test 
gave a variance of 0.805 (greater than 0.05) so the variance of the two groups 
are similar. The probability (sig.) was 0.013, less than 0.05, so the results are 
statistically significant. So with equal variances assumed, the mean difference 
between the groups was 0.544 which is a medium effect size. The mean of the 
female respondents was 0.21, yet that of the male respondents was -0.34, so it 
can be concluded that the females in the sample considered the visual symbols 
of the organisation to have strength, whereas the male respondents did not. 
Brave, powerful, symbolic, loyal and active were variables in the factor 
‘strength’, which infers that females consider the emblem to be braver, more 
powerful, more symbolic, more loyal and more active in total, having more 
‘strength’ than their male counterparts.  
 
T-tests were carried out to discover whether gender had influenced the 
respondents’ responses in conjunction with the factors of affiliation, style, 
compassion or lucky. In each case, Levene’s test revealed that the groups were 
similar but the probability (sig.) for each of these factors was more than 0.5, so 
the results are not significant and it can be concluded that both male and female 
respondents felt affiliation to the symbol to the same degree and considered it 
to be stylish, compassionate and lucky to a similar extent. However, the females 
considered that the visual symbol was luckier than the males did, although 
these results are not significant. This result can be explained by the fact that 
females are more superstitious than males. As Wiseman and Watt (2004) write 
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in their study of measuring superstitious belief, ‘women tended to endorse 
superstitious beliefs more highly than men’. 
 
So gender only influenced one of the factors, strength, that the employees 
associate with their corporate symbol and gender cannot be said to have any 
influence upon the remaining four factors: affiliation, style, compassion and 
lucky. The females in the sample consider the corporate symbol to have more 
strength than their male counterparts. This could be explained in part by Reiser 
(2001), who writes that ‘women admire men's strength and competence but fear 
their power to control and dominate’ so women are said to more impressed than 
men by bravery, powerfulness, symbolism, loyalty and activity – the variables 
that construed the factor of strength. 
 
 
5.4.3.2 The influence of age on the factors  
A correlation was carried out to see if the age of the respondents had any 
influence on the factors of Strength, Affiliation, Style, Compassion and Lucky 
but none of the correlations were deemed to be significant. 
 
 
5.4.3.3 The influence of department on the factors  
Using ANOVA to discover whether department of employment influenced any of 
the five factors, produced Levene statistics that showed that for strength the 
groups had dissimilar distributions but for the other factors of affiliation, style, 
compassion and lucky, the distributions were similar. However, in each case the 
probability was greater than 0.05, so the results cannot be considered to be 
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significant. Department appeared to have no significant influence on the factor 
analysis of the meanings that the employees associated with their corporate 
symbol.  
 
 
5.4.3.4 The influence of being employed either part-time or full-time on the 
factors  
T-tests were carried out to discover whether being employed part-time or full-
time had influenced the respondents’ responses in conjunction with the factors. 
The variance of the groups was found to be similar for strength, style and lucky; 
they gave comparable responses, but the probability for these groups was too 
large for the results to have any significance. 
 
In the t-test carried out to discover whether being employed part-time or full-
time had influenced the respondents’ responses in conjunction with the factor of 
Affiliation, Levene’s test gave a variance of 0.008 (less than 0.05) so the 
variance of the two groups is dissimilar showing that the part-time and full-time 
employees gave different responses. The probability (sig.) was 0.004, less than 
0.05 so the results are significant; this is reflected in the mean difference of 
0.737. It can be concluded that, with equal variances not assumed, the full-time 
employees felt more affiliation towards the visual symbol than the part-time 
employees. 
 
In the t-test carried out to discover whether being employed part-time or full-
time had influenced the respondents’ responses in conjunction with the factor of 
Compassion, the probability (sig.) was 0.025, less than 0.05, so results are 
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statistically significant. Levene’s test gave a variance of 0.289 (more than 0.05) 
so the variance of the two groups is similar showing that the groups of part-time 
and full-time employees gave similar responses; this is reflected in the small 
mean difference of 0.579. It can be concluded that although the responses were 
very similar, the full-time employees considered that the visual symbol was 
slightly more compassionate than the part-time employees. 
 
That the full-time workers felt more affiliation towards the corporate logo and 
also thought it to be more compassionate than the part-time workers can be 
explained because the full-time workers have more contact with, so more 
awareness of, the corporate symbol, and thus will identify with it more. As Hatch 
and Schultz (2002:997) confirm, workers who assume the ‘culture’ of the 
organisation, feel affiliation, then they adopt the ‘identity’ of the establishment 
too, so it follows, feel compassion towards it. That the full-time workers also 
consider the emblem to be proud, successful and trustworthy reflects not just on 
their perception of the symbol but of the corporation itself. 
 
 
5.4.3.5 The influence of length of service on the factors  
A correlation was carried out to see if the length of service of the respondents 
had any influence on the factors of Strength, Affiliation, Style, Compassion and 
Lucky. Only one of the correlations (Style) was deemed to be significant. This 
was a weak negative correlation (-0.34) so it can be concluded that as the 
employees’ length of service increases, they consider the visual symbols of the 
organisation to be less stylish. This is also confirmed by the finding in Chapter 
5, section 5.3.5. 
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5.4.3.6 Conclusion to the influences upon employee responses to the 
factors of the semantic differential 
The five factors are Strength, Affiliation, Style, Compassion and Lucky and the 
responses to these were occasionally influenced by certain characteristics of 
the respondents. For example, the only factor that was statistically significantly 
influenced by gender was that of strength; the female respondents considered 
that the school’s corporate visual symbol, its emblem, was stronger than their 
male colleagues. Neither the age of the respondents nor the department that 
they worked in had any statistical significance influence upon the factors. 
 
It was discovered that the full-time employees felt more affiliation and 
compassion towards the school’s emblem than the part-time employees. As the 
employees spent more time in the organisation, it engendered in them more 
affiliation and compassion towards the visual symbols and it follows the 
organisation. Many of the respondents mentioned the importance of the feeling 
of ‘belonging’ to the organisation, similar to the sentiment of affiliation; in the 
survey and that the corporate symbols engendered pride in the school (Chapter 
4, section 4.6.1). Respondents wrote that they liked to be part of the 
organisation and compared it to being in a family. The employees who took 
pride in wearing or displaying the school’s emblem said that they were pleased 
to ‘belong’ to the school and were content to be associated with the 
establishment (Chapter 4, section 4.6.1). This feeling of ‘belonging and 
affiliation was also mentioned as vital in connection with the importance of the 
corporate symbols, so is obviously of some significance. 
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The length of service of the employees significantly influenced just one factor – 
that of style. As the length of service of the respondents increased, they 
considered the symbols to be less stylish. The longer the respondents had 
worked for the organisation, the more basic, untidy and confused they 
considered the school’s visual corporate identity, its emblem, to be. This could 
be that long service increased awareness of the number of different emblems 
being used which leads to inconsistency and confusion. This finding is backed 
up by the written comments gathered. One respondent, already mentioned in 
Chapter 4, section 4.7 (whose length of service was from eleven to 20 years), 
complained about the number of different logos used in advertising and another 
that because of the lack of corporate symbol continuity, the organisation looked 
muddled. He remarked ‘I have seen five different logos’ on the local 
advertisements’, the corporate image ‘has to be common to media and property’ 
‘it’s a horrible mish-mash’. Another, of over 20 years service, thought that the 
confused state of the organisation itself influenced the lack of direction of the 
corporate identity, another (six to ten years service) bemoaned the casual 
impression given by the lack of colour coordination between the stationery, the 
vehicles and the web page. 
 
Both the statistical results and the written data collected confirm the strength of 
feeling associated with the style of the visual corporate identity, and these 
opinions become more critical as length of service increases. 
 
 
 
 
306 
 
5.5 REGRESSION ANALYSIS OF FACTORS 
5.5.1 Meeting the assumptions of regression analysis 
To discover whether one of the factors was more significant than another in 
influencing respondents’ perception of the importance of the corporate symbols, 
a regression analysis was carried out on the factors. 
 
The factors from the analysis of the semantic differential were labelled as: 
1. Strength     brave, powerful, symbolic, loyal, active 
2. Affiliation   normal, identifiable, proud, successful, trustworthy 
3. Style   advanced, well-presented, enlightened, 
4. Compassion     democratic, benevolent 
5. Lucky  lucky 
 
The four assumptions to be met for multiple regression analysis to be viable and 
applicable were checked. Firstly, the number of participants in comparison to 
the number of variables was checked. This figure varies from 15 to 40 
participants per variable but Tabachnick and Fidell (2001) state that the best 
way to determine sample size is: 
 N ≥ 50 + 8M where M is the number of explanatory variables 
 
In this research there were 101 participants (N) and there are five variables so, 
 101 ≥ 50 + (8 x 5) 
 101 ≥ 90 
As 101 is greater than 90 this assumption has been met. 
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The second assumption for multiple regression analysis is that the criterion 
variable should be drawn from a normally distributed population. In this 
instance, in the participants’ perception as to the importance of corporate 
symbols, a negatively skewed normal distribution was apparent. A very small 
negative skewness of -0.395 was apparent but as this is not as great as 1, this 
does not deviate too much from normality. This second assumption has been 
met.  
 
The third assumption is that variables should be linearly related to the criterion 
variable, so a correlation was carried out and the results achieved revealed that 
both Factor 2 (Affiliation) and Factor 5 (Lucky) showed significant positive 
correlations with how important the respondents considered the corporate 
symbols to be; the former weak to moderate (0.311), the latter weak (0.220). 
Factors 1 (Strength) and 3 (Style) were negative correlations but both of these 
were extremely weak. These correlations were not deemed to be statistically 
significant. Factor 4 (Compassion) showed a weak positive correlation but it 
was not deemed to be significant. 
 
The fourth assumption that has to be met for regression analysis is that there 
are no outliers or extreme scores. There are no outliers in this data as the 
respondents were restricted on the semantic differential to a seven-point scale. 
 
To test for multicollinearity, that the explanatory variables correlate with the 
criterion but not with each other, a further correlation was carried out. From this 
correlation it was found that none of the variables correlated with each other so 
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none of them were measuring a similar trend and the only correlations found 
were those with the criterion. 
 
 
5.5.2 The regression analysis 
When a multiple regression analysis was carried out on each of the factors in 
relation to the respondents’ perception of the importance of corporate symbols, 
it was discovered that the R-value of 0.46 was the correlation between the 
importance of corporate symbols and the five factors. The R. Squared of 0.211 
suggested that these factors together have a 21% influence on respondent 
perception of the importance of the corporate symbols.  
 
The ANOVA showed that the variables together predict the criterion variable. 
The chance of the results having been obtained by sampling error, assuming 
the null hypothesis to be true, is only 0.002. The regression plane for these 
variables is larger than 0, so the respondents rating of the importance of 
corporate symbols can be predicted using all the variables 21% of the time. 
 
From the coefficients table it was seen from the Beta scores that Factor 2 
(Affiliation) with a score of 0.320 has the most influence in the respondents’ 
rating the importance of corporate symbols. Factor 3 (Style), with a score of -
0.012, has least influence. 
 
 
 
 
309 
 
5.5.3 Binary regression analysis on the factor Strength 
Strength (Factor 1) had a regression coefficient of -0.129. Thus as the factor of 
strength increases by one unit, the importance of corporate symbols decreases 
by 0.129. It is 95% certain that the population coefficient is between -0.34 and 
0.082. The t-value is -1.216 but with an associated high probability of 0.228, 
indicating that the results are not significant, thus the positive regression 
coefficient is likely to have arisen by sampling error. The R-value of 0.126 is the 
correlation between the importance of corporate symbols and the factor of 
Strength. The R. Squared of 0.016 and the adjusted R Squared of 0.004 
suggests that this factor only has a 0.4% influence on the importance of the 
corporate symbols, so this factor should be discounted. It could also be seen 
from a histogram produced that the bars do not follow the line of normal 
distribution so strength cannot be said to be an influence upon the employees’ 
perception of the importance of corporate symbols. 
 
 
5.5.4 Binary regression analysis on the factor Affiliation 
Affiliation (Factor 2) had a regression coefficient of 0.326. Thus as the factor of 
affiliation increases by one unit, the importance of corporate symbols increases 
by 0.33. It is 95% certain that the population coefficient is between 0.122 and 
0.530. The t-value is 3.180 with an associated probability of 0.002, thus the 
positive regression coefficient is unlikely to have arisen by sampling error and 
the results are significant. 
 
The R-value of 0.311 is the correlation between the importance of corporate 
symbols and the factor of affiliation. The R. Squared of 0.097 and the adjusted 
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R. Squared of 0.086 suggests that this factor has a 9% influence on the 
importance of the corporate symbols. As the confidence limits (95% Confidence 
interval = 0.122 – 0.53) do not encompass a negative value, it can be 
concluded that the population regression coefficient for affiliation is positive 
(affiliation t=3.18; p=0.002). Also, the histogram produced a normal distribution 
so the binary regression analysis is valid. The factor of affiliation comprised of 
the individual variables of normal, identifiable, proud, successful and 
trustworthy. 
 
 
5.5.5 Binary regression analysis on the factor Style 
Style (factor 3) had a regression coefficient of -0.012. Thus as the factor of style 
increased by one unit, the importance of corporate symbols decreased by 
0.012. It is 95% certain that the population coefficient was between -0.218 and 
0.194. The t-value for this is -0.120 with an associated high probability of 0.905, 
thus the regression coefficient was likely to have arisen by sampling error and 
the results are not significant. The R-value of 0.005 is the correlation between 
the importance of corporate symbols and the factor of style. The R. Squared of 
0.000 and the adjusted R Squared of -0.012 suggests that this factor only has a 
1% negative influence on the importance of the corporate symbols, so this 
factor should be discounted as it is not influential and thus not important and the 
regression plot, the histogram, illustrated this.  
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5.5.6 Binary regression analysis on the factor Compassion 
Compassion (factor 4) had a regression coefficient of 0.224. Thus as the factor 
of compassion increased by one unit, the importance of corporate symbols 
increased by 0.224. It is 95% certain that the population coefficient is between 
0.019 and 0.428. The t-value is 2.179 with an associated probability of 0.032, 
thus the positive regression coefficient is unlikely to have arisen by sampling 
error. 
 
The R-value of 0.209 is the correlation between the importance of corporate 
symbols and the factor of Compassion. The R. Squared of 0.044 and the 
adjusted R Squared of 0.032 suggests that this factor only has a 3% influence 
on the importance of the corporate symbols. The histogram showed an uneven 
distribution so the results are not significant. 
 
 
5.5.7 Binary regression analysis on the factor Lucky 
From the binary regression analysis, Lucky (factor 5) was found to have a 
regression coefficient of 0.233. Thus as the factor of lucky increases by one 
unit, the importance of corporate symbols increases by 0.23. It is 95% certain 
that the population coefficient is between 0.029 and 0.437. The t-value is 2.272 
with an associated probability of 0.026, thus the positive regression coefficient 
is unlikely to have arisen by sampling error and the results are significant. 
 
The R-value of 0.220 is the correlation between the importance of corporate 
symbols and the factor of lucky. The histogram produced a fairly normal 
distribution confirming the validity of this analysis. So the R. Squared of 0.048 
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and the adjusted R Squared of 0.037 suggests that although significant, this 
factor only has a 3% influence on the importance of the corporate symbols. 
 
 
5.5.8 Conclusion of the factor regression analysis 
The association between the criterion, the respondents’ perception of the 
importance of corporate symbols, and explanatory variables is moderate 
(multiple R = 0.459). Together the factors of strength, affiliation, style, 
compassion and lucky accounted for 16% of the importance that the 
respondents attached to the corporate symbols (adjusted R2). Three of the 
factors are positively related to the respondents’ perceptions as to the 
importance of corporate symbols except for Strength and Style which were both 
discounted as not significant as their probability was too high.  
 
The other factors were positively related (affiliation, compassion and lucky) and 
the probability for all these was below 0.05, indicating that the results are 
statistically significant. The regression coefficient was largest and so most 
influential for the factor of Affiliation at 0.326.  The standardised regression 
coefficient shows that the factor of affiliation is positively and significantly 
related to respondents’ perceptions of the importance of corporate symbols. So 
as the respondents’ perception of the factor of Affiliation increases by one 
standard deviation, the respondents’ perception of the importance of corporate 
symbols increases by one-third of a standard deviation. Thus the variables of 
normal, identifiable, proud, successful and trustworthy that together make up 
the factor of affiliation, contribute most in predicting how important the 
respondents considered the corporate symbols to be. This important finding is 
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closely linked to the opinions of Christensen and Askegaard (2001:297), Ind 
(1990:170, Olins (1996), Skeel (1999:57) and Vallaster and de Chernatony 
(2004:776) who emphasise that humans need to ‘belong’ and write that visual 
corporate identity acts as a bond creating a feeling of camaraderie. These 
writers also refer to the significance of workers feeling an affiliation towards their 
organisation, symbolised in this case by the affiliation and importance attached 
to the corporate logo. 
 
 
5.6 THE MEANINGS AND PERCEPTIONS THAT EMPLOYEES ATTACH TO 
THE VISUAL ELEMENTS OF THEIR ORGANISATION’S CORPORATE 
IDENTITY  
The visual corporate identity of the school evokes strong responses from the 
employees, indicating the great importance that they attribute to it. The 
inconsistency of both the corporate colours and corporate logo used caused 
many comments. Nevertheless, the employees hold very positive perceptions of 
their organisation’s logo and some feel a great affection towards the ‘spede 
bird’. 
 
Barthes (1972) theory refers to ‘myths’ as the capacity of a word, sound or 
image to generate meaning for those who read them and using several 
methods of analysis, it was found that the meanings the employee respondents 
associate with the corporate logo are positive with none of the variables 
accruing a mean of less than the mid-point (4). The overall mean was 5.44, 
which can be interpreted as a ‘fairly positive’ mean response. Barthes also 
opined that the ‘sign’ generated by an image can be interpreted in different 
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ways depending upon the knowledge of the observer echoed by Dimbleby and 
Barton (1998:27) who opine that a symbol ‘can only be a sign if we assign 
meaning to it’. This was certainly found to be so, as the emblem of the school 
engendered different meanings in the employees in the sample, e.g. sense of 
identity, tradition, sense of belonging, professional image. 
 
This is important because as Olins (1995:73) writes that by obtaining the 
opinion of employees towards their corporate identity will,  
‘not only tell you what they think of the identity but … what they think of 
the organisation’ 
 
and Gray and Balmer (1998:697) also suggest that feedback from employees 
about the visual corporate identity is vital. In this instance the ‘fairly positive’ 
response infers that the employees’ perception of the corporate symbol and 
thus the organisation itself was ‘fairly’ positive. 
 
 
5.6.1 Employee perceptions and emotions  
Going further than just knowledge, opinions and feelings can be associated with 
signs and symbols. As Ind (1990) wrote that a company’s identity defined ‘its 
sense of self’, he went on to attribute great importance to the graphics, the 
visual presentation of the whole company and wrote that ‘the most important 
audience and communicators in any company are the employees’ (1990:26).  
 
As discussed in Chapter 2, section 2.6.4, many writers including Balmer 
(2009:545), Brown (1997), Melewar, Saunders and Balmer (2001:414) and 
Vallaster and de Chernatony (2004:770) recognise that there is a lack of 
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understanding about the effect of visual symbols upon employees, despite their 
views that if employees identify with the brand, this can promote commitment 
and loyalty.  
 
In answer to the question, ‘what meanings do the visual symbols engender in 
the employees?’ the following was concluded. For this sample, employees’ 
responses to the meanings of the differentials that they associated with the logo 
were all, at least ‘fairly’ positive. It was discovered that female respondents 
considered the organisation’s symbol to be braver and more loyal than their 
male colleagues. Also as age increased, the respondents thought that the logo 
was less trustworthy, weaker, less brave, less well-presented and less normal. 
The language department and management considered the logo to be very 
benevolent and the junior school staff and the practical subjects thought the 
logo to be active. Full-time workers regarded the corporate symbol to be very 
trustworthy, very identifiable and normal compared with the part-time 
employees. But the part-time employees thought that the organisation’s symbol 
was fairly autocratic. The greater the respondents’ length of service, the less 
powerful, less well-presented and less enlightened they considered the logo. 
 
These findings could be explained by the conjecture that females attach more 
importance to valour and allegiance than their male counterparts and as all 
employees age they become more self-confident in themselves so less 
impressed by their organisation and thus less ‘engaged’ as mentioned 
previously in the report by Armstrong et al (2005:11). Junior school employees, 
in contact with young children, are likely to be more active in their job than those 
involved with older pupils or those in management. Full-time workers would 
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have more day-to-day association with the organisation and its symbols which 
might explain their association of more ‘trustworthy’ and ‘democratic’ with the 
emblem than the part-time workers. This confirms the research by Stamper and 
Dyne (2001) who discovered that ‘part-time employees exhibited less helping, 
organizational, citizenship behaviour than full-time employees’.  
 
Barthes (1977:46) (as referred to in Chapter 2, section 2.5) explains this 
variation in interpretation by the respondents of the meanings associated with 
the school emblem as being the result of ‘the different types of knowledge – 
practical, national, cultural and aesthetic’ that an individual has. He suggests 
that people are so complex that they can interpret one image in many different 
ways and refers to this as a ‘lexicon’. This would explain the complexity of these 
findings, that the employee respondents have construed the meanings they 
associate with the corporate visual symbol in a number of dissimilar 
interpretations, dependent upon their gender, length of service and so on. 
 
A factor analysis was carried out using the SPSS software. This factor analysis 
produced five factor groups which were called ‘strength,’ ‘affiliation,’ ‘style,’ 
‘compassion’ and ‘lucky’. Again whether gender, age, department, part-time or 
full-time and length of service had any influence on the factor groups of 
variables was investigated. The female respondents considered the corporate 
visual symbols to be stronger than the males. Neither the age of the 
respondents nor the department that they worked in had any significant 
influence on the factor analysis. The full-time employees considered the logo to 
be slightly more compassionate and felt more affiliation towards the symbol. As 
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length of service increased, the respondents considered the visual corporate 
symbols to be not as stylish. 
 
To further investigate, a regression analysis was carried out to discover if one 
factor was significantly influential in determining the respondent’s perception of 
the importance of the corporate symbols. It was discovered that the factor of 
affiliation was positively and significantly related to the respondents’ perceptions 
of the importance of corporate symbols. The variables that make up this factor 
are normal, identifiable, proud, successful and trustworthy. The employee 
groups who felt the strongest affiliation towards the logo were the full-time 
workers and those with the greatest length of service. These groups of 
employees had spent the most time working at the organisation so it is no 
surprise that they felt affiliation towards it. However, despite this feeling of 
affiliation by those with greatest length of service, as described above, they 
considered the logo to be weaker, less stylish, less compassionate and more 
unlucky. It is said that familiarity breeds contempt. As already discussed in 
Chapter 4, section 4.5, the perceptions of the respondent employees towards 
their visual corporate identity are in part dependent upon the ‘baggage’ that they 
bring with them and this is well illustrated by this finding; the length of time that 
the respondents have spent in the organisation has influenced their 
perceptions. As Barthes (1977:35) writes, ‘the myth’, in this case the meaning 
associated with the school emblem, is better understood by the respondents 
who have ‘general cultural knowledge’ gained through longevity of service. 
 
It can be concluded that the employees in the sample who felt most affiliation 
towards their visual corporate symbols also considered them to be most 
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important. Therefore employees who considered the corporate symbols to be 
normal, identifiable, proud successful and trustworthy (the variables of 
affiliation), are supportive towards the company, value the feeling of ‘belonging’ 
to the organisation, and are supportive and loyal employees. As Vallaster and 
de Chernatony (2004:770) write, there is awareness that strong employee 
identification with the visual symbols and brand, triggers identification with and 
commitment to the company, a similar sentiment to affiliation.  
 
 
5.6.2 Conclusion 
Gilmore (2001) writes that employees are the most important and influential 
stakeholder group in an organisation and Balmer (2003) stresses the 
importance of internal communication. That company performance is affected 
by employee commitment and that a positive and loyal workforce works more 
effectively, generating better performance, is recognised by Argenti and Forman 
(2004:45), De Chernatony and Harris (2000:268), Gray and Balmer (1998:698), 
Mullins (2002:556), Pugh and Hickson (1996:156) and Schein (1980:15). Hatch 
and Schultz (2002), too, emphasise the importance of the ‘human’ factor and 
the involvement of employees to aid success.  
 
Employees’ perceptions of their organisation influence their values and beliefs 
about the company and their allegiance to it (Olins 1995:73). Henderson and 
Cote (1998) and Henderson, Cote, Leong and Schmitt (2003) emphasise the 
importance of the ‘feel good’ factor in an organisation and how this generates 
positive emotions. An optimistic workforce who feel affiliation towards their 
establishment and whose values and beliefs echo that of their organisation, 
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contribute more (Gray and Balmer 1998:698, Mullins 2002:556, Pugh and 
Hickson 1996:156, Schein 1980:15); also write that a negative workforce 
attitude that is ‘at odds’ with the organisation, will not be as industrious or as 
profitable for the organisation. As discussed in Chapter 2, section 2.6.3, 
Christensen and Askegaard (2001), Christensen (2002), Mael and Ashforth 
(1992), Schultz, Hatch and Larsen (2000), Melewar, Bassett and Simoes (2006) 
and Stuart (1999) recognise the importance of employee involvement and 
identification with their visual corporate identity. Melewar and Karaosmanoglu 
(2006:866) and Kim and Hatcher (2008:2) approach this relationship the other 
way around. They surmise that if a positive corporate image is created and 
management encourage employees to align their work with the vision of the 
organisation, then motivation and high performance measures will be achieved.  
 
This research has measured whether the school’s employees consider their 
visual corporate identity to be important (Chapter 4), what meanings they 
associate with it (Chapter 5)  and if they feel pride by wearing or sporting items 
displaying the logo and associating them with the school(Chapter 4). Measuring 
Importance, Meanings and Pride leads to the acronym of IMP Test; which is a 
new and useful model that ascertains employees’ perceptions of the visual 
corporate identity, the logo of the organisation and symbol of the whole 
organisation. This is illustrated in Figure 5.7. These employee perceptions of 
the visual corporate identity are a barometer indicator of employee perception 
towards the establishment itself (Olins 1995:73). 
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CHAPTER 6 – REPORT AND ANALYSIS OF INTERVIEWS TO DISCOVER 
EMPLOYEE PERCEPTION OF THE SCHOOLS’ VISUAL CORPORATE 
IDENTITY   
6.1 INTRODUCTION 
The rationale of conducting interviews was to add to the knowledge and 
understanding gained from the analysis and findings of the quantitative data as 
described in Chapter 4, section 4.8 and Chapter 5, section 5.6. From the IMP 
Test (Chapter 5, section 5.6.2) the research so far found that the majority of the 
employees at the school consider their visual corporate identity to be important, 
they associate positive meanings with the logo and many are proud to be 
associated with the school by displaying their association by sporting the Spede 
bird logo in some form. The reasoning behind conducting the interviews was to 
add to and either confirm or refute the findings from the pilot and major surveys 
and of the IMP test. The responses to the interviews also build upon the 
findings of the major survey as the interviewees were asked, not only similar 
questions to those in the questionnaire; such as if they considered the visual 
corporate identity to be important and whether they were proud to display the 
logo, but also for their opinions of the logo in conjunction with the factors that 
emerged from the factor analysis of the quantitative data. These factors were 
strength, affiliation, style, compassion and lucky and asking the interviewees 
about these, adds to the understanding of the meanings that the school’s 
employees associate with the logo. 
 
This chapter first justifies the purposeful sampling to select the interviewees and 
then describes the implementation of the interviews. The demographic 
information about the interviewees is presented and then the responses to each 
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question are reported upon. Any other opinions that the interviewees had of the 
visual corporate identity and the themes that emerged from the interview are 
also described, 
 
 
6.2 IMPLEMENTATION OF THE INTERVIEWS 
Purposeful sampling took place and the profile of the respondents who were 
asked for interview corresponded to the profile of those who had been found to 
be of statistical significance in the first analysis; targets for example were those 
from senior management, those from the maths and science department, full-
time and part-time employees, those who had worked for the organisation for 
little time and those who were long term employees. From the quantitative 
analysis, there were also some significant differences in responses dependent 
on gender and age, so a mixture of male and female employees were 
interviewed as well as those of different ages. Twelve employees of the school 
were asked if they would agree to be interviewed and all did so. Some people 
asked for interview were those who had indicated on the questionnaire that they 
would be willing to take part, others, mainly new recruits to the school, were 
asked personally by the researcher if they would be willing to be interviewed. All 
interviewees were emailed, organising time and location, to explain the purpose 
of the interview and to reassure them that the data would only be used by the 
researcher, that they would not be mentioned by name in the thesis, although 
quotations from what they said, may be used. 
 
The interviews were carried out during one week (6-10 June) the majority of 
these were one-to-one interviews but there was one group interview of three 
323 
 
members of staff. The interviews took place in quiet rooms, often the 
interviewer’s office but occasionally in a room that was more convenient to the 
interviewees. The interviewees were initially thanked for attending, offered tea 
and biscuits, and then asked if they objected to being recorded and were 
reassured that the information gathered would be treated confidentially. Initially 
some demographic details were gathered (gender, age, department, full or part-
time, and length of service). These were easy, non-threatening questions to 
relax the interviewee but also to provide background information for the 
research. A question sheet was used by the interviewer to ensure that the 
questions were asked in exactly the same way, although other questions 
occurred depending upon what was said in the responses. 
 
The interviewees were then asked which colour or combination of colours they 
considered to be the strongest representation of the school, whether they 
thought that they were important and to explain why. They were then shown an 
image of the school’s logo and asked whether they thought it to be important 
and why. Whether they thought the corporate colours or the corporate logo to 
be the most important was the next query. Then based upon the results of the 
factor analysis the interviewees were asked, as separate questions, whether 
they thought that the logo has strength, if they feel affiliation towards it, if it has 
style, has compassion and is lucky. They were then asked if they were proud to 
carry or wear visual symbols that associate them with the school and to explain 
why or why not. The last question asked if they had any other feelings and 
opinions about the visual corporate identity of the school.A ‘pilot’ interview was 
carried out on a willing volunteer to check that the questions made sense could 
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be understood, that they were not too probing and personal but did elicit the 
information required by the researcher. 
 
The interviews were transcribed by the interviewer as soon as possible after the 
interview so that any gestures or facial expressions could be remembered and 
added to the transcription to aid understanding and add to the quality of the 
data.  The group interview consisted of three females from the practical subjects 
who all knew each other well and this prompted some lively and supportive 
discussions about the visual corporate identity of the school. A summary sheet 
was produced for each interview transcript to summarise the main answers to 
the questions based upon the advice of Robson (2002:476). The data from the 
summary sheets was then accumulated on to a large matrix following the 
example of Miles and Huberman (1994) so that the researcher could start to 
ascertain any trends, themes or anomalies by using the colour coding system 
described in Chapter 3 Section 3.11.6. Appendix III contains the transcripts of 
the interviews. 
 
 
6.3 DEMOGRAPHIC INFORMATION 
The demographic data of the interviewees is as follows: 
There were six females and six males interviewed, three interviewees were 
aged 30-39, six were 40-49 and three 50-59, five worked at Stamford School 
(the senior boys’ school) five at Stamford High School (the senior girls’ school) 
and two worked across all three schools, so including the junior school. Ten 
interviewees were employed full-time and two, part-time. The subjects and 
departments that were represented were humanities, mathematics and science, 
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languages, practical, management and administration and support staff. One 
held more than one position which is why the total of this is 13. One of the 
interviewees had worked at the school for less than one year, three for 1-5 
years, four for 6-10 years, two for 11-20 years and two for over twenty years.  
 
 
6.4 THE IMPORTANCE OF THE VISUAL CORPORATE IDENTITY TO THE 
INTERVIEWEES – CORPORATE COLOURS 
The first question that interviewees were asked was which colour or 
combination of colours they considered to be the strongest representation of the 
Stamford Endowed Schools. Four responded with maroon and white, three with 
maroon (or red) and navy, two with burgundy, one navy blue and the others 
mentioned the maroon (or burgundy) but interviewee A combined this with 
turquoise and interviewee J with gold. These results are at slight variance to the 
quantitative data when over 25% suggested the single colour of maroon and 
only 20% selected maroon with another colour (see Chapter 4.4.1). What was 
surprising, that after the recent branding ‘make over’ these colour choices were 
not consistent. Also the number of different names given to the red used varied 
from ‘dark red’, ‘claret red’, ‘volcano red’, ‘maroon’ and burgundy. Some went 
on to describe the colour as unusual and it must be so, as it prompted so many 
different descriptors.  
 
When asked whether they thought the corporate colours were important 
interviewee F  thought that they were not important at all, five thought that they 
were not very important and three that they were important. These results tally 
with some of the quantitative data (see Chapter 4.4.3.7), in that in both 
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instances, it is the younger interviewees (30-39) who do not attach importance 
to the corporate colours and it was again those with a greater length of service 
who did consider them to be important echoing the findings of Dutton Dukerich 
and Harquail (1994:247) and Mael and Ashforth (1992). In contrast to the 
quantitative data, the male interviewees attached more importance to the 
colours than the females. However, the members of senior management who 
were interviewed did attach importance to the colours, again a contrast to the 
previous finding. The explanations given by the interviewees of why or why not 
importance should be attributed to the corporate colours is very similar to the 
findings of the quantitative data in that they are important for marketing, bring 
people together but that the corporate symbol is more important. 
 
There were three comments and explanations of their importance for marketing 
and as interviewee M pointed out, ‘we have to have them but the choice of 
colour is not important’. Interviewee J described the maroon as ‘our colour’ and 
said how strong and individual he thinks it is. He said that, ‘It is an immediate 
snapshot of the organisation in Stamford… even if you only glimpse it out of the 
corner of your eye, on a banner or on a flyer in a window; it becomes 
immediately evident that it is us, without having to read’. Interviewee G said he 
had not really thought about the corporate colours until recently when he 
realised how upset he is that the new minibus, rather than being sprayed red, 
as the previous ones are, is white with the logo in red. He said that he felt that 
the red colour was very corporate and was unhappy that this change had been 
prompted by cost saving. About two weeks after the interviews, this particular 
interviewee came to find me to further expostulate about the white bus. He 
explained that he had been a driver on a recent school trip and that the trip had 
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used five red minibuses and the new white one. He complained that this one 
white bus amongst the red ones gave a poor impression to passers-by when 
they saw the whole convoy of vehicles go past. 
 
 
6.5 THE IMPORTANCE OF THE VISUAL CORPORATE IDENTITY TO THE 
INTERVIEWEES – CORPORATE SYMBOL 
The interviewees were all shown an image of the school’s symbol, the new 
version that was introduced with the rebranding, see Figure 6.1, and were 
asked if they thought it represented the Stamford Endowed Schools strongly or 
weakly. 
 
 
Figure 6.1 
Similar to the results of the quantitative data (see Chapter 4.5.3), a large 
proportion, in the case of the interviewees, ten of the twelve said that they 
thought that the corporate symbol was a strong representation of the schools; 
one said that the representation was stronger than it used to be. Interviewees 
and H commented on the link with the past remarking about the old English of 
‘Christ me Spede’ and interviewee A said that it was, ‘An iconic symbol and had 
been there for a very long time’. Another (L) also talking about the historic link 
complained that it looked modern; the wool sack (present on the old symbol) 
had vanished and said that, ‘We’ve lost the history of it now’. That the symbol 
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first appeared in the stained glass of the old hospital in town was also 
mentioned by interviewee M, again stressing the importance of the historical 
link.  Interviewee A pointed out that they thought that the students would identify 
more with the symbol than the employees. 
 
When asked if the interviewees considered the corporate symbols to be 
important to them, eight thought that they were and three did not (no response 
from one). Two (C and E) associated the symbol with where they worked but 
interviewee E said with no ‘strong emotional connection’. One (E) mentioned 
that the symbols were important for marketing and another (G) distinguished 
between the different components; considering the bird unimportant, yet the 
‘Christ me Spede’ phrase to be ‘good’. Interviewee B commented that the 
symbol was important because it showed the heritage of the school but is also 
‘looking towards the future’. Several commented on the rebranding and were 
pleased that the image had been retained, said that it was clearer and stronger 
although another thought that the ‘new spikey beak looks mean’. A new recruit, 
(less than one year) interviewee H commented that had he had a longer 
association with the school, he would consider the corporate symbols to be 
more important and this was confirmed by two interviewees (K and M), both of 
over twenty years employment at the school. Both considered the corporate 
colour important and M saying that ‘it epitomises the school’ and he looks upon 
it with pride, ‘because of the long association’. Interviewee J, who commented 
that the ‘Spede bird has a resonance all through the town’ had previously 
worked for the local paper and said that as soon as a story came in about the 
school, the first thing that any old boys or girls from the school would mention 
would be the ‘spede bird’ showing the symbol’s influence, as it is recognised 
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and referred to beyond the environs of the school. The analysis of the 
quantitative data revealed that those who worked in support and administration 
and in the maths and science department attached the most importance to the 
corporate symbols, whereas those in senior management did not. The results of 
the interviewees confirm and refute these findings; as those who work in 
support and administration, in the maths and science department and senior 
management, all attach importance to the corporate symbols. 
 
The next question the interviewer asked was whether they considered the 
corporate colours or the corporate symbol to be the most important. Several 
found this a difficult question to answer and thought carefully before they 
answered. Eight considered the symbol to be the most significant; (B 
mentioning that the stork is embedded in history) and another (G) commented 
that although he did not like the bird, he thought it to be more important. Only 
one, interviewee J, picked the colour as most important and others said it 
depended on the product and the context. Interviewee A said that the colours 
were difficult to recall yet the ‘silhouette of the symbol is instantly recognisable, 
even in black and white’. As another (F) commented, ‘the symbol means 
something’ and two (F and H) responded that ‘the colours could be anything’.  
 
 
6.6 PRIDE IN ASSOCIATION WITH THE SCHOOLS 
The interviewees were asked if they were proud to carry or wear the visual 
symbols that associated them with the Stamford Endowed Schools. Eight 
responded by saying that they were proud, one (A) vehemently said that they 
did ‘not want to show my involvement with the school externally’. Interviewees A 
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and F admitted that they did not have any items with the school crest on, two (C 
and F) said that things ‘would be nice to wear on school trips’ and another (G) 
said ‘I don’t feel that I am encouraged to, I didn’t know if people would think it 
was wrong for me to wear the cuff links’ because he explained, he is not an old 
boy of the school. Interviewee E, rather misinterpreting the question, said that 
the symbol is ‘part of the status quo of the town’. 
 
Interviewee B, one of the eight who was proud to be linked with the school 
explained that he was ‘very, very proud’ and that he has ‘lots of kind of sports 
tour things. And when you go anywhere and you’re wearing it, I have been all 
round the country on family holidays and people stop you and say, ‘I am at 
Stamford School, I recognise that’ or ‘I had a friend who went to Stamford 
School, what a great place, he talks very fondly of it’. So yes, very proud 
definitely’. Others were less emphatic in their endorsements but still said ‘I like 
wearing my badge’, ‘I wouldn’t want to hide it’, it is a ‘pleasing association with 
the place’, I am ‘proud to wear it on trips’ and would be ‘happy to wear other 
things too’. Two (K and M) mentioned the achievements of the school, K said 
that they were ‘proud to say I have worked there for a long time. We’re a good 
school’, M that ‘SES is an establishment to be proud of’. Another interviewee (L) 
said that she has a sweatshirt that she wears and reported ‘you can see people 
looking at the emblem and it’s much better than looking at a Morrison’s emblem 
isn’t it. It has got a bit of standing in the community hasn’t it’.  Two (G and L) 
contradicted themselves by saying that although they were proud to wear the 
emblem, that they did not wear the lanyard (identity badge) in town. In answer 
to this question about the feeling of pride (or not) in wearing or sporting the 
organisation’s visual corporate logo, the analysis of the quantitative data 
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showed that males were prouder than females to be associated with the 
schools. From the interviews there were equal numbers of males and females 
feeling ‘proud’ to wear the Spede Bird and one male and two females who did 
not feel proud. An increase in the females sporting items could be attributed to 
the school shop recently stocking suitable branded items. So these findings 
concur with the findings of Dionisio, Leam and Moutinho (2008:23) that males in 
particular like to wear clothing emblazoned with logos. Wearing items sporting 
the logo makes one’s affiliations ‘concrete and public’ (Lewisson 2001:184) and 
the wearing of corporate items results in group affiliation which is motivated by a 
desire for distinctiveness from other groups (Dionisio, Leam and Moutinho 
2008:24).  
 
The newest recruit to the school, interviewee H, recognised that he too had to 
make his affiliation ‘concrete and public’ as although he did not possess 
anything with the logo on said, ‘I want to be seen to be part of the institution. I 
keep meaning to go and get an umbrella’. This new member of senior 
management is thus aware that to be seen to be ‘living the brand’ is a good 
policy when joining a new organisation. That all these employees wish to 
identify themselves with the organisation shows their support and commitment 
because they are showing their allegiance to the values and philosophy of the 
organisation (De Chernatony and Harris 2000:270).  
 
 
6.7 INTERVIEW QUESTIONS PROMPTED BY THE FACTOR ANALYSIS 
In the questionnaire, the respondents were presented with a table of 20 bi-polar 
adjectives with a differential scale between them. They were asked to mark on 
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the semantic differential scale the meaning that they associated with the 
corporate symbol.  A factor analysis was carried out on this quantitative data 
(see Chapter 5 Section 5.4) and five factors emerged from this which were 
labelled by either an adjective that encompassed all the variables or the 
adjective that was most dominant in the group. These factor descriptors were 
the meanings that the questionnaire respondents most associated with the 
corporate symbol. The five factors were: strength, affiliation, style, compassion 
and lucky. 
 
Based upon the quantitative data analysis and to discover more about the 
employees’ perceptions of their corporate symbol each interviewee was asked if 
they thought that the corporate symbol has strength, if they feel affiliation 
towards it, if they think it has style, whether it is compassionate and if it is lucky. 
 
 
6.7.1 The strength of the corporate symbol 
Each interviewee was asked if they thought that the corporate symbol had 
strength and all (except for one in the group interview who did not respond) 
agreed that it does have strength. This was corroborated by various comments 
such, ‘it’s a powerful bird with a strong logo’ (F), its ‘important to the rugby team’ 
(B) and that it provides ‘instant recognition for those who know the school’ (A). 
That all the interviewees considered that the symbol has strength is in contrast 
to the findings of the quantitative data where the female employees considered 
the symbol to have strength whereas their male colleagues did not. (Chapter 
5.4.3.6). Interviewee H thought that it was a strong image because of the 
historical links that it is ‘associated with the coat of arms of the founder’ and that 
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it is because of the ‘500 year history’. Interviewee L commented that she was 
‘not sure that people realise what it is’ and that they could think that it is a 
phoenix rising from the ashes. This lack of recognition was also commented on 
by interviewee H, in answer to another question about the style of the logo, and 
they also said that it ‘could be mistaken for a swan or a phoenix’. 
 
Interestingly even when ‘strength’ was not mentioned by the interviewer in other 
questions, a number of respondents mentioned this in association with the 
symbol. For example, when asked if they thought the symbol was 
compassionate two (A and J), disagreeing, mentioned that it was a ‘strong’ 
image. When asked at the end of the interview, for any other comments about 
the Stamford Endowed Schools visual corporate image, six used the word 
‘strong’ in their responses. Three, referring to the recent rebranding, thought 
that it is ‘a lot stronger now’ (D) and another (K) said ‘everything we use is now 
branded. It is a stronger representation of the school’. ‘Bold’ was another word 
that was mentioned in connection with the symbol, of associated meaning to 
‘strength’. This is of great advantage to this organisation as it is believed that a 
strong corporate identity can attract investment and motivate employees 
(Melewar and Karasaomanoglu 2006:846), and an organisation with a well-
managed, strong identity has a strategic advantage over others (Balmer 
2009:545) still more so if this strength is recognised by the employees 
themselves. 
 
 
 
 
334 
 
6.7.2 Affiliation with the corporate symbol 
The interviewees were asked if they felt affiliation towards the corporate symbol 
and five replied that they did, one said that they felt ‘some affiliation’, four did 
not and one (J) said that they felt affiliation ‘only because I am an employee’. 
Interviewee E commented that ‘if you see the symbol outside Stamford, there is 
an immediate cohesion… it is part of an extended family’. The very new recruit 
(H) of less than one year, explained that he did not feel affiliation ‘yet’ but 
admitted that he could do ‘in time’. This was also confirmed by a part-time 
employee (A) who said that they thought that the feeling of affiliation ‘would 
increase with time of working at the school’ and by a full-time employee (K) of 
over 20 years who explained that she felt affiliation ‘because I have been here 
for so long’. Their comments confirm the findings of the quantitative data 
(Chapter 5.4.3.4) which revealed that full-time employees felt more affiliation to 
the symbol than the part-time employees. However, in the quantitative data 
analysis, length of service was not found to be statistically significant in 
connection with the employees’ feeling of affiliation towards the symbol, yet the 
interviewees seem to indicate that the two are linked. As interviewee M 
commented ‘I have worked here for a very long time and it’s always been part of 
the school, throughout its long history. So I feel part of that tradition’. Two 
respondents (C and J) used exactly the same phrases to express their 
connection with the school by saying that it is ‘part of what I am’ and ‘I am part 
of it’ revealing a strong affiliation to the organisation. Another (G) said that he 
did not feel strong affiliation towards the symbol, as he was ‘not really 
encouraged to wear the symbol’ yet, inconsistently, then said that he had used 
the symbol as a watermark for his meeting agendas. Interviewee L, who was 
rather critical of the modern rebranding, still said that she felt affiliation towards 
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the symbol ‘because it’s the bird’ and ‘that’s what we’ve got, so I’ve got to feel 
affiliation towards it, although perhaps not in that (the new) format’.  This strong 
feeling of affiliation to an organisation’s brand was also revealed in the research 
of Punjaisri and Wilson (2011:1526); they too discovered that interviewed 
employees mentioned ‘we’ and some ‘the same family’. 
 
 
6.7.3 The style of the corporate symbol 
‘Does the corporate symbol have style?’ was asked of all the interviewees and 
there were four definite ‘yes’ responses to this. Interviewee B explained this by 
saying that the old symbol ‘was old-fashioned and very traditional’ whereas the 
new design gave the impression of ‘progressive thinking and moving ahead but 
keeping the traditions as well’. Three, comparing it with the previous design 
mentioned that ‘the changes have improved it’ (K) and that it is ‘more modern’ 
(D), ‘better than it was’ (E) and ‘has a lot more style now’ (K). Interviewee A 
gave a qualified response and said that she ‘quite liked the bird and Latin motto 
underneath, so I think it makes it quite an attractive symbol’ and then went on to 
mention the historical links as did two other interviewees (E and M). Another (J) 
was ‘not convinced’ and went on to say that the ‘SES lettering was now so 
dominating’ and commented that he was ‘not sure why the wording changes 
colour’ as another had queried in response to an earlier question. Others too 
commented on the colour, interviewee G saying ‘I do like the colours’ and 
interviewee K said that if it was ‘a bright garish red, it would look quite cheap’ 
but thought that the ‘dark red against the cream is sophisticated’. This confirms 
the research by Melewar and Karaosmanoglu (2003:852) which found that the 
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majority of their interviewees also consider that style and ‘design was a crucial 
element of corporate identity’. 
 
Other comments on the design were that interviewee D was ‘glad that they had 
modernised what existed’ another (C) said that ‘it’s important to keep the logo’. 
Other opinions were that it was ‘tighter’, ‘tidier’, ‘distinctive’, ’unusual’, ‘curious’, 
‘very clean’ and ‘memorable because it was not too fussy’. These findings about 
the new design echo those of Baker and Balmer (1997:380) who write that 
when a new visual identity was introduced at the University of Strathclyde, it 
had ‘an important and beneficial impact upon the university’s 
internal…stakeholders’. 
 
The quantitative data revealed (Chapter 5.4.3.5) that as length of service 
increased the questionnaire respondents considered the visual symbol of the 
organisation to be less stylish. These interviews did not confirm this finding as 
the two employees of more than 20 years’ service both agreed that it had style. 
Of those two who had between 11 and 20 years’ service, interviewee B thought 
it to be ‘progressive’ and ‘moving ahead’ as already mentioned and the other 
(L), female respondent’ thought that the corporate symbol did not have style 
and was quite vehement in her response saying that it is ‘too modern, bland and 
business-like’.  
 
 
6.7.4 The compassion of the corporate symbol 
The interviewees were asked if they considered the symbol to be 
compassionate. Some thought this to be a strange question and interviewee A 
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commented that they ‘were not sure how a symbol could be compassionate’ 
interviewee J, that it was ‘not an adjective that would spring to mind’. Six 
responded that they did not think that it was compassionate ‘it’s a show of force 
symbol and not ‘touchy feely’’(A),  and two of those referred to the position of 
the bird’s wings that ‘it looks as if it is up in arms and ready for attack’ (G), 
another that ‘it looks quite aggressive’ (M). Others interpreted this completely 
differently interviewee K saying that it is, ‘not a harsh symbol’ and that, ‘the bird 
looks as if it is ready to embrace the children,’ another that it the wings are ‘all 
encompassing’ (D) and look as if they are ready for a ‘big hug’ (E). There were 
different interpretations too on whether the symbol was welcoming or not; this 
was not a question asked by the interviewer but was mentioned in the 
responses. Some thought it unwelcoming and said that it is ‘not a bringing 
people in symbol’ (A), interviewee G who did not think it to be compassionate 
said ‘I think of compassion as soft and welcoming’. Others did consider it 
welcoming such as the ‘big hug’ interviewee who thought that the symbol 
‘brings people together’ another, K, said that the ‘bird looks quite friendly’ and 
that it is, ‘not a harsh symbol’. These very different interpretations echo the 
theories of Barthes (1972) that one image can be interpreted in many different 
ways by an audience. Neither of the part-time interviewees (A and J) thought 
the symbol to be compassionate but the full-time employees were equally 
divided in opinion. 
 
Three (E, G and H) linked compassion with the Christian message on the 
symbol ‘Christ me spede’ which translated means Christ help me or aid me. 
They qualified this by saying that the logotype or motto was linked to the 
Christian ethos of the school, although as interviewee G pointed out the words 
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‘which could be quite compassionate’ were contained within a ‘very straight, 
very rectangular box with edges’ implying that the shape was not at all 
compassionate. One (female) interviewee F, thought that it was compassionate 
because of the link with the legend of storks bringing babies and was thus, 
‘symbolic of newness and life’ so must be, ‘a caring creature’. 
 
 
6.7.5 Luck associated with the corporate symbol 
Research by Henderson, Cote, Leong and Schmitt’s (2003) into interpretations 
of Asian logos included investigating whether or not particular logos were 
considered to be lucky or unlucky, so these adjectives were also included in the 
semantic differential on the questionnaire. After conducting the factor analysis, 
lucky did not follow the patterns of the other variables so was considered to be 
a factor on its own. When the interviewees were asked if they considered the 
schools’ symbol to be lucky, this question, similar to compassion, provoked 
some puzzlement. Responses were that lucky was, ‘not something I would think 
about’ (G), ‘not an adjective I would associate with it’ (H), another that it was, 
‘no more (lucky) than anything else’ (J) and similarly, ‘doesn’t suggest lucky or 
unlucky to me’ (K) another said that the description was ‘not what would spring 
to mind’(M). There were seven negative responses to the question and three 
ambiguous answers. Interviewee M said that the symbol was ‘not unlucky’ 
interviewee A said, ‘I am not sure that I would call it lucky, although the students 
might have a different opinion’. One (E) jokingly asked if the symbol could, ‘buy 
power and influence?’  
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6.8 OTHER OPINIONS ABOUT THE STAMFORD ENDOWED SCHOOLS’ 
VISUAL CORPORATE IDENTITY 
The last question that was asked was whether the interviewees had any other 
opinions about the Stamford Endowed Schools which produced a wealth of 
mainly positive comments, many about the rebranding that had taken place. ‘I 
like the simplicity of the new design, you have to move forward’ (A), and, ‘I think 
that it is very much improved in recent years, it has really moved on a long way 
and we have that uniform style now across the Endowed Schools ... It shows 
that the Junior School and the High School and Stamford School are all part of 
the same parent organisation. I think that that is very important’ (B). Interviewee 
K mentioned that ‘the old bird never faced the same way twice’ and that the new 
design has ‘been tightened up a lot. It’s much more sophisticated, it’s much 
clearer I think and the fact that almost everything we use now is branded with it. 
I think it’s a much stronger representation of the school’. These findings relate 
to those of Pardey (1991:210) writing about the design of a school’s logo, he 
says that it is important how ‘the design is used ... it must be clear, unique, 
visible, legible and memorable’ and judging from the positive comments made 
by the interviewees their opinions echo his aspirations so this a positive result 
for the organisation. 
 
One word that was mentioned, unprompted by the interviewer, in connection 
with the visual corporate identity by four interviewees was ‘strong’. Two (C and 
E) said that they thought that it is ‘much stronger’, another (D) said it was, ‘a lot 
stronger now’ and another comments was ‘I think it is a strong, bold image and 
the colour might be part of that too. It’s a strong bold colour. Boldness is I think 
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the one for me’ (J). Interviewee E mentioned the ‘PE staffs’ new uniform and 
what the girls are wearing for PE. It’s a very strong identity’. 
 
There were conflicting opinions about the colour, one male respondent (G) said 
that he liked the ‘distinctive colour’ and continued, ‘The colour is different, you 
don’t see many schools with that colour’. Another respondent (L) though said, ‘I 
don’t particularly like the colour; the colour is quite drab to me… I can 
understand why they’ve done it but it’s to me it is not a rich colour. It’s not a 
warm colour’. She went on to say that she thought that it looks as if it has not 
printed correctly and said that she thought that it was ‘neither one colour or 
another,… almost as though the blue and the burgundy have been mixed 
together’. 
 
The historical links of the school were also mentioned but in criticism of the new 
symbol design. Interviewee L said that, ‘history has been ignored’ and in 
connection to the maroon colour that is now being dominant, rather than red, 
mentioned that ‘the red and blue cloth manufactured in the town was important 
to me’. Another (M) protested, ‘I was sad that we lost the wool sack, which was 
originally part of the symbol, and therefore it is now less closely associated with 
the original stained glass that is in Browne’s hospital’. He was also not 
convinced by the designer’s rationale for simplifying the symbol so that it 
reproduced better on a computer monitor. This opinion was contradicted by 
another (C) who said that they thought the symbol was neater as it is now, 
‘tidier at the bottom’. 
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Several mentioned the uniform and that the ‘other visual thing that we have is 
our students’ (G). That the badge is on the uniform was considered important, 
interviewee F commented that they thought that ‘boys behave better in uniform’ 
and another (H) that, ‘the girls uniform is old fashioned’ yet another (G) said 
they thought that ‘our students are visually smarter than other students’. 
Another comment was made about the increase in the strength of the image 
through the PE staff and the girls’ sportswear. 
 
Interviewee F opined that the visual corporate identity of the organisation is 
probably more important for the boys than the staff and another (M) agreeing 
with this view thought that the pupils would share his positive view about the 
visual corporate symbols as he said, ‘I know when I have been abroad on trips 
… they’ve been very keen to carry the symbol with them in terms of dress and 
kit and when we’ve … spent time in primary schools and redecorated and 
refurbished … one of the things that they have always been keen to leave, has 
been the Spede Bird. So, on three different overseas expedition now, where I 
have been involved … each one of them has a Spede Bird in place’. 
 
 
6.9 THEMES THAT EMERGED FROM THE INTERVIEWS 
During the interviews certain themes and subjects appeared in responses to the 
questions asked by the interviewer. Several interviewees mentioned or referred 
to ‘belonging’ in answer to some of the questions. Although belonging is a 
similar theme to affiliation, belonging assumes a greater inclusion within an 
organisation. In discussion about the importance of the corporate colours 
interviewee E said that it ‘gives a sense of belonging’, another (J) referred to it 
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as ‘our colour’. With reference to the importance of the corporate symbols again 
reference to ‘the institution I work for’ (E) was made. In the question about 
affiliation, as mentioned previously, two interviewees (C and J) talked about the 
symbol and the school and said, ‘I am part of it’ they went further and one said 
that, ‘it is part of what I am’, the other, ‘it’s part of what I do’ another (M) said, ‘I 
feel part of that tradition’ and more emphatically another (E) felt that they were, 
‘part of an extended family’. These pronouncements echo the findings of 
Harding (2007) as she writes that ‘the organisation I am ‘in’ is at the same time 
‘in’ me: there is no inside and no outside’. In discussion about compassion, that 
the wings of the Spede Bird are ‘encompassing’ (D) was mentioned, that the 
symbol, ‘brings people together’ (E) was another, again inferring the community 
of the organisation.  
 
Many of the comments made on the questionnaires also mention the idea of 
‘belonging’. In answering why they considered the corporate colours and 
corporate symbols to be important, or were proud to be seen to have an 
association with the schools, many mentioned that the colours and the symbol 
fostered ‘a sense of belonging’ (see Chapter 4 Section 4.4.3.1, Chapter 4 
Section 4.5.4 and 4.6.1) which is in accordance with He and Balmer’s 
(2007:768) findings that the employee audience will identify with their 
organisation’s visual corporate identity and take ‘ownership’ of the brand. This 
ownership of the brand adds value to it and promotes its success and the 
human need ‘to belong’ is of paramount importance to individuals (Skeel 
1992:57). The employees who wear the symbol or sport it on their umbrella or 
key ring are declaring that they ‘belong’ (Burke 1973. Christensen and 
Askegaard 2001:297) and are all working towards a common goal. It is 
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important that employees feel that they ‘belong to’ an organisation and adopt its 
core values, as this generates a feeling of camaraderie and a positive, 
conscientious, competitive workforce (Stuart 2002:29, Vallaster and de 
Chernatony 2004:776). Rose (2007:199) writes that when an image generates 
the same meaning for many, that the meaning becomes part of the semiotic 
structure of the image. So this repetition of the impression of ‘belonging’, 
prompted by the logo and frequently mentioned by the interviewees is becoming 
part of the logo, a positive endorsement of the logo and hence the organisation. 
 
Several interviewers remarked about the distinctiveness of the symbol; one 
called it, ‘classic’ (D), and said that they would be upset, ‘if they changed it’, it is 
an, ‘iconic symbol’ remarked interviewee A. Interviewee G said that they 
thought that the logo was, ‘very distinctive … very different and very individual’ 
and also mentioned that the colour is different to other schools. Another 
passionate description by a member of the senior management (M) was that the 
symbol is, ‘unusual, effective and striking’. These descriptions were mostly 
given by those who considered the visual corporate identity to be unimportant 
and were not proud to be associated with the symbol, yet from these remarks 
they certainly give the impression that they do feel some affection for it. That a 
company and its corporate identity should be ‘central, enduring and distinctive’ 
to the employees is an aspiration of Albert and Whetten (1985). However it is 
suggested by Brown, Dacin, Pratt and Whetten  (2006:103) that only a small 
proportion of views held by employees are likely to consider their organisation 
to be central, enduring and distinctive yet it seems that these interviewees 
refute this claim. 
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The interviewees appeared to have a great deal more awareness of the visual 
corporate identity of the school than the questionnaire respondents had when 
they completed the questionnaires some time previously. This is because there 
was a complete rebranding exercise carried out (as described in Chapter 3, 
section 3.8.3) since the questionnaires were issued and presentations to 
employees have been made by the Marketing Manager. Also the fact that this 
research was taking place had also raised employees’ awareness of visual 
identity in the organisation. When asked for their opinion of the visual corporate 
identity on the questionnaire, there were many more negative comments than 
there were positive. One respondent commented that they thought that the 
image should be made ‘stronger’ which has been achieved, judging by the 
comments of the interviewees and another that it should have a ‘greater visual 
presence’. Again that ‘everything is now branded’ was remarked upon by 
interviewees. Another criticism in the questionnaires was the lack of continuity 
both with the symbol and the colours across the schools, giving an 
unprofessional impression of lack of direction, again from what the interviewees 
said, this is now much more consistent. Organisations are now realising that the 
most affected audience of visual corporate identity is their own employees and 
their favourable perception of the visual corporate identity helps contribute to 
the success of an establishment (Schultz, Hatch and Larsen 2000:13) thus the 
branding presentations by the marketing manager to the employees can be 
seen to have influenced employee perceptions of the branding. 
 
The majority of the interviewees were complimentary about the redesign 
although there were two (L and M) who were disappointed that the bird had 
been ‘modernised’ and said that ‘we’ve lost the history of it’ and another 
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complained that the wool sack had disappeared. Five interviewees (A,C,D,E 
and K) thought that the schools’ symbol was stronger since the rebranding, 
another (J) thought it to be, ‘bolder’. Three thought that the new design was 
more representative of the schools and one (J) said that the ‘branding is now 
more dominant and more consistent across the three schools’. Interviewee J 
also said that the bird had dominated the previous image and that the words 
now appear more prevalent, although another thought it was better balanced, 
and there were two who queried why the wording changes colour. Another 
though thought that the, ‘bird has lost identity’ (L).  
 
Other general comments on the visual corporate identity were that. ‘the 
changes have improved it’, ‘it’s better than it was’, ‘it has more style than it had’, 
‘it has very clean lines’, ‘it looks quite smart’, ‘it’s a nice logo, it’s popular’, it has 
‘been tightened up’, it is, ‘much more sophisticated and clearer’, ‘the silhouette 
is instantly recognisable’. There were a few criticisms such as the, ‘new spikey 
beak looks mean’ and it is, ‘more of a business now, before it was more 
personal’ and ‘it is too modern, bland and business-like’. Counteracting these 
criticisms were comments such as, ‘I like the simplicity of the new design, you 
have to move forward’, another was quite vehement and said, ‘we still have the 
tradition of the Spede Bird but it is more modern and more contemporary. It 
looks like we’re not just this fuddy-duddy, old fashioned school but we’re 
progressively thinking and moving ahead but keeping the traditions as well 
which I think is important’. In general the comments were very positive about 
the redesign but the aspirations for employees to think of all three schools as 
one entity did not seem to have been achieved as six interviewees referred to 
either ‘boys’ or ‘girls’ and as interviewee H commented, ‘I never hear any alumni 
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talking about the Endowed Schools, they always refer to one school or the 
other’. 
 
 
6.10 CONCLUSION 
Employees’ perception of the visual corporate identity (logo and colours) of their 
organisation, its symbol, is representative of their perception of the organisation 
itself (Olins 1995:73). If employees think positively about their establishment, 
researchers have found that this can enhance the production and performance 
of the business (Gray and Balmer 1998:698, Mullins 2002:556, Pugh and 
Hickson 1996:156, Schein 1980:15) even though Vallaster and de Chernatony 
(2004:770) talk of the lack of understanding regarding the effect of brands and 
visual symbols on employees, so this is what is being investigated here. If 
employees identify with the brand and culture and feel an affiliation towards 
their organisation, expressed by the symbol of their organisation this 
encourages specificity, stability, coordination and integration – a feeling of 
belonging for the employees (Balmer 2008:886), all positive traits for a school. 
The twelve interviewees revealed their feelings, some vehemently, about the 
corporate colours and the corporate symbol, both positively and negatively. The 
findings from the interviews both confirmed and in some cases refuted the 
findings of the quantitative data. 
 
In relation to the IMP Test (importance, meanings and pride in the visual 
corporate identity); the importance employees attached to the corporate colours 
and corporate symbols was found in some instances to confirm the findings of 
the quantitative data; that those who were older and with greater length of 
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service attached more importance to them. However it was the females who 
had previously thought of the corporate colours as more important than their 
male colleagues, yet with the interviewees this was not found to be so. A major 
difference too was that previously senior management had not attributed 
importance to the visual corporate identity, yet those interviewed certainly did 
so, confirming the writings of Brown, Dacin, Pratt and Whetten (2006:105) and 
Melewar, Saunders and Balmer (2001:418). An explanation could be that they 
had been made more aware of the significance of the schools’ branding, by the 
recent appointment of a marketing manager and his marketing campaign. 
 
In connection with the meanings employees associated with the logo (the 
second aspect of the IMP Test) the strength of the symbol was mentioned by 
many interviewees both in connection with the specific question but also 
mentioned unprompted in answer to other queries too. This is a favourable 
factor for the organisation as, ‘A strong corporate identity leads to motivation 
and commitment’ (Christensen & Askegard 2001:293, Melewar and 
Karaosmanoglu 2003:846) and a strong brand and visual corporate identity 
triggers identification and commitment within a company leading to internal 
strength (Vallaster and de Chernatony 2004:767). In the findings of the 
quantitative data the females attached more strength to the symbols whereas 
interviewees of both genders attributed strength to the symbol. 
 
The interviewees were divided as to whether or not they felt affiliation towards 
the symbol and this increased with length of service (divergent to the 
quantitative analysis) and was more prevalent in the full-time workers 
(convergent with the quantitative analysis). The feeling of affiliation to an 
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employing organisation is significant, because if the ‘culture’ of the 
establishment is adopted by the employees, then they are adopting the ‘identity’ 
too (Hatch and Schultz 2002:997).  Employees who feel this ‘brand ownership’ 
and create a ‘we-feeling’ in the organisation they are more loyal and motivated 
(Melewar, Bassett and Simoes 2006:140). It appears that employee affiliation 
develops over time but it could be prompted by encouraging employee use of 
the corporate symbols by the marketing department, as one of the interviewees 
had said he felt that he was ‘not encouraged’ to wear the symbol which seems 
to be a missed opportunity. 
 
There was just a majority of positive answers in response to the question of 
whether the school’s corporate symbol has style. As a result of the rebranding 
and marketing presentations, the employees were more aware of the design of 
the symbol than when they had completed the questionnaires. There were 
some positive comments referring to the tidier and cleaner design but also 
some criticisms that the historical links had been lost. It is important that the 
symbol expresses the culture of the organisation and generates feeling of 
optimism, but it must also be fashionable (Balmer 2009:552). Good design can 
attract stakeholders and impact upon competitive advantage (Hatch and Schultz 
2002:1002, Trueman and Pike 2006:2) but ‘poor design can threaten survival’ 
(Trueman and Pike 2006:2). Many of the comments about the redesign relate to 
the increase in clarity of the logo which is positive as research has shown that 
logos with clear meanings are better liked and transfer a more positive effect to 
the company than logos with more ambiguous meanings (Schechter (1993) 
cited in Henderson, Cote, Leong and Schmitt 2003). For a corporation to have 
internal strength, then the visual corporate identity must be consistent (which it 
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is much more, since the rebranding) and strong, conveying coherent messages 
to staff (Vallaster and de Chernatony’s 2004:767). The importance of a positive 
perception of the style of school’s symbol is thus of importance to the 
organisation. 
 
Some confusion was apparent when the interviewees were asked whether they 
considered the school’s symbol to be compassionate as many of the 
interviewees said that they had not previously associated this adjective with a 
symbol. There were very differing responses to the question, with some 
perceiving the bird’s spread wings to be ready for attack and a show of force, 
whereas others associated thought them ready to embrace or hug, reflecting 
Barthes’ (1972) theories of multifaceted interpretations being attached to one 
image.  The responses were similar to the findings of the quantitative data, that 
the full-time employees thought the logo slightly more compassionate than 
those who worked part-time. That a corporate brand should appeal at an 
emotional level to the internal audience as well as evoking emotions in the 
employees is considered to be important (Davies and Chun 2002:144, Skeel 
1992:56). 
 
When asked whether they considered the school’s corporate symbol to be 
lucky, this again provoked some puzzlement as the majority of the interviewees 
had obviously not considered this association, although one male interviewee 
said that the logo had certainly been lucky for him. Superstition in Western 
cultures is much less prevalent than in the East where much emphasis is put 
upon how lucky or unlucky colours and organisations are perceived to be. 
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Similar to the findings of the quantitative data, no useful conclusions could be 
drawn from this question except that those interviewed were not superstitious. 
 
Pride (the third aspect of the IMP Test) in sporting the school’s emblem brought 
differing opinions; an equal number of males and females were very pleased to 
show their affiliation to the school, but some (often female) were not keen to be 
seen to associated with the organisation outside school, this was similar to the 
previous findings. The majority were proud to some degree to be associated 
with the school. It was found that the longer serving members of staff were 
keener to sport the logo which confirms the findings of Dutton, Dukerich and 
Harquail (1994:247) and Mael and Ashforth (1992) who write that as length of 
tenure increases so does the pride and ownership in the company, and the 
degree to which an individual identifies with the organisation. 
 
Comments asked for about the school’s visual corporate identity provoked a 
mainly positive response from the interviewees, several of whom mentioned 
that the branding was now more consistent, that they thought the new design 
was stronger and that it was unusual. Analysis of comments made on the 
questionnaire also revealed affection for the ‘Spede Bird’ by some respondents. 
These comments link closely with Albert and Whetten’s (1985) ideas that define 
organisational identity as ‘central, enduring and distinctive’. Although Brown, 
Dacin, Pratt and Whetten  (2006:103) suggest that only a small proportion of 
views held by employees are likely to consider their organisation’ identity to be 
central, enduring and distinctive, the results of these interviews appear to 
disprove this.  
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The theme of ‘belonging’ emerged consistently from the interviewee responses, 
echoing the findings from the quantitative data, which is a positive finding for the 
organisation. The visual identity acts as a bond and encourages employees to 
feel as if they are all working together. This generates a feeling of camaraderie 
which can generate a positive thinking, conscientious workforce (Skeel 
1992:57). If employees feel that they ‘belong’ to their organisation and feel 
affiliation towards the visual corporate symbol that represents it (Vallaster and 
de Chernatony 2004:776) this indicates a loyal and motivated work force who 
are displaying ‘brand ownership’ and will work towards the success of the 
establishment, a satisfying result for the organisation. 
 
In conclusion, many findings of the quantitative data were congruent with the 
qualitative data from the interviews whereas other findings were divergent. 
However, since the questionnaires were distributed and analysed, a marketing 
manager has been appointed at the school and a thorough rebranding process 
has taken place. It became apparent from the interviews that employees had 
noticed the change in the logo, that a more consistent approach to design was 
evident, possibly through the presentations that were given to staff to explain 
the rebranding. This resulted in increased employee awareness of the school’s 
visual corporate identity, particularly the up-dated logo which can, in part, 
explain the results of the interviews. For example, the senior managers who 
were interviewed, who as a group had previously not considered the visual 
corporate identity to be important, now did so. The senior managers’ change of 
opinion could be not only to support and justify their decision to appoint the 
marketing manager but also the realisation that for the school to survive as a 
business, marketing the organisation was essential. 
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The proportion of those who were proud to wear or carry the logo that 
associated them with the school remained constant, which is a surprise as 
many had commented favourably on the new design and a slight increase might 
have been expected. Many commented on the ‘strength’ of the logo since the 
redesign, which is a very positive outcome for the organisation and indicates a 
motivated and committed workforce who identify with the school. The theme of 
‘belonging’ was also mentioned many times, indicating a conscientious 
workforce who is ‘living the brand’. In essence this is a positive result for the 
organisation with employees supporting and having positive perceptions of the 
visual corporate identity of the Stamford Endowed Schools. 
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CHAPTER 7 – CONCLUSIONS, KEY FINDINGS, CONTRIBUTION TO 
RESEARCH AND RESEARCH LIMITATIONS  
7.1 INTRODUCTION 
This chapter concludes the mixed methods case study into a school employees’ 
response to the visual aspects of corporate identity. The visual corporate 
identity of an organisation, particularly the logo, is symbolic of the whole 
organisation, so ascertaining employee perceptions of this logo reveals 
employee perceptions towards the organisation itself (Henderson and Cote 
1998:15, Olins 1995:73). Many writers stress the importance of employees and 
their perceptions towards an organisation and explain how this can affect 
company performance (Chapter 2, section 2.6.3). A motivated and loyal 
workforce is more productive and their positive attitude generates business 
success (Argenti and Forman 2004:45, De Chernatony and Harris 2000:268, 
Gray and Balmer 1998:698, Melewar, Bassett and Simoes 2006:140, Mullins 
2002:556, Pugh and Hickson 1996:156, Schein 1980:15) so it isimportant to 
ascertain the perceptions of employees.  
 
 This chapter presents the analysis and interpretations of the research and most 
importantly the newly devised IMP Test to ascertain employees’ perceptions of 
their visual corporate identity. The IMP Test (See Figure 7.1) measures, using 
questionnaires and semi-structured interviews,  the importance, the meanings 
and the pride that the employees associate with their visual corporate identity 
and by association their perception of the organisation itself (Henderson and 
Cote 1998:15, Olins 1995:73).  
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3. The meanings that the visual symbols engender most in the employees 
in the research are ‘identifiable’, ‘proud’, ‘trustworthy’ and ‘strong’  
4. The respondents who feel most affiliation towards the corporate symbols 
of the organisation also attach most importance to them 
5. The employees, particularly males, were proud to be associated with the 
school by wearing or carrying items displaying the school crest. 
6. Sporting the corporate symbol reportedly gave the employees a feeling 
of ‘belonging’ to the organisation  
 
It was discovered that the perceptions that the employees associated with their 
company logos and symbols were all positive and gender, age and length of 
service influenced some quantitative responses. From the factor analysis, the 
meaning variables formed five groups which were labelled strength, affiliation, 
style, compassion and lucky.  
 
From the qualitative data obtained from semi-structured interviews, again the 
visual corporate identity was considered to be important by almost all, this time 
including management and many felt pride in association with the schools. The 
strength of the visual corporate identity was mentioned unprompted by many 
interviewees and this was a recurring theme. A comparison of the results from 
both the quantitative and qualitative data and analyses will be made.  
 
There has been little research into employees’ perception of their organisation’s 
visual corporate identity, and scant investigation into internal marketing within 
educational institutions, so there is gap in knowledge which has in part been 
filled by this research which not only investigates a school’s employees’ 
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perceptions of their visual corporate identity but also introduces a new method 
to ascertain these perceptions. 
 
This research is significant because it contributes to the many writers who 
attach great importance to the resource of a company’s corporate identity 
(Chapter 2, section 2.6). They write that ‘it has an influence on all parts of the 
organisation’ and generates ‘cohesion, coherence and clarity’ (Olins 1995:15), 
others consider the collective feelings of the employees towards their 
organisation as the ‘culture’ of the institution (Balmer 2009:558) and recognise 
the importance of the corporate ‘culture’ and ‘how employees feel about their 
organisation’ (Balmer and Greyser 2006:735). They purport that the culture 
derives from the ‘values, beliefs and assumptions’ of the organisation as well as 
its ‘historical roots and heritage’. Balmer and Greyser (2006:736) (Chapter 2, 
section 2.6.4) most importantly, recognise that the perceptions of the corporate 
brand held by the employee group will affect their behaviour towards the 
organisation and, it follows, company performance. 
 
It is therefore of paramount importance that management ascertain employee 
perceptions of visual corporate identity and the newly devised IMP Test is an 
effective way to do this. If perceptions are discovered to be negative, 
management will need to redress the issue and thereby generate positive 
perceptions and behaviour among the workforce. This research discovered that 
the schools’ employees do hold a positive perception of their organisation’s 
logo, the school crest, and so by inference, the establishment, the school 
(Balmer and Greyser 2996:736, Melewar, Bassett and Simoes 2006:144, Olins 
1995:73). 
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7.2 THE FINDINGS AND IMPLICATIONS OF THE SURVEYS AND THE 
RESULTS OF THE IMP TEST ON THE STAMFORD ENDOWED SCHOOLS 
Conducting the pilot, the major survey and the interviews reveals a surprising 
depth of feeling held by many of the schools’ employees about the visual 
corporate identity of their organisation. The distribution of the surveys prompted 
much discussion and comment and many were pleased that the corporate 
identity, something that they considered to be very important, was being 
investigated. The employees’ concern was also indicated by the high return 
response, the majority of the respondents completing the questionnaires fully 
and many writing extensive comments, generating much useful written data. 
The selected interviewees all agreed to be interviewed and very willingly gave 
up their time to discuss the visual corporate identity of the Stamford Endowed 
Schools. Figure 7.2 illustrates a comparison of the analysis of the quantitative 
data from the questionnaires and qualitative data from the interviews which will 
be discussed in the following section. 
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7.2.1 The importance of the visual elements of the school’s corporate 
identity to its employees (Research Question 1) 
From the literature reviewed (Chapter 2, section 2.2), it is apparent that the 
most important aspect of any organisation are the people and that corporate 
identity is now considered to be a vital tool of management and marketing 
(Chapter 2, section 2.6). Key authors write that a positive corporate identity will 
instigate enthusiasm about the company, build commitment and attract and 
retain employees (Balmer and Greyser 2006:736, Balmer and Wilson 1998:12, 
Vallaster and de Chernatony 2004:770 and Van Riel and Balmer 1997:341). 
Discovering how important employees consider their visual corporate identity, 
the symbol of the organisation, indicates their strength of feeling towards the 
organisation itself. The visual aspect of the corporate identity though, has not 
been thoroughly examined by these key authors 
 
In this investigation, the first Research Question: ‘How important are the visual 
elements of an organisation’s corporate identity to its employees?’ and the first 
component of the IMP Test (Importance of the visual corporate identity), can 
certainly be answered as very positive from the results of both the quantitative 
and qualitative data (see Figure 7.2). In the pilot survey (Chapter 3, Section 3.8) 
and the major survey (Chapter 4) the majority of the respondents considered 
the corporate colours to be important, particularly the female employees 
(Chapter 3, section 3.8.4.6 and Chapter 4, section 4.4.3) those who worked in 
support and administration and the maths and science departments. The 
interviewees (Chapter 6) were not quite so emphatic about their importance, 
although half of the interviewees qualified their answers to indicate a positive 
response and the majority of these were male.  
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In both the major survey and in the interviews, length of service (Chapter 4, 
section 4.4.3.6 and Chapter 6, section 6.3) was found to be a significant 
influence on how important the employees consider the corporate colours to be. 
This is a convergent finding; as length of service increased, so did the 
importance that the employees attach to their corporate colours (See Figure 
7.2).  
 
This finding agrees with the opinions of Miner (1992) who writes that the colour 
of a corporate symbol can evoke responses in people and confirms the writings 
of. Dutton, Dukerich and Harquail (1994:247), Mael and Ashforth (1992) and 
Punjaisri and Wilson 2011:1526) who most importantly recognise that as age 
and length of tenure increases so does the perceived level of attractiveness of 
the organisation’s identity and employee brand commitment, as was the case 
here. 
 
A large majority of the respondents consider that the corporate symbols are 
important to some extent, again particularly the female employees of the pilot 
survey (Chapter 3, section 3.8.4.6) and also the major survey (Chapter 4, 
section 4.4.3.2), although in the interviews, slightly more male interviewees 
considered the corporate symbols to be important than their female colleagues 
(Chapter 6, section 6.5). The analysis of the quantitative data from the major 
survey revealed that those who worked in support and administration and in the 
maths and science department attached the most importance to the corporate 
symbols, whereas surprisingly, those in senior management did not. The results 
of the interviewees both confirm and refute these findings; as it was found that 
those who work in support and administration, in the maths and science 
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department and senior management, all attach importance to the corporate 
symbols (see Figure 7.2). This echoes the findings of (Punjaisri and Wilson 
2011:1530) who write that less educated employees (the support and 
administration staff) were generally loyal to the brand, whereas those who were 
better educated (management) and more ambitious may need reinforcement of 
the brand but remain supportive. Management were more supportive but only 
after the school’s rebranding campaign had reinforced their backing. 
 
That the visual corporate identity (colours and symbol) is considered to be 
important by the respondents is positive for the school and although possibly an 
expected answer, the result confirms the significance with which employees 
regard these items. This is possibly an influence of the recent emphasis on 
marketing at the schools and that the visual corporate identity was being 
investigated by this research. This echoes the writings of Melewar and 
Karaosmanoglu (2006:853) and Vallaster and de Chernatony (2006:768) who 
found that when interviewing employees that they considered the design 
elements of corporate identity to be important.  
 
In the major survey, that the females consider the corporate colours (Chapter 4, 
section 4.4.3.2) and logo (Chapter 4, section 4.5.4.2) to be more important than 
do the males is significant. This gender difference, influencing how important 
the visual corporate identity is considered to be, is linked to some research by 
Merlain (2007) who discovered that females have a stronger perception of 
brand personality than males. However, this finding slightly diverged from that 
of the interviewees, as it was the males who considered the corporate colours 
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to be more important than their female colleagues but with such a small sample 
(12) of interviewees, this result is not significant. 
 
The respondents were vehement in their written answers of why they consider 
the visual corporate symbols to be important (Chapter 3, sections 3.8.4.6 and 
3.8.4.9, Chapter 4, sections 4.4.3.1 and 4.5.4) over half mentioning the ‘sense 
of identity’ as well as presenting a ‘professional image’, ‘tradition’, ‘reflecting the 
history of the schools’ and giving an impression of the ‘values’ of the 
establishment. Many also talk about ‘being part’ of an organisation and the 
sense of ‘belonging’. Respondent 73 writes that it is ‘the icon that represents all 
of us and what we stand for’; respondent 42 that ‘they are a strong visual link 
with the schools’.  Respondent 33 comments that ‘everyone loves the Spede 
bird’ and respondent 50 that ‘I would not want the bird to go’. Respondents write 
that the corporate symbol is ‘memorable’ and is important as it aids recognition 
and alludes to the traditions of the organisation. In the interviews too, 
interviewee J said that the ‘Spede bird has a resonance all through the town’, 
interviewee M that ‘it epitomises the school’. These findings echo the writings of 
Balmer 2008:883, Melewar and Karaosmanoglu 2003:853 and Van den Bosch, 
Eving and de Jong 2006:871 (see Chapter 2 section 2.6.4) and show brand 
ownership as mentioned by Balmer 2008:886, Gorb 1992, Jung 1963, Vallaster 
and de Chernatony 2004:776 (see Chapter 2, section 2.9.2). 
 
The importance the respondents and interviewees attribute to the visual 
corporate identity adds to the writings on marketing and education; Baker and 
Balmer (1997), Balmer, Liao and Wang (2010), Chapleo (2010), Honingh and 
Oort (2009) and many others, who although are concerned with internal 
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branding and employees in education, do not consider the influence of one 
upon another (Figure 2.6, Chapter 2, section 2.8). 
 
 
Finding 1: Senior managers in the school are attaching increasing 
importance to the corporate symbols 
From the quantitative data, the finding of the major survey that senior managers 
are the group/department that attaches the least importance to the corporate 
symbols (Chapter 4, section 4.5.4.4) is a great surprise and in complete 
contrast to the writings of Brown, Dacin, Pratt and Whetten (2006:105) and 
Melewar, Saunders and Balmer (2001:418) who write that managers are now 
much more aware of and interested in visual corporate identity. Melewar and 
Saunders (2000:547) also quote managers who consider the visual corporate 
identity system to be important and Brown et al (2006:103) also write that 
managers will attempt to develop a positive and consistent identity. Harris and 
de Chernatony (2001:446) do write that managers and employees are likely to 
differ in their perceptions of the brand identity, but imply that the managers are 
likely to be more positive than employees. A possible explanation for this can be 
found in the writings on education of Oplatka and Hemsley-Brown (2004:381) 
who discover that marketing (of which corporate identity is a component) is 
viewed negatively in schools and that some educators do not consider it to be 
compatible with education and in some cases to be morally and ethically wrong 
(Grace 1995). As respondent 26 wrote, ‘branding strikes me as inappropriate for 
establishing an educational identity’. More recent articles and publications 
indicate that school management is now taking more notice of marketing and 
they are accepting that to survive in the competitive environment they are going 
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to have to use these methods (Green 2005:24, Richardson, Gillingham and 
Pettingale 2010:13). 
 
The majority of the questionnaire respondents, from other departments, do 
recognise the importance of presenting a strong, appropriate and consistent 
impression through the corporate symbols. Some are quite vehement in their 
responses to this question as they obviously consider it to be so important. This 
confirms the writings of Melwar, Saunders and Balmer (2001) who conclude 
that if an organisation projects a standardised and consistent visual corporate 
identity, this attracts employees. 
 
The interviews took place sometime after the major survey and when asked 
then about both the corporate colour and the symbol, management did consider 
that they were both important. This is a contrast to the finding of the major 
survey. This complete change of opinion by management could have been 
influenced by the employment of the new marketing manager and the vigorous 
marketing campaign and symbol redesign carried out at the school, senior 
managements’ increasing awareness of the importance of marketing the school 
or by the attention drawn to the visual corporate identity by this research. It is 
apparent that the opinions of the management in the Stamford Endowed 
Schools (as well as in other schools according to Richardson, Gillingham and 
Pettingale 2010:13) have changed over time and are now recognising the 
benefits of external marketing. But they have yet to realise the impact of internal 
marketing and this investigation reveals the importance with which the visual 
corporate identity is regarded by the schools’ employees. 
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7.2.2 The meanings that the employees associate with the visual symbols 
of the school (Research Question 3) 
Some time ago, Martineau (1958) recognised that the corporate identity of an 
organisation evokes feelings and emotions in the stakeholder-employees and 
Barthes (1972) that an image generates different interpretations in individuals. 
This is the crux of the third Research Question: ‘what meanings do the visual 
symbols of their organisation engender in the employees?’ and the second 
aspect of the IMP Test (Meanings). Again a number of authors recognise the 
competitive advantage of favourable employee perceptions of the visual 
corporate identity (Hatch and Schultz 2003, Henderson and Cote 1998:15, 
Stuart 2002:33, Trueman, Cook and Cornelius 2008, van Riel and van den Ban 
2001:435). They also recognise that each employee will have a slightly different 
interpretation of the same company logo as Barthes’ theories assert. 
 
Following the theories of Barthes (1977:17) (Chapter 2, section 2.5) that an 
image is representative and can generate meanings in those who observe 
them, it follows that an organisation (signified) is represented by the corporate 
logo (signifier) and the meanings (sign) associated with the logo are those 
meanings employees associate with the organisation itself. When Davies and 
Chun (2002:146) developed their corporate personality scale they discovered 
that if a company character is perceived as likeable, it will prompt employee 
loyalty, whereas the converse, a disagreeable company personality will produce 
a workforce with negative attitudes and little motivation. Measuring and 
understanding employee perceptions is thus of vital importance.  
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To answer the Research Question; ‘What meanings do the visual symbols of 
their organisation engender in the employees?’ the quantitative data from the 
semantic differential was analysed. The mean answers given by the schools’ 
respondent employees to the 20 bi-polar adjectives in the differential were all 
positive (Chapter 5, section 5.2), so it can be concluded that the employee 
respondents have a positive perception of their corporate visual symbols, and it 
follows, their organisation (Henderson and Cote 1998:15, Olins 1995:73). The 
highest scores were obtained for the following meanings: identifiable, proud, 
traditional, symbolic and trustworthy indicating that these were the most 
apposite meanings that the employees associated with the corporate symbol 
(Chapter 5, section 5.2). Lewison (2001:187) writes that stakeholder 
relationships with symbols do not result from rational and calculated strategy 
but are based upon emotions, so these positive, emotional descriptors seem 
very appropriate for a long established independent school and are what 
management would strive for. These high scoring positive adjectives should be 
of great encouragement to the organisation. 
 
Each of the meaning variables from the quantitative data was analysed against 
the categories of gender, age, department, part or full-time working and length 
of service and produced some results of statistical significance (Chapter 5, 
section 5.3). The females considered the corporate symbol to be braver and 
more loyal than the males. As age increased, a certain amount of concern and 
scepticism was perceptible, with older employee respondents becoming more 
opinionated about the corporate symbol, thinking it less trustworthy, weaker, 
less well-presented and not as normal. As length of service increased, which is 
intrinsically linked to age, the longer serving employee respondents consider 
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that the logo is not as powerful, less enlightened and also less well-presented 
but they were also more concerned about the consistency of its use. This can 
be explained by the findings of Punjaisri and Wilson (2011:1530) who write that 
an increase in length of service and age moderate employees’ brand 
identification but intensifies brand commitment. This is confirmed by the results 
of the interviews and by the findings of Dutton, Dukerich and Harquail 
(1994:247) and Mael and Ashforth (1992), that as length of tenure increases so 
does the pride and ownership in the company, the perceived level of 
attractiveness of the organisation’s identity and the degree to which an 
individual identifies with the organisation. This finding can be further explained 
by the marketing campaign at the school and the research of Punjaisri and 
Wilson (2011:1530), that the longer an employee has been with an 
organisation, the greater the impact that internal marketing has upon them. 
 
Whether the employee respondents were working part or full-time also affected 
the quantitative replies that were given. The full-time employees attach more 
positive meanings to the symbol than their part-time colleagues, although attach 
less importance to the corporate colours than the part-time workers (Chapter 4, 
section 4.4.3.5). The full-time employees considered the corporate symbols to 
be more trustworthy, identifiable, more democratic and more normal than the 
part-time workers (Chapter 5, section 5.3.4). The interviewees were not asked 
in detail about each of the individual 20 meaning variables as the interviews 
would have become tedious and repetitive. Instead they were asked about each 
of the five factors (Chapter 6, section 6.6). 
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When a factor analysis was carried out on the quantitative data, the adjective 
variables grouped themselves together into similar response patterns and each 
group of meanings was given a collective descriptor; these were ‘strength’, 
‘affiliation’, ‘style’, ‘compassion’ and ‘lucky’ as already reported in Chapter 5, 
section 5.4. The females consider that the corporate symbol has more ‘strength’ 
than the males (Chapter 5, section 5.4.3.1). The females also attach the most 
importance to the corporate symbols (Chapter 4, section 4.5.4.2) yet 
conversely, are not as proud to wear or display them (Chapter 4, section 
4.6.1.1).  Based upon the quantitative results, the interviewees were asked if 
they considered that the symbol possessed the characteristics of the five factors 
(See figure 7.2). Eleven of the twelve interviewees agreed that the symbol had 
strength; half of them felt affiliation towards it and just over half that it was 
stylish. Asked if they thought that it was compassionate or lucky produced some 
puzzled interviewees who said that they had not thought of associating the logo 
with those descriptors. Neither the quantitative data nor the qualitative data 
revealed any significant results in connection with the factor of lucky so in 
conclusion it seems that the employees of the Stamford Endowed Schools are 
not superstitious with regard to the corporate symbol. 
 
The other results of significance are that from both the quantitative data (the 
major survey) and the qualitative data (the interviews) the full-time employees 
consider that the corporate symbol has more affiliation and more compassion 
than the part-time employees (Chapter 5, section 5.4.3.4, Chapter 6, sections 
6.7.2 and 6.7.4). As they spend more time in the establishment, they will have 
more exposure to the corporate symbols which is why they attach these positive 
meanings to them. Other interviewees (E, J and L) talked about ‘our colour’ and 
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‘we’ and being ‘part of an extended family’, all very strong confirmations of 
belonging. 
 
 
Finding 2: As length of service increases the respondent employees 
became more concerned about the design and appearance of their 
corporate symbol 
Significantly, as the employees’ length of service increased, the more 
concerned they are about the use and design of the symbol but consider it to be 
less stylish (Chapter 5, section 5.4.3.5). This aligns with the results of the 
qualitative data (the interviews) and the findings of Dutton, Dukerich and 
Harquail (1994:247) and Mael and Ashforth (1992). As Dutton, Dukerich and 
Harquail (1994:247) and Mael and Ashforth (1992) write, the longer the tenure, 
the more important the visual symbols become to the individual. The longer 
serving interviewees (K and M), of over 20 years’ service, both agreed that the 
visual corporate symbol had style. 
 
The corporate logo is obviously of great importance to these long-term school 
employees as the design was vehemently referred to in the written comments of 
the questionnaires and they were particularly critical of the inconsistency of the 
presentation of the emblem. Respondent 16, of over eleven years’ service, 
wrote, ‘I have seen five different logos for the school in adverts in the Mercury 
(local newspaper) – this really upsets me’ respondent 34, with over 20 years’ 
service, commented that the corporate identity is, ‘too varied – every activity 
has its own garments and accoutrements – it’s a horrible mish-mash’. 
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Respondent 22, of over six years’ service at the school was very emphatic in his 
comments, 
‘There should be greater visible presence in the local community, new 
minibuses in smart livery, school wine for sale in the shop, we seem 
ashamed of our heritage and identity. I want design to be the best… It is 
time to realise that we need to be successful and progressive. The 
design should uphold the finest points of a traditional school, one looking 
forward in confidence not harking back to the former glories of the "good 
old days".’ 
 
These employee comments about the consistency of the logo are similar to 
those of van Riel and van den Ban (2001) who were also concerned with 
employees’ opinions of the consistency of their visual corporate identity. They 
say that logos have added value in the creation and maintenance of a 
favourable corporate reputation and that they should provide consistency and 
identification to their employees. 
 
 
Finding 3: The meanings that the visual symbols engender most in the 
employees in the research are ‘identifiable’, ‘proud’, ‘trustworthy’ and 
‘strong’ 
Three of these variables, ‘identifiable’, ‘proud’ and ‘trustworthy’ were the 
meanings that scored the highest means in the semantic differentials (Chapter 
5, section 5.2), so are the meanings most strongly associated by the employees 
with their corporate symbol and hence the organisation, the school where the 
research took place.  
 
The descriptor of ‘strength’ with reference to the schools’ logo was mentioned, 
unprompted, numerous times during the interviews. When the interviewees 
were asked if they thought that the corporate logo represented the schools well, 
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nine of the twelve referred to it as a ‘strong’ representation. The interviewees 
were asked for their opinions of the visual corporate identity and in their replies, 
half of them again mentioned the strength of the visual corporate identity. The 
recent marketing campaign at the school may well have prompted this accolade 
and the association with strength because the new logo is now displayed more 
frequently and more consistently. This consistent meaning of strength positively 
reflects the writings of Henderson and Cote (1998:15) who suggest that 
successful logos should ‘elicit a consensually held meaning and evoke a 
positive effect’. 
 
These findings are also similar to those Albert and Whetten’s (1985) outlook 
that organisational identity should be distinctive (identifiable), enduring 
(trustworthy) and central or to Martin and Nicholls (1987) ‘model of commitment’ 
which is based on three factors of a sense of belonging (affiliation), a sense of 
excitement (proud and strong perhaps) and confidence in the management 
(trustworthy). The descriptors that were most prevalent with the respondents, 
add to the knowledge of employee perceptions associated with the visual 
aspects of corporate identity that ‘proud’ and ‘strong’ are also important 
employee associations. 
 
 
Finding 4: The respondents who feel most affiliation towards the 
corporate symbols of the organisation also attach most importance to 
them 
One of the crucial findings of the research was revealed by the regression 
analysis carried out on the factors (Chapter 5.5). The factor of affiliation had a 
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significant influence upon how important the respondent employees considered 
the corporate visual symbols. This factor was made up of the variables of 
‘normal’, ‘identifiable’, ‘proud’, ‘successful’ and ‘trustworthy’ so these variables 
had the most predictive influence on the employee respondents and the degree 
of importance they attached to the corporate symbols.  
 
This influential factor of affiliation links very closely with Finding 6 (Chapter 7, 
section 7.2.3) that sporting the corporate symbol encourages the feeling of 
‘belonging’ to an organisation. Certainly the data from the written comments are 
very focused upon the feeling of belonging and several mention the importance 
of belonging to the community of SES,, particularly when the respondents were 
asked to explain why they are proud to wear or carry the visual symbols that link 
them with the school (Chapter 4, section 4.6.1). When asked why they thought 
the corporate symbols were important (Chapter 4, section 4.5.4), that too 
produced much qualitative data linked to the significance of belonging to the 
school. 
 
The respondent employees obviously consider it of great significance to ‘belong’ 
to or be affiliated with the community of the school and those who felt this most 
also attached greatest importance to the corporate logo. In relation to the IMP 
Test, they also consider that the visual corporate symbols are important, attach 
positive meanings to them and are proud to wear them or display them.  
 
The significance of this sense of affiliation with the organisation was not 
anticipated, yet is obviously a very important part of the employee respondents’ 
feelings. Balmer (2008:892) says that an individual has an ‘emotional bond’ with 
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the group and a group of like-minded individuals are powerful and exhibit a 
‘strong cultural affinity’. He advises that we should not disregard those 
employees who demonstrate this emotional link to the corporate brand as they 
show loyalty and motivation but in this instance, this affiliation is felt for the 
visual aspects of the corporate identity, not the individuals in the organisation. 
Balmer’s (2008:892) and Vallaster and de Chernatony (2004:776) writings 
mention this when they refer to the importance of employees feeling that they 
‘belong’ to and feel affiliation towards an organisation. If the employees 
‘internalise’, by adopting the core values of the company, Vallaster and de 
Chernatony say they are more likely to work towards the success of the 
establishment. This finding adds to the writings of Balmer and Greyser (2006) 
who although recognise the importance of how employees feel about their 
organisation and examine the perceptions of the establishment itself, as positive 
culture and conceptualisations will enhance the productivity and progress of a 
company, they did not consider investigating employees’ opinions through the 
visual aspects of corporate identity. Barthes (1977) too considers the 
significance of objects and the supplementary messages, but not the associated 
meanings of commercial symbols or corporate logos. Van Riel and van den Ban 
(2001) were concerned with the consistency of corporate identity but not 
associated meanings of the visual aspects. Writing about education Foskett 
(1992) recognises the importance of the ‘institutional identity’ and its visual 
elements as he says that this has a ‘unifying effect’ and that staff value ‘the 
sense of belonging’, although he does not investigate it further.  
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7.2.3 The pride of the school’s employees to wear and display the 
school’s logo and be associated with the organisation (Research 
Question 2) 
The respondents were asked whether they were proud to be associated with 
the school by carrying or wearing items displaying the school crest, for example 
sports clothes adorned with a logo, a tie or an umbrella. This is the third 
component (Pride) of the IMP Test. Again a positive response, as three quarters 
of the employee respondents of the pilot survey (Chapter 3, section 3.8.4.11), 
two-thirds of both the major survey (Chapter 4, section 4.6.1) and the interview 
respondents (Chapter 6, section 6.6) say that they are proud to be associated 
with the corporate symbols of their organisation (see Figure 7.2).  
 
This confirms the writings about organisations of Ashforth and Mael (1989:22), 
Balmer (2008:883) and Dutton, Dukerich and Harquail (1994:242) who say that 
individuals want to be part of a group as it helps them define themselves and 
they can ‘be themselves’ in an environment that reflects their own values and 
aspirations (Dutton, Dukerich and Harquail 1994:244). Balmer (2008:884) says 
that identification with the brand refers to an affiliation and commitment to the 
corporation. This finding adds to the writers on education (Figure 2.6, Chapter 
2, section 2.8) where Baker and Balmer (1997) write about the badge wearing 
by the staff of the University of Strathclyde, although they do not thoroughly 
investigate the perceptions of the employees and Foskett (1992) realises the 
importance of ‘institutional identity’ but does not mention the visual aspects. 
 
The feeling of affiliation is also found to be very significant in this research as it 
is the most influential factor in the respondents’ opinion of the importance of 
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corporate symbols (Chapter 3, section 3.8.4.9, Chapter 5, section 5.5). This 
sense of ‘belonging’ writes Balmer (2008:886) is established by the corporate 
identity which acts as a coordinator; it gives a sense of common purpose and 
integrates the employees. Christensen and Askegaard (2001:298) also write 
that the symbol appeals to and unites the many different audiences of an 
organisation. Dutton, Dukerich and Harquail (1994:252) propose that the 
greater the visibility of an employee’s identification with the establishment, the 
more strongly they themselves identify with the organisation.  
 
Twenty-two of the major survey respondents who answered the question of why 
they felt pride in being associated with the school, endorsed their quantitative 
answers. Respondent 25 wrote,  
‘I have spent the greatest part of my working life in the schools. I 
continue to be proud to be associated with them’ 
 
Respondent 78, 
‘I’m proud to be associated with SES. I believe strongly in what we do at 
SES is good and of a high standard, and I believe that SES has a 
valuable standing in the community as a whole’ 
 
These responses confirm the strength of support and affiliation for the school. 
 
Two thirds of the interviewees (Chapter 6, section 6.6) also confirmed their 
pride in association with the school, interviewee M saying that ‘it’s an 
establishment to be proud of’ interviewee H said ‘I want to be seen to be part of 
the institution’ and interviewee C suggesting that branded clothing should be 
issued for school trips. Interviewee B was vehement in his pride of association 
and said emphatically that he was ‘very, very proud’ to wear branded sports 
items and that wearing these had prompted many favourable conversations with 
others who had recognised the crest. Interviewee M reported that on many of 
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the adventurous school trips abroad, a depiction of the ‘spede bird’ in some 
form had been left as a memento, for example painted on the wall of the school 
that they had repaired, again showing a pride in the logo.  
 
There were no significant results for much of the data to ascertain a profile of 
those who felt the most pride in sporting their visual corporate identity but it was 
confirmed in the major survey (Chapter 4, section 4.6.1.1) that the males feel 
more pride than the females in wearing or carrying items sporting the corporate 
logo. There were an equal number of male and female interviewees who 
expressed pride in displaying the schools’ logo, an increase in females which 
might be explained by an increase of branded produce suitable for females in 
the school shop (Chapter 6, section 6.6). 
 
 
Finding 5: Employees take pride in wearing and carrying items sporting 
the organisation’s corporate symbol; initially more by males but 
increasingly by females 
That males feel more pride than females in wearing or carrying items sporting 
the corporate logo (Chapter 4, section 4.6.1.1) does not quite tally with the 
quantitative data analysis; that females think that the visual corporate identity is 
more important than do their male colleagues (Chapter 4, sections 4.4.3.2 and 
4.5.4.2). Writings by Dionisio, Leal and Moutinho (2008) mention the ‘clone like’ 
behaviour of some sports supporters and the clothing that they wear to be ‘like 
others’ (2008:18). Dionisio, Leal and Moutinho (2008:21) write that the 
utilization of cult symbolism is inherent to some groups and that the products 
become social tools; they also write that sports clothing can be considered to be 
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the ‘realm of masculinity’ (Dionisio, Leal and Moutinho 2008:23) which could 
explain why the males are more proud to display the corporate symbol.  
 
Again many passionate answers were written to the question of why the 
employees were proud to be associated with the organisation by sporting the 
symbol (Chapter 4, section 4.6.1), with respondents expressing their strong 
(mainly positive) feelings about displaying their association with their employing 
organisation. Over half of the respondents were ‘happy’ or ‘pleased’ to be 
identified with the organisation and respondent 34 said, ‘I like people to know 
that this is where I work’. There were several who mentioned that the symbols 
linked them to the traditions of the establishment and promoted the importance 
of belonging. Respondent 2, a male wrote,  
‘SES plays a huge part in my life and I am/have always been very proud 
to be identified with it’ 
 
Respondent 37 wrote that ‘it is nice to feel that I am part of the organisation’. 
That the symbols engendered pride in the school was important to a number of 
respondents and the feeling of ‘belonging’ to an organisation was considered to 
be significant by many and this links strongly to the factor of affiliation that had a 
significant influence on how important employees considered the visual 
corporate identity to be. In the literature search, no writers on education were 
found who had investigated the wearing and sporting of school emblems by 
their employees. 
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Finding 6: Sporting the corporate symbol encourages the feeling of 
‘belonging’ to an organisation 
Employees, who are pleased to wear or display the organisation’s symbol, feel 
an ownership towards their organisation and the visual corporate symbol that 
represents it. The importance that they attribute to the sense of belonging is 
also of great significance. 
 
This confirms the writings on organisations of Christensen and Askegaard 
(2001:297) referring to Burke (1973) who writes that symbols have become an 
important signifier of ‘belongingness’. Christensen and Askegaard (2001:297) 
also write that the organisational symbols ‘often serve as important vehicles of 
identification, motivation and loyalty’. Stuart (2002:29) also agrees when she 
writes that employees, who identify with the visual corporate identity, by wearing 
or carrying it, create a competitive advantage. This view echoes Skeel 
(1992:57) who mentions the human need ‘to belong’ and says that the visual 
identity serves as a bond and encourages employees to feel as if they are all 
serving a common purpose, creating a feeling of camaraderie which can 
generate a positive thinking, conscientious workforce. The major survey 
respondents talked about ‘we’, ‘everyone’ and ‘all of us’ confirming the 
importance of ‘belonging’ to a community. Interviewee C said, ‘I like wearing my 
badge’ and interviewee G, wanting to associate more with the school said, ‘we 
are not given stuff with the symbol on, which is a shame’ (Chapter 6, section 
6.6). 
 
Others, such as questionnaire respondent 37, responded to the major survey in 
more detail such as, 
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‘I feel that by wearing clothing or carrying things with the crest on 
strengthens my identity and role within SES. It shows that I reflect the 
high standards we strive for and I am proud to be part of the community’ 
 
And, respondent 40, ‘It shows that you belong to the community of SES’ and 
respondent 55, ‘You feel you are part of a family’. 
 
This echoes He and Balmer’s (2007:768) opinion that the employee audience 
will identify with the visual corporate identity of their organisation, the visual 
communication cues that consist of graphic items such as logo, slogan and 
colour. Harding (2007) describes this commitment well as she writes that not 
only is she ‘in’ the organisation, the organisation is also ‘in’ her. Similarly two of 
the interviewees (C and J), when asked if they felt affiliation towards the symbol 
said, ‘I am part of it’, ‘It’s part of what I am’. Ind (1990:170) also recognises that 
a united visual corporate identity within an organisation gives a ‘sense of 
common purpose’ to the employees. Martin and Nicholls (1987) describe ‘a 
model of commitment’, which is what management aspire to in their employees, 
as based on three factors: A sense of belonging to the organisation, A sense of 
excitement in the job and confidence in the management.  
 
The feeling of ‘belonging’ is thus of influential importance but has rarely been 
linked to the wearing of the crest of a school by its employees. Hatch and 
Schultz (2002) recognise the importance of nurturing their employees and 
involving them, van Riel and Balmer (1997) that employees should identify with 
ideals of the organisation, Balmer and Greyser (2006) that how the employees 
feel about their organisation is important, and Olins (1995) that the visual 
aspects of corporate identity are a source of strength, but none of these writers 
appear to have considered the significance of the visual declaration of support 
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and allegiance by the employees who proudly choose to wear the sweat shirt or 
carry the umbrella emblazoned with the schools’ crest. Dutton, Dukerich and 
Harquail (1994) come closest when they recognise that the sporting of Rotarian 
lapel badges associates the wearer with the characteristic community service of 
the organisation. 
 
As discussed in the previous section, the factor of affiliation, which is linked to 
the emotions of pride, belonging and identification, was also found to be the 
most influential in the regression analysis. It follows that if employees feel more 
pride in, affiliation for and a sense of belonging towards their organisation, they 
are more supportive of the organisation’s symbol and by inference the 
organisation itself. Again this confirms the importance of the sense of pride and 
affiliation to the employees to the interests of the organisation, leading to 
positive employee perceptions and behaviour (Balmer and Greyser 2006:736). 
 
So it can be concluded from the results of the IMP Test applied to this case 
study that as the majority of employee respondents feel that their visual 
corporate symbols are important and, attach positive meanings to the logo and 
are proud to be associated with their organisation by sporting the logo; they 
identify with the establishment, have adopted the core values and 
organisational culture, so they are working together towards a common goal. 
These positive employees are likely to be loyal, motivated, conscientious and 
committed, and will work towards the success of the establishment. The school 
used for this case study research should have a strong competitive advantage 
as a result (Cornelissen, Haslam and Balmer 2007, Gotsi and Wilson 2001:102, 
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Gray and Balmer 1998:698, Harris and de Chernatony 2001:443, Mullins 
2002:556, Pugh and Hickson 1996:156, Schein 1980:15). 
 
 
7.3 THEORETICAL MODEL 
From the analysis and interpretation of the data, the theoretical model (Chapter 
2.10, Figure 2.7) was developed further as shown in Figure 7.3. As has already 
been surmised, employee perceptions of the visual corporate identity are 
representative of their perceptions of the organisation itself and can be either 
positive or negative (Henderson and Cote 1998:15, Olins 1995:73). The brand 
loyalty and brand ownership (or not) of the employees, a fundamental part of 
the establishment, can influence the day-to-day running of the company. 
Management should be aware of this strength of feeling in the employees and 
of the importance of being cognisant of their perceptions of the visual corporate 
identity. 
 
 
 
 
 
 
 
 
 
 
 

383 
 
positive or negative as discovered from the quantitative data in this research, 
and represented by the next column of boxes. 
 
 If employees think that the visual corporate identity is important, associate 
positive meanings with the logo (and by implication the organisation) and show 
pride in associating with the organisation, their behaviour towards the 
organisation will be positively affected (Balmer and Greyser 2006). If the 
employees consider the visual corporate identity unimportant, have negative 
associations with it (and by implication the organisation), are ashamed to be 
associated with the organisation this indicates that their behaviour towards the 
organisation will be negatively affected (Balmer and Greyser 2006).  
 
The findings from the case study of Stamford Endowed Schools are illustrated 
to the right hand side of the vertical dashed line. The results are all positive. The 
employees considered the visual corporate identity to be important. 77% 
thought that the corporate colours are important and 84% that the corporate 
symbols are important. The employees associate positive meanings with the 
logo; the most significant of these are identifiable, proud, trustworthy and 
strong. 66% of the employees were proud to sport the school’s logo which 
associated them with the school.  
 
After a factor analysis had been carried out on the data of meanings associated 
with the logo, five positive factors emerged of: strength, affiliation, style 
compassion and lucky. A regression analysis was carried out on the factors 
which revealed that those employees who felt most affiliation to the logo also 
attached most importance to the visual corporate identity (including the logo). 
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After a rebranding, including a redesigned logo, and a marketing campaign at 
the school, qualitative data from interviews was gathered and revealed that the 
employees felt affiliation to the school’s visual corporate identity and thought 
that it was strong (the bottom right hand  box). This is a change in the opinions 
of the employees, particularly those of management who had originally not 
considered the visual corporate identity to be important, yet after the rebranding 
did so. It could be suggested that as the logo has altered slightly, the meanings 
the employees associate with it have changed too. 
 
Management can use this model and IMP test research methodology to enable 
them to ascertain and manage employee perceptions of both the visual 
corporate identity and, by association, their organisation (Henderson and Cote 
1998:15, Olins 1995:73). If perceptions of the importance and meanings 
associated with the visual corporate identity are found to be negative, and 
employees have no pride in sporting the logo and a factor analysis on the 
meanings produces negative factors; the employees would appear to have 
negative perceptions of their visual corporate identity and also of their 
organisation. Analysis of interviews may also reveal employees with a less than 
positive outlook of their visual corporate identity. If this negativity is discovered, 
it should be redressed, by an internal marketing campaign or by rebranding, to 
encourage positive perceptions of the visual corporate identity and employee 
affiliation to the company. The campaign should result in more positive 
employee behaviour towards the organisation, of benefit to any establishment. 
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7.4 LIMITATIONS OF THE RESEARCH 
Although this case study has identified the importance of discovering the 
perceptions of the schools’ employees of their visual corporate identity, it has 
only focussed on one establishment, which may not be representative of all 
schools, suggesting that further research to extend this investigation would be 
beneficial. Questionnaires were given to and completed by two other schools 
but the respondent numbers were so small (nine from one and ten from the 
other) that the quantitative analysis would not have generated any results of 
significance. The sample size that the case study is based upon is itself quite 
small (104) but nevertheless when needed, the data fulfilled the criteria 
required, for example, in the factor analysis and the regression analysis. So 
although some of the conclusions are significant and emphatic for this 
organisation, investigating other establishments using the same method would 
produce more data that either confirms or refutes these findings and produce 
different results and conclusions. 
 
That this research was taking place may well have raised the school’s 
employee’s awareness of their visual corporate identity or even changed their 
perceptions of it which can itself be considered a limitation. 
 
Another slight drawback was that when the factor analysis was carried out upon 
the results from the semantic differentials to ascertain the meanings that the 
respondents associated with the visual corporate identity symbol of the 
organisation, the variables all grouped themselves neatly into factors, except for 
the variable of ‘lucky’ which did not share a common variance with any other 
variable. Nevertheless ‘lucky’ had a weighting of 0.846, so was larger than the 
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required weighting of 0.5. If the variable was removed, it produced a confused 
matrix with much cross-loading. The ‘lucky’ variable although distinctive, 
obviously had much influence on the other factors so was retained. This is 
therefore a dependent variable and is known as the endogenous variable (Land 
and Deane 1992).  
 
 
7.5 FUTURE RESEARCH 
There are multiple opportunities for further research. Using this methodology 
and IMP Test approach, other organisations both in education and in industry, 
could easily be investigated in the same way particularly as there has been little 
investigation into education and internal marketing. For example, investigating 
the Thomas Deacon Academy (See Chapter 2, section 2.7) would be 
particularly interesting as this is newly established and so is a great contrast to 
the traditional and long-established school used for this research. 
 
Ascertaining employees’ perception of their visual corporate symbols; how 
important they consider them, the meanings they link with them and the pride 
(or not) that they associate with them, is a method (the IMP test) of ascertaining 
their perceptions of the organisation itself (Henderson and Cote 1998:15, Olins 
1995:73) providing an important tool for management to, if necessary, improve 
employee perceptions, brand loyalty and possibly performance. The positive, or 
negative, meanings employees associate with their corporate logo is also a 
clear indication of their perception of their organisation.  If a factor and a 
regression analysis were to be carried out on the data from another school or 
other organisation, different groupings may occur and a different factor may 
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have a significant influence on employee attitude towards the importance of 
visual corporate identity, rather than that of affiliation. If findings from the 
research are negative, changes would be needed such as an internal marketing 
campaign, to generate more positive employee behaviour. That the discovered 
employee perceptions of their organisation’s visual corporate identity acts as an 
indication of employee perception of the organisation itself is an important factor 
of this investigation and is backed up by other’s research (Henderson and Cote 
1998:15, Olins 1995:73).  
 
Future research could also measure employee perception of the visual 
corporate identity to see if this is linked to organisational performance. As 
Podnar, Golob and Jancic (2011:1400) write, that despite awareness of the 
importance of the bond between individuals and their work, ‘we still lack a full 
understanding of this construct’. 
 
 
7.6 CONCLUSION 
For this case study of a school’s employees’ perceptions of their visual 
corporate identity there are six main findings, of these, findings one, two, five 
and six confirm the writings of others but findings three and four are new 
contributions to knowledge for this case study but more importantly the new IMP 
Test has been devised to measure employee perceptions of their visual 
corporate identity and by association their organisation. 
 
In answer to Research Question 1: How important are the visual elements of an 
organisation’s corporate identity to its employees?  
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The following was discovered: 
? Finding 1: Senior managers in the school are attaching increasing 
importance to the corporate symbols 
This reflects the writings of Brown, Dacin, Pratt and Whetten (2006:105), Harris 
and de Chernatony (2001:446) and Melewar, Saunders and Balmer (2001:418), 
that managers in organisations are becoming more aware of visual corporate 
identity, yet in the education sector, Oplatka and Hemsley-Brown (2004:381) 
write that marketing (of which the visual corporate identity is a component) has 
been viewed negatively and considered to be morally and ethically wrong 
(Grace 1995). However recent publications indicate that managers in 
independent schools are now accepting the practice of marketing (including the 
importance of visual corporate identity), particularly externally as they recognise 
that they need it to survive in the competitive environment (Green 2005:24, 
Richardson, Gillingham and Pettingale 2010:13, Speirs 2007). 
 
In answer to Research Question 2: Are the employees keen to be associated 
with their place of work by wearing or carrying an item with the organisation’s 
symbol upon it?  
The following was discovered: 
? Finding 5: Employees take pride in wearing and carrying items sporting the 
organisation’s corporate symbol, initially more by males but increasingly by 
females 
? Finding 6: Sporting the corporate symbol encourages the feeling of 
‘belonging’ to an organisation. 
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Feeling pride in sporting the corporate logo confirms the findings of Dutton, 
Dukerich and Harquail (1994:22) about organisations and the Rotary badge 
wearers, and as Lewison (2001:184) says sporting the logo makes one’s 
affiliations ‘concrete and public’. Also Dionisio, Leal and Moutinho (2008) in their 
studies of the wearers of sports clothes, which they say comprises mainly of 
males. That an increasing number of females are also wearing the school’s logo 
is an area for further research. 
 
The explanation given that sporting the schools’ logo encourages the feeling of 
belonging is recognised by many writers on organisations; Balmer 2008:884, 
Melewar and Karaosmanoglu 2003:853, Van den Bosch, Elving and de Jong 
2006:871, Balmer 2008:884, Melewar and Karaosmanoglu 2003:853, Van den 
Bosch, Elving and de Jong 2006:871. He and Balmer (2007:768) say that an 
employee audience will identify with the visual corporate identity of their 
organisation, Skeel (1992:57) mentions the human need ‘to belong’ and 
Christensen and Askegaard (2001:297) recognise that logos have become an 
important indication of ‘belongingness’. Stuart (2002:29) goes further when she 
writes that employees, who identify with the visual corporate identity, by wearing 
or carrying it, create a competitive advantage. The discovered importance of 
‘belonging’ adds to Balmer’s theories of the ‘Actual’ identity and emphasises 
that employee identification with their organisation is particularly important. This 
feeling of ‘belonging’ is closely akin to the factor of ‘affiliation’ the significant 
factor in deciding the importance of the visual corporate identity and is 
consequently of great significance to the schools’ employees and how they feel 
about their school. No other studies have been found that investigate 
employees in education and their propensity to sport their school crest. 
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In answer to Research Question 3: What meanings do the visual symbols of 
their organisation engender in the employees? 
? Finding 2: As length of service increases, the respondent employees became 
more concerned about the style and appearance of their corporate symbol. 
This links closely to finding 1, (that management are attaching increasing 
importance to the corporate symbols) as management is usually achieved after 
long service, so many of the writings of the same authors apply to this finding. 
As Dutton, Dukerich and Harquail (1994:247) and Mael and Ashforth (1992) 
write, the longer the tenure, the more important the visual symbols become to 
the individual. This is also confirmed by Punjaisri and Wilson (2011:1530) who 
write that the ‘longer an employee has been with an organisation, the greater 
the impact internal branding has upon them’.  
 
? Finding 3: The meanings that the visual symbols engender most in the 
employees in the research are ‘identifiable’, ‘proud’, ‘trustworthy’ and ‘strong’ 
This finding echoes the writing of Henderson and Cote (1998:15) who suggest 
that a successful logo ‘evokes a positive effect’ and bears some similarity to the 
writing of Albert and Whetten (1985) that organisational identity should be 
distinctive, (which is similar to identifiable), enduring, (similar to trustworthy) and 
central and also to the theory of Martin and Nicholls’ (1987) ‘model of 
commitment’ based upon the sense of belonging (identifiable), a sense of 
excitement (proud and strong) and confidence in management (trustworthy). 
The two descriptors of strong and proud applied to the visual corporate identity 
are additional adjectives, not used by Albert and Whetton. However many 
writers (Aaker 2002, Balmer 2009:545, Balmer 2001, Bromley 2001, 
Christensen and Askegaard  2001:293, Melewar and Karaosmanoglu 2003:846, 
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Vallaster and de Chernatony 2004:767 and Melewar and Karasaomanoglu 
2006:846) refer to the advantages of corporate identity or a ‘brand’ being strong 
and recognise this as an advantage but this has been rarely linked to the 
employees’ perceptions.  As Hatch and Schultz 2003 advocate if employees 
associate positive meanings with the visual corporate identity symbol, the logo, 
this positive perception is of great benefit to the organisation. 
 
Identifying the logo as ‘proud’ is a new suggestion; employees have been 
known to feel pride in their organisations, their products or even their cities 
(Trueman and Klemm and Giroud 2004) but not what has been discovered 
here, employees suggesting that the logo itself is proud.  
 
? Finding 4: The respondents who feel most affiliation towards the corporate 
symbols of the organisation also attach most importance to them. 
The importance of employees feeling affiliation for and wanting to feel part of 
and belong to their organisation has been recognised by many writers (Balmer 
2008:892, Balmer and Greyser 2006, Christensen and Askegaard 2001:298, De 
Chernatony and Harris 2000:270, Dionisio, Leam and Moutinho 2008:24, 
Dutton, Dukerich and Harquail 1994:252,  Gorb 1992:311, Green and Loveluck 
1992, Jung 1963, Lewison 2001:184, Melewar and Karaosmanoglu 2003:853, 
Stuart 2002:42, Vallaster and de Chernatony 2004:776 and Van den Bosch, 
Elving and de Jong 2006:871) and it is said that affiliation to the visual symbol 
of the corporate identity, once established, encourages stability, coordination 
and integration – a feeling of belonging, a link with the group; all positive 
aspirations for any institution, that give a ‘sense of common purpose’ to the 
employees (Ind 1990:170). Specifically in education the importance of affiliation 
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to the institution has been acknowledged by Balmer, Liao and Wang 2010, 
Chapleo 2010 and Honingh and Oort 2009. However, the significant association 
between the employees’ feeling of affiliation to the organisation and the 
importance with which they regard the visual corporate identity has not, as far 
as has been investigated, previously been revealed. 
 
Employee perception of the visual corporate identity has not been much 
investigated in the past, particularly in education, so this research goes some 
way to redress this knowledge gap and introduces the useful IMP Test to 
investigate this. The visual corporate identity of the school symbolises the 
organisation itself. If, from the results of the IMP Test, employees consider the 
visual corporate identity to be important, their meanings and perceptions of the 
company logo are positive and they have pride in associating with the logo, this 
indicates that their perceptions of the organisation are also favourable 
(Henderson and Cote 1998:15, Olins 1995:73) and their behaviour positive 
(Balmer and Greyser 2006:736). The meanings that the schools’ employees 
most associate with the visual corporate identity are ‘identifiable’, ‘proud’ and 
‘trustworthy’ from the quantitative data and ‘strength’ and ‘affiliation’ from the 
qualitative data. The employee respondents of the school represent a positive 
workforce which has taken brand ownership of the establishment. From the 
research it has been discovered that those employees who feel most affiliation 
towards their company symbol, and thus to the organisation itself, attach the 
most importance to the visual corporate symbols. The emotion of affiliation is 
certainly of great importance to the employees who also consider their visual 
corporate symbol to have strength. The significance of ‘belonging’ to the 
organisation is the main reason given for the importance of the visual corporate 
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identity and also for sporting the logo on clothing and accessories. The fervour 
with which some of the questionnaires were answered reveals the passion that 
individual employees feel about their corporate symbol and the organisation that 
it represents 
 
The responses from this research indicate a loyal workforce at the Stamford 
Endowed Schools holding positive perceptions of the organisation, vital for a 
successful enterprise. If conversely, the employees’ perceptions of a logo and 
visual corporate identity were found to be negative, this would point towards a 
discontented and alienated workforce. It follows that if management wish to get 
the most from their employees they should take care with the internal marketing 
of their visual corporate identity, taking into account its effect on their 
employees. Management should measure employee perceptions of their visual 
corporate identity, using the IMP test, to ascertain if their staff have positive 
associations with the organisation and have adopted the values of the 
organisation itself. If the results are negative then matters should be redressed 
to encourage positive employee perceptions and behaviour, creating a 
competitive advantage for the organisation. This can be achieved by increasing 
employee awareness of the visual corporate identity through an internal 
marketing campaign to encourage internal support and brand loyalty or in 
extreme cases, rebranding. 
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10. Are the corporate colours of the Stamford Endowed Schools important to you? 
Very important          Important            Fairly important  Not very important          Not at all important   Don't know  
 
11. Why?……………………………………………………………………………………………………………………………………………… 
 
12.Please indicate which of the images you consider to be the strongest visual representation of the Stamford Endowed Schools by 
ticking the boxes and putting them into rank order from strongest to weakest.  
 Strongest Strong Fairly 
Strong 
Medium Fairly 
Weak 
Weak Weakest 
 
       
         
 
       
        
 
       
        
 
       
        
 
       
        
 
       
        
The Stamford Endowed Schools        
 
12. Is there another image that you feel represents the Stamford Endowed Schools better than those shown here?  
 
No  Yes    Please describe…………………………………………………………………………………………. 
 
13. Are the corporate symbols of the Stamford Endowed Schools important to you? 
 
Very important          Important            Fairly important         Not very important          Not at all important          Don't know  
 
14. Why?……………………………………………………………………………………………………………………………………………… 
 
15. Are you proud to carry/wear visual symbols that associate you with SES? e.g. Sports bag, umbrella, tie … 
 
Yes, very proud          Yes            A little         Not very         Not at all         I never do     Don't know  
 
16 Any other comments about your feelings and opinions of SES's visual corporate identity ……………….…………………………….. 
 
………………………………………………………………………………………………………………….……………………………………... 
Thank you very much for completing the questionnaire 
Appendix I  The Pilot Questionnaire contd 
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13. Are the corporate symbols of Stamford Endowed Schools important to you? 
Very important         Important           Fairly important        Not very important          Not at all important          Don't know  
 
14. Why?……………………………………………………………………………………………………………………………………………… 
 
………………………………………………………………………………………………………………………………………………………… 
15. In relation to the image that you have chosen to be the strongest representation of Stamford Endowed Schools, please can you 
rate the image against the following criteria, putting a mark on the position of the scale which best represents your perception of the 
image. 
1 Trustworthy        Untrustworthy 
          
2 Foolish        Wise 
          
3 Advanced        Basic 
          
4 Identifiable        Unidentifiable  
          
5 Malevolent        Benevolent 
          
6 Powerful        Weak 
          
7 Warm        Cold 
          
8 Unconventional        Traditional  
          
9 Autocratic         Democratic  
          
10 Secure        Insecure 
          
11 Cowardly        Brave 
          
12 Well presented        Untidy 
          
13 Strange        Normal 
          
14 Active        Passive 
          
15 Ashamed        Proud 
          
16 Enlightened        Confused 
          
17 Unlucky        Lucky 
          
18 Successful        Unsuccessful 
          
19 Loyal        Disloyal 
          
20 Unrepresentative        Symbolic 
 
16a. Are you proud to carry/wear visual symbols that associate you with Stamford Endowed Schools? e.g. Sports clothes, tie … 
 
 Yes, very proud        No, ashamed 
 
  I never do     Don't know  
 
16b. Please explain why or why not ……………………………………………………………………………………………………………… 
 
……………….………………………………………………………………………………………………………………………………………... 
 
17.  Do you have any other comments about your feelings and opinions of Stamford Endowed School’s visual corporate identity?  
 
……………….………………………………………………………………………………………………………………………………………... 
 
………………………………………………………………………………………………………………….……………………………………... 
 
18. If required, would you be willing to participate in a short, informal interview to answer a few questions about your school’s visual 
identity?  
Yes    (please give name and contact details)………………………………………………............................... 
No              
Thank you very much for completing the questionnaire 
Appendix II  The major survey questionnaire 
Appendix III Interview transcripts 
 
Interview A  Interviewee A    Interviewer I 
 
Profile:    F 30-39  MFL and Music  Part-time Permanent 
Contr   1-5 years 
 
I: Thinking about the Stamford Endowed Schools Corporate Identity, which 
colour or combination of colours do you think is the strongest representation of 
the Stamford Endowed Schools? 
 
A: Maroon and the blue that the boys have on their spede bird blazers which is 
a sort of a turquoisy but not quite, a cross between a turquoise and a sky blue 
 
I:  Right – yes that is towards the boys’ side, so thinking about the whole of 
SES? 
 
A: That’s still my overall impression. 
 
I: Are the corporate colours important to you or not important? 
 
A: Not very important because I don’t have very much exposure to them. 
 
I: Fair enough. When you say that you don’t have very much exposure to them, 
can you enlarge on that… 
 
A:  The corporate colours seem to be mostly in branding, obviously the boys 
have, I think that it is the boarders have spede bird things on their jackets. It’s 
mainly for the sports teams and the sports staff I think, and as a day to day 
teacher, I don’t think that you have that much colour or branded colour brought 
into your usual environment. 
 
I shows F the SES corporate symbol 
 
I: So this is the corporate symbol of the Stamford Endowed Schools, do you 
think that it represents SES strongly or weakly? 
 
A: Well it’s an iconic symbol in that it has been there for a very long time and 
obviously it’s been changed recently which caused a huge amount of 
controversy so there must be some quite strong feelings about it as a symbol 
(laughing). I certainly feel that the students both at the boys’ and the girls’ 
school, (I can’t speak for the junior school) but the students all identify very 
strongly with the spede bird and they take it very much to heart, so I think it is 
quite important. 
 
I: What about other staff? 
 
A:  I like it, I think that it is a nice logo, it’s popular, I haven’t heard staff, other 
than those who were up in arms about the change of logo, really speaking very 
much and that was a minority. 
 
I: So is it important to you personally? 
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A: Personally, probably not but I don’t identify myself with the organisation 
maybe as much as a student would. 
 
I: That’s fine. Which do you think is the most important; the corporate symbol or 
the corporate colours? 
3m 
A: Well, the symbol I remember more easily than the colours because I couldn’t 
really think of the colours. I don’t know what other colours are involved. So the 
symbol must be more important and the symbol is found on buildings and things 
and unless you start doing jazzy things with buildings and painting them 
colours, I think that the symbol is much, much easier to use than a variety of 
colours are. And the outline of the symbol by itself, just in silhouette would be 
instantly recognisable which would be very important and would be far better 
branding necessarily than colour, so in black and white it works as well 
 
I: Do you feel that the corporate symbol has strength? 
 
A: As I said, it is a very clear symbol, it is very obvious what it is and those who 
know the school recognise the symbol instantly so in that respect, it is a very 
strong symbol, yes. 
 
I: Do you feel affiliation towards the symbol? 
4m 
A: Not hugely, but perhaps that comes with time of working at the school and 
becoming more involved. 
 
I: Do think that it is stylish? Do think it has style? 
 
A: I like the symbol, I quite like the bird and the Latin motto underneath, so I 
think it makes it quite an attractive symbol. It means something, it has its roots 
in the school. 
 
I: Two more of these types of questions. Do you think that it is compassionate 
or has the symbol compassion? Do you think that it represents compassion? 
 
A: (Looks puzzled) I am not sure how a symbol can be compassionate, that’s a 
very strange idea to have on a symbol. It’s certainly a very strong symbol, it’s 
not a ‘touchy feely’ symbol  it gives off…, the bird is showing its feathers, it’s a 
show of force symbol more than a gentle ‘bringing people in’ symbol, if that 
makes sense. 
 
I: Do you think it is lucky? 
5m Track 7 
A: (Pause) Again I don’t have any strong feelings for the symbol for the school, 
so I am not sure that I would call it lucky but again, I think that the students 
might say differently 
 
I: Do you wear or carry the visual symbols that associate you with SES and if so 
would you be proud to do so? 
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A: (Laughing slightly apologetically) I never carry anything. I don’t wear my id 
badge, it is the only thing that I have with any school symbols on it and that’s 
mainly because it’s not comfortable to carry it and it’s not designed for women. 
 
I:  But what about the association with that organisation because of the symbol, 
is that what you object to or just because the badge is uncomforatable… 
1m 
A: It’s just not comfortable to wear. I’m happy to wear it around school but I 
wouldn’t necessarily want to shout from the rooftops my involvement with the 
school externally. I certainly wouldn’t put a car sticker in my car or put posters 
up in my window, advertising the school, no. 
 
I: Thanks for that. So do you have any other feeling or opinions about the visual 
corporate identity? 
Track 8 
A: (pause) Don’t think so, no. I like the simplicity, the way they’ve toned it down 
from before, I prefer it and I think that you need to move forward but other than 
that, I don’t have any other feelings about it. 
 
I: Excellent, that’s it. Thank you very much. 
 
 
After the recording had stopped A said that she would not want to be seen to be 
associated with a public school in the village where she lived, as the people 
would wonder why she was not working at a state school. 
 
 
 
Interview B  Interviewee B   Interviewer I 
 
M 30-39 SS Geography and boarding Teaching staff and HoD F-T
 11-20yrs 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
 
B: Maroon and white. 
 
I: Are the corporate colours important to you or not important? 
 
B: Yes they’re important. Yes. 
 
I: Can you explain why? 
 
B: I suppose it’s the branding isn’t it. It’s the identity when you see those colours 
together it makes you think of Stamford Endowed Schools. I think it’s quite 
important. 
 
I: Looking at the corporate image (shows image), do you think that this 
represents the Stamford Endowed Schools strongly or weakly? 
 
B: Yes, strongly. Yes (emphatically). 
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I: Again, can you explain why? 
 
B: When I first came to the school we had this kind of very traditional, old-
fashioned, very full kind of boarding type of image. I seem to remember that on 
the headed paper then. That image seems to say to me that we still have the 
tradition of the Spede Bird and the logo but it is more modern and more 
contemporary.          
          
 Track 11 
It looks like we’re not just this fuddy-duddy old fashioned school but we’re 
progressively thinking and moving ahead but keeping the traditions as well 
which I think is important. 
 
I: So, it’s important to you, or not? 
 
B: Yes, it’s important. Yes, it is the heritage and where you are coming from as 
a school but you are forward thinking and looking towards the future, I think that 
that is important way to be looking. 
 
I: Which do you think is the most important, the corporate colours or the 
corporate symbols? 
 
B: I think the symbol for us because the stork is embedded in our history. That’s 
where the school came from, but I think that the colours are important to a 
lesser degree, but it is the image that is the most important thing. 
 
I: Do you think that the corporate symbol has strength? 
 
B: Yes, because I am very passionate about the school and I have my rugby 
team and I say to them look at you, you’ve got the Spede bird on your shirt, 
blah, blah, blah. So Yes  I think that it is a strong image. 
 
I: Do you feel affiliation towards the symbol? 
 
B: Yes definitely, yes and the boys do as well, from the sporting side of things I 
would say that they do, yes. 
 
I: Do you think that it has got style?      Tr 112m20 
 
B: Yes, I think that it is kind of unique isn’t it, I don’t suppose that many schools. 
I have been to various sporting things and I have not seen a logo like that, it’s 
maybe a crest, or a shield or a coat of arms, something like that so it is quite 
unique. 
 
I: Do you think that the symbol has compassion?    
 Track 12 
 
B: Less so I would say, it’s not a lion or a griffin or something like that that would 
be viewed as being an aggressive logo, a stork is a kind of classic creature, I 
suppose. I suppose it could have some compassion.  I had not thought of it until 
you mentioned it. 
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I: Is it lucky? 
 
B: It’s been ok for me (laughing)! The colour red and Chinese symbolism, that’s 
maybe a lucky colour isn’t it, that’s what they say, so that’s maybe why that 
encourages overseas boarders. 
 
I: Are you proud to carry and wear the visual symbols that associate you with 
Stamford Endowed Schools? 
 
B: Yes, I’m quite sad (apologetically), I have lots of kind of sports tour things. I 
am very, very proud. And when you go anywhere and you’re wearing it, I have 
been all round the country on family holidays and people stop you and say, ‘I 
am at Stamford School, I recognise that’ or ‘I had a friend who went to Stamford 
School, what a great place, he talks very fondly of it’. So yes, very proud 
definitely. 
 
I: Any other feelings or opinions about the visual corporate identity? 
 
B: I think that it is very much improved in recent years, it has really moved on a 
long way and we have that uniform style now across the Endowed Schools, I 
think that that is very important. It shows that the Junior School and the High 
School and Stamford School are all part of the same parent organisation. I think 
that that is very important.  
 
I: Thank you very much, that concludes the questions. 
 
 
Interview C, D and E Interviewees C, D and E  Interviewer I 
  
All: F  SHS F-T Practical subjects Teaching Staff 
 
Interviewee C  50-59 Art 6-10 years 
Interviewee D   40-49 Art 6-10 years 
Interviewee E   40-49 DT 1-5 years 
 
 
I: Which colour or combination of colours to you consider to be the strongest 
representation of Stamford Endowed Schools? 
 
C: Burgundy 
 
D: Navy and red. I think burgundy as in the corporate thing but I always think of 
navy as in the uniform terms. 
 
E: I think of it as both, as navy and the sort of burgundy red 
 
C: No, just burgundy. 
 
I: Are the corporate colours important to you? 
 
Pause – while thinking 
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D: I think in the terms think that they are quite classic; I think that if they 
suddenly changed them to lime green or something then I would be quite upset 
because I wouldn’t think that that would be appropriate for our school. But I 
don’t know whether in general on a day to day basis think about it. 
 
E: No I don’t necessarily notice it but it quite nice when there are fixtures and 
people come together to actually have that in evidence. I think that it just gives 
you a sense of belonging to a bigger …. 
 
D: Between the schools as well when you move across and see it at the 
different sites. 
 
C: I think the colours for me are very traditional, which means  they speak of 
traditional, solid, educational, establishment. That’s what I get from it anyway 
and I’m working for that establishment. 
 
D: But if they suddenly went for some colour that didn’t suit that sort of 
establishment. 
 
E: Orange and lime! (laughter) Not a good move. 
 
D: Yes, that wouldn’t work 
 
I: Do you think that the logo represents Stamford Endowed Schools strongly or 
weakly?  
Track 14 1m58s 
E: Well it has a historical connection, so unless you work for the organisation or 
have some knowledge, prior knowledge of the school, you don’t necessarily 
know what the Spede bird stands for. It’s in evidence everywhere pretty much 
as a logo. 
 
D: Far more so than it used to be. It’s on bins and everything. It didn’t used to 
be and all the sort of things as you go in and out of the school. It didn’t used to 
be like that either. 
 
I: So do you think that it is a strong representation or a weak representation? 
 
E: I think it is a strong representation. 
 
D: I think everybody identifies it with the schools, I’m not sure that people know 
what it means. 
 
C: But it’s an image, like a Macdonalds’ image, that you see everywhere, on the 
bus and…. 
 
D: Yes, I think that people instantly know it’s our school but they don’t know 
what sort of bird it is. 
 
C: I don’t think that that matters, I think it is the image isn’t it (murmurs of 
agreement) 
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I: So is it important the image, the corporate symbol? 
 
C: I think that it is now, now that everyone has established that the bird is the 
image, ‘Christ me Spede’ 
 
E: It’s important in terms of publicity I suppose but also… 
 
I: What about to you personally? 
 
E: To me personally, in the same way as the colours are, I just associate them 
with the organisation and I don’t have any strong emotional connection with it, 
it’s more to do with recognising that it is part of an institution that I am working 
within. 
 
C: And I’d be sad if they changed it to be honest, because I think it has become 
part of the school, become a part of the organisation that I work for, you know, it 
is on the badge (looks down at house badge on jacket lapel) 
 
I: What is more important: the corporate colours or the corporate symbols? 
 
C: (puzzled) oh dear 
 
D: That’s a difficult one isn’t it 
 
E; It depends upon what product and in what context because if it’s clothing you 
can’t, I think it’s more effective to have the navy and the burgundy or the red as 
well as the logo. If you just had the logo on its own without the colours I don’t 
think it would work so well. There are some things obviously where the colours 
can’t be used in quite the same bold way; on letterheads, there is just a bit of 
colour and the logo is more important in that context. 
 
I: Do you affiliation towards the corporate symbol? 
 
Pause 
 
C: That’s a difficult one (laughing) 
Track 15 
D: I think that if you see it on things around the town, you kind of think oh, you 
know that’s part of the school. The buildings near the boys’ school for instance; 
I didn’t know that half of them belonged to the school until you see the colours 
on the doors and you see the logo don’t you and you realise that quite a lot of 
the buildings round there….. 
 
C: And you can say that that is who you work for, and the symbols are part of 
what I am. I am part of this… 
 
E: And if you see it outside of Stamford, there is an immediate cohesion isn’t 
there. It’s part of an extended family… 
 
D: That’s true 
 
C: It’s actually more so, outside the town. 
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I: Do you think it’s got style, the corporate symbol? 
 
D: I think it definitely looks more modern 
 
E: It’s better than it was, it’s tighter, it looked very bitty and sort of tired and 
nobody had really used that brush stroke approach, broad brush approach to 
the whole, pulling it together as an identity. So I think it works much better in 
that way. 
 
D: But I am glad that they kept it, that they didn’t just throw it all out and start 
again. 
 
E: No, I think that it would have been wrong to get rid of it 
 
D: I’m glad that they just modernised what they’d got  
 
E: They recognised that it was really linked with the school in a historical sense 
and needed to sort of…. 
 
C: It’s quite important to keep it. 
 
I: Do you think the corporate symbol has compassion, or it’s compassionate? 
 
C: Gosh! 
 
E: Mmmm 
 
D: I think if you went to the school and you saw that around you would make 
that sort of, it would have that strong feeling for you wouldn’t it. I don’t think that 
an outsider looking at it would feel compassionate about it. 
 
E: It’s heraldic isn’t it, bringing people together 
 
Murmurs of agreement 
 
E: And I suppose if you then associate that with the ethos of the school, which 
is fundamentally a Christian ethos, then I suppose in that sense it becomes a 
compassionate…. 
 
D: And the wings are quite symbolic aren’t they, it’s all sort of encompassing 
 
E: They’ve got a slightly sort of arm, big hug type thing 
 
(Laughter) 
 
I: Are you proud to wear or carry visual symbols that associate you with the 
Stamford Endowed Schools? 
 
(Murmurs of agreement from D and C) 
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C: Yes I think I am, I quite like wearing my badge – that badge I mean (Looking 
at House badge) 
 
D: I am absolutely hopeless at wearing my badges but I certainly wouldn’t, no 
I’d feel proud to wear things with it on, I wouldn’t want to hide it. 
 
C: You see, I wouldn’t mind having a sweater or something with it on. I wouldn’t 
mind at all but you know if I didn’t have to buy it. They said to me, you’ve from 
now on got to have a little thing with this on…. 
 
E: If the staff had a school uniform… 
 
C: Not exactly a school uniform but if there were bits and pieces that… 
 
E: Navy and burgundy you mean 
E: Wouldn’t go with my skin tones! 
 
D: I think that we should have a beret (laughing) 
 
C: Oh no! 
 
C: If there was, I don’t know, like the girls have sportswear and they have the 
symbol don’t they, I wouldn’t mind wearing one of those. Not all the time… 
 
D: I think at some schools that the teachers wear blazers don’t they with the 
logo on. 
 
C: Yes, I agree, it shouldn’t be a uniform for the teachers. I’m not saying that but 
I like it enough that I wouldn’t mind wearing something with it on 
 
I: So is the corporate symbol lucky? 
 
E: Does it buy you power and influence? (Laughing) 
 
D: I don’t know about lucky… 
 
E: I quite like it if I’m in town and I go in a shop and I might have my badge on 
or I say I’m from the school, instantly there is a feeling that you’re kind of part of 
the status quo in a way 
 
D: I’m not sure that it counts as lucky 
 
C: I’m not that that does work out as luck, I’m not sure that sometimes if you go 
in with the name on it  I think no, I don’t want them to know that I am working 
there because somehow…. The image of the school might to some people 
might seem as a bit snobby I’m afraid. And when I go to pay for my petrol and 
there is some young girl on the thing, I think no I don’t want her to know… 
 
E: Because she went to Queen Eleanor…. 
 
C: But at other times, if I was in a meeting or something and I was representing 
the school or just happened to be there, I wouldn’t mind, it depends on the… 
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E: I second that definitely 
 
C: The lucky bit – no not really 
 
I: Do you have any other feelings at all about the visual corporate identity of the 
schools? 
 
D: I think just that it is a lot stronger than when I first worked here. I think it’s 
much more obvious where the school is in the town than it used to be and I 
think the impact, certainly at this school as you come into it, with the signage 
and things is a lot, lot stronger than it used to be. 
 
Murmurs of agreement 
 
C: Much stronger. And you see, even the school mini buses going past, people 
see them all the time. It is much stronger and also because it is the bird that’s 
been smartened up and it doesn’t look so tatty round the bottom where it sitting 
and so on, it’s quite a strong image. Really much better than it used to be. 
 
E: And things like the PE staff, their new uniform and what the girls are wearing 
for PE. It’s a very strong identity 
 
C: It’s great isn’t it. Which is why I am saying I wouldn’t mind wearing bits but 
not the whole thing. It looks good on the PE staff, it does really work doesn’t, 
with the various hoodies that people have; for instance, or we go on trips… 
 
C: Actually that’s another thing, when we go on trips and you’ve got your logo, I 
feel quite proud then, put that down for the proud bit. Because you are out there 
representing the school in another country perhaps. Or even on trips when the 
girls go, obviously they’ve got the logo and everything on and carry it around 
with them but often people say, oh, what a lovely school this 
 
D: Yes, they do, they make an effort to come across 
 
C: And they do look quite smart compared to others, the whole identity, they do 
look good, even though we sometimes think that they are a bit messy 
 
I: Thank you very much. 
 
 
 
Interview F  Interviewee F   Interviewer I 
 
F 30-39 SS MFL Teaching staff  F-T 6-10yrs 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
 
F: From a marketing point of view 
 
I: From your personal point of view. 
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F: I guess maroon, maroon and white maybe 
 
I: Are the corporate colours important to you or not important? 
 
F: No. Not at all 
 
I: Can you explain why? 
 
F: Because I think that actually it’s more about what the school does and how it 
is perceived as an organisation rather than just the advertising of it. So, yes I 
think that when people see it, and if they’ve seen it often enough they don’t 
even think about it anymore. But if there are a load of kids in town being a 
nightmare, that’s what they’ll then associate with the school rather than the 
logo. 
 
I: Looking at the corporate image (shows image), do you think that this 
represents the Stamford Endowed Schools strongly or weakly? 
 
F: Ye …es. I think that it is quite a strong image. I don’t necessarily think that it 
means much to the kids who are here. So when they leave, they might 
remember the logo ‘Christ me Spede’ but I am not sure that they’ll remember 
what it means and I’m not sure that we necessarily live up to that logo in school. 
For example the kids go to chapel once a week but it’s not all that important to 
them. It’s not necessary as focused as it’s implied. Whether it should be or not I 
suppose is irrelevant. But they say, oh yes we are a Christian Foundation but 
actually there’s not much that backs that up in the school. So I kind of feel that it 
is a bit sneaky as a logo because it is implying one thing but actually I’m not 
sure it lives up to it 
Track 18 2m 
I: Is the corporate symbol important to you, or not? 
 
F: No, not really. I went to a private school and I can remember that the blazers 
were black with a red badge, that’s kind of oval, couldn’t tell you what the logo 
was. No I’m not but that is maybe me, I’m quite unobservant. 
 
I: Is there a particular reason why you don’t think it’s particularly important? 
 
F: No. No not really. I think that when you do these, I’ve done these brandex 
surveys before and it says, ‘What do you know about this?’, ‘What’s the motto 
for this?’ I have no idea. So I think that possibly I am quite unobservant, so no, 
I’m not that fussed about it. I don’t like the way that the fact that his beak is all 
spikey now though. It’s kind of a bit mean. 
 
I: Which do you think is the most important, the corporate colours or the 
corporate symbols? 
 
F: Umm, the symbols I think. I think that the symbols mean something whereas 
the colours could be any colour. 
 
I: Do you think that the corporate symbol has strength? 
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F: Yes, it’s quite… as an image do you mean, or do you mean as an effect on 
somebody? 
 
I: Do you think inherently it has strength in itself? 
 
F: Yes, I think it is quite sharp as an image, it’s quite a powerful bird and it’s got 
a nice strong logo underneath it but I preferred it when the beak wasn’t so 
spikey because the rest of it is all quite fluid, I quite like the fact that the wings 
are very fluid and the belly. I quite like his tummy. It’s an inherently strong 
animal. 
 
I: Do you feel affiliation towards the symbol? 
 
F: No. But I think that that is just a personal thing. 
 
I: Do you think that it has got style?       
 
F: Yes, I think it’s quite stylish, I think it’s not too fussy. I think that I would be 
more likely to remember that than the one where I was at a school because 
there were all sorts of little embellishments and things on the crest, so this is 
quite clear and memorable. 
 
I: Do you think that the symbol has compassion?    
  
Track 19 
F: Umm, ye..es, I guess. Am I right in saying that it is a stork? And they bring 
babies, so that is quite nice and it’s that idea of bringing newness and life and 
that sort of thing, I guess. And there aren’t many evil birds, if it was a lion, 
they’re quite evil but that’s quite a strong thing but it’s quite a caring creature 
and …. 
 
I: Is it lucky? 
 
F: Not especially. But, I don’t know. Is it lucky? If you like/wanted to have a 
baby, that would be lucky. If you didn’t, it wouldn’t be (laughing). So, not 
especially. 
 
I: Are you proud to carry and wear the visual symbols that associate you with 
Stamford Endowed Schools? 
 
F: I don’t. I don’t have any or wear any, because I don’t do any sport and that’s 
the only time, the sports kit has it (the logo). But I don’t think that I have 
anything with the logo on, apart from the calendar, which I keep in a drawer. 
Would I be? Yes, I think if I went on school trips and we had them, I think that 
would be nice but whether it is worth the money to make sure that everyone 
who has a trip, has that, I’m not sure. 
 
I: Any other feelings or opinions about the visual corporate identity? 
Track 20 
F: Umm, no. I think it is good that it is on the uniform and I think it is probably 
more important for the boys than it is for the staff. And it’s quite a good sort of 
leverage point so that when the boys are in town, you can say look you’re 
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wearing the uniform, you behave as you would in school. I prefer to take trips 
away when the boys are in uniform because I think that they behave in a certain 
way, when they are in uniform. Now whether that is because of the uniform or 
the logo or both, I don’t know but I think that it is more important for the boys. 
 
I: Thank you very much, that concludes the questions. 
 
 
Interview G  Interviewee G  Interviewer I 
 
M 40-49 SS Maths  Teaching staff and HoD F-T 6-10yrs 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
G: The claret-ty red colour 
 
I: Are the corporate colours important to you or not important? 
 
G: Important  
 
I: Can you explain why? 
 
G: I didn’t really think about it until we got a white minibus and that has really 
upset me. Because I think that the colour was very corporate and for us to end 
up with a white minibus… yes I think the colour is important. 
 
I: Looking at the corporate image (shows image), do you think that this 
represents the Stamford Endowed Schools strongly or weakly? 
 
G: Strongly I guess.  
 
I: Again, can you explain why? 
 
G: It has got the name but I like the um…. I think that it is very different and I 
think that it is very individual. I like the fact that the logo is in old English. I really 
do like that. So I think that it is a strong symbol 
 
I: Is the symbol itself important to you? 
 
G: The bird itself no, the ‘Christ me Spede’ I think is good, for the audience… I 
think it’s very individual; I like how clear it is. I don’t really know anything about 
the bird. To tell you the truth I never have been interested enough to find out 
why it is a bird. 
 
I: Which do you think is more important, the corporate colours or the corporate 
symbols? 
Track 23 
G: That’s very interesting (musing). I think that the fact the students are 
identified from Stamford School by their blazer, so I think that I like the idea of 
having the bird on the blazer and because it’s in colour. It is interesting although 
I don’t like the bird; I think the bird is more important. 
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I: Do you think that the corporate symbol has strength? 
 
G: Yes. I think it has, it’s very clean, very clean lines; I like the ‘Stamford 
Endowed Schools’. Yes, I think … strength… what would you say strength is? 
What do you mean? 
 
I: Is it a strong image in itself, is it inherently strong? 
 
G: Yes, yes I think so, it’s very distinctive, so I think people would recognise it 
and then people would see that and then would see the logo on the side of the 
van or on the school. I think that they would identify the pupil with the school, 
definitely yes. 
 
I: Do you feel affiliation towards the symbol? 
 
G:  No, I don’t myself, I don’t wear the symbol. It’s really interesting; I’m not 
really encouraged to wear the symbol because I am not an old boy either. I try 
to use the symbol as a watermark for my agendas and things but I found it 
difficult to get hold of the new symbol. They didn’t actually make it very easy for 
me to use it. 
I: It’s under marketing in sharepoint. 
 
G: Yes, it is now but when it first came out, we were told not to use one, so I’ve 
stopped using it. So for me no I don’t think that it is strong for me. 
 
I: Do you think that it has got style?  
      
G: Yes, I do, I think it is very clean, I do like the colours. I think it is distinctive 
definitely. 
 
I: Do you think that the symbol has compassion?  
     
G: Compassion? No, I don’t when I think of compassion, I think of maybe 
softness and welcomeness. No, I don’t, I think looking at now, the bird seems to 
be up in arms it seems to be that you are attacking it. The ‘Christ me Spede’ 
which could be quite compassionate is in a very straight, very rectangular box 
with edges. And the school… where I like the lines but I do not think that there 
is any compassion there at all 
 
I: Is it lucky? 
 
G: Ha ha (laughing) Are we lucky to have it or is it lucky in itself? 
Track 24 
I: Is it lucky in itself? 
 
G: No, lucky. Calling the symbol lucky. No, I don’t really know. I am trying to 
think of one that I would have thought would be lucky. If I think that this is not 
lucky, then there must be one that must be lucky. It is not something that I 
would associate with a symbol; it’s not really something I would think about 
 
I: Are you proud to carry and wear the visual symbols that associate you with 
Stamford Endowed Schools? 
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G: The only time I’ve done it is when I’m driving a minibus and that’s good but 
I’m not really, I don’t feel that I’m encouraged to…. I saw the cufflinks down in 
the shop and I wear cufflinks all the time and I didn’t know whether people 
would think that it was wrong for me to wear the cufflinks,  I didn’t know… 
 
I: Surely it is your decision 
 
G: Yes I know but I’m not a student of the school, I’m not an old boy. The 
symbol, like a lot of things, I have not really been encouraged myself to use the 
symbol, it has been more aimed at the pupils. So I don’t really carry stuff… 
we’re not given stuff with the symbol on which is a shame. 
 
I: Any other feelings or opinions about the visual corporate identity? You 
mentioned the minibus 
 
G: Yes the minibus… I don’t know whether this is part of it but when I wasn’t at 
the Stamford Endowed Schools the most visual thing about Stamford Endowed 
Schools was CCF. So when I used to work in Peterborough and used to drive 
on a Friday, I knew that they were Stamford Endowed School students. 
Whereas, I didn’t really know the logo that well so I didn’t know if I had spotted a 
student.. So I think that the CCF in this town is very, very important. 
 
I think the colour – it is a very distinctive colour, I do like the colour but I think 
that the other visual thing is that we have our students and the students are 
visually smarter than other students that you see in town, by a mile. When I 
moved from Bourne, which I thought was quite smart, to here, it was a distinct 
step up. Though when you see our students in town you think, they’re smart 
and they are from Stamford School, whereas you see other students looking … 
and they’re…. so I think that they are very much our corporate image, our 
corporate visual image. Apart from that no I don’t …. 
 
The colour is different you don’t see many schools with that colour … but no I 
don’t have much identification with the school…. 
 
I: Thank you very much, that concludes the questions. 
 
 
 
 
Interview H  Interviewee H Interviewer I 
 
M 40-49 SES Senior Management Bursary F-T Less than 
one year 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
 
H: Well, I think that is fairly clear, which is a red, which I think is described as 
volcano red. I think was  how it was described at one point and the white, or 
slightly off-white. 
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I: Are the corporate colours important to you or not important? 
 
H: Um… I think… I will back track on that because obviously there are the 
uniforms which I suppose I associate with that a dark blue, certainly at the girls’ 
high school, boys is  sort of blacker colour. But it is that sort of red maroon and 
white, there’s some blue and there’s some black. 
 
And are they important… yes  I think they say something about the school. 
 
I: So can you enlarge upon the importance aspect… 
 
H: I’m not particularly…. I’m a kind of numbers and engineer guy so I’m at the 
opposite end of the spectrum form the aesthete But I think that corporate livery, 
corporate logo is important. For some people it makes a strong impact, for me 
particularly I would say it’s probably less important for me than the average 
person. I think that there are some practical aspects of colours as well, which is, 
you know, does the uniform look dirty and grubby and all those sorts of 
things…?? 
 
I: Looking at the corporate image (shows image), do you think that this 
represents the Stamford Endowed Schools strongly or weakly? 
 
H: I’m very much a newcomer and so I understand that this stork was 
something to do with the coat of arms of whoever the founder was, whose name 
escapes me for the moment. What always intrigues me is trying to decipher 
whether that is Latin or whether it is old English. I believe, I am told that it is old 
English, is that right? It’s not Latin. I think that’s quite strongly associated with 
the school, I see badges with it. I am slightly intrigued why these two (pointing 
to lettering on corporate symbol) are two different shades of what I would call 
maroon or burgundy, I don’t know. 
 
I: Is the corporate symbol important to you, or not? 
Track 27 
H: Umm… yes…  For me and my work today no, but I could imagine that if I’d 
had a long association with the school, it would have a stronger, a stronger 
meaning. I mean that rather bizarre animal over there (points to picture of a 
wolf, upright in clothing on the wall of his office) in that picture, called the trust 
servant, is associated with my old school. And I have some sort of fond 
attachment to it 
 
I: Which do you think is the most important, the corporate colours or the 
corporate symbols? 
 
H: Mmmm… well, probably the symbol because I think colours can change 
can’t they?  I moved up from Berkhampstead, and my children were in 
Berkhampstead school and they had a complete revamp of their uniform, 
basically to try and … it’s a diamond structure, three site school, exactly like 
this…it was much more about trying to standardise colours, so I think colours 
can be more easily changed than the symbol actually. 
 
I: Do you think that the corporate symbol has strength? 
Track 28 
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H: Well if I’m correct in believing that it is associated with the coat of arms of the 
founder… (A: His wife in fact) … then I think it has, doesn’t it, as that’s a 500 or 
450 year history. 
 
I: Do you feel affiliation towards the symbol? 
 
H: Not yet. But I could imagine that in time I might do 
 
I: Do you think that it has got style?       
 
H: I think it is very unusual; the stork is quite a rare bird anyway in this country 
so. It could be mistaken; I think it is not obviously a stork, it could be a rather 
bad swan, it could be a phoenix rising from the ashes. It’s a slightly curious 
beast but if that was on the coat of arms then I guess… but I think that we’ve 
had a change, haven’t we in the last few years. 
 
I: Do you think that the symbol has compassion?    
  
 
H: Not really, no. it’s not an adjective I would immediately have associated with 
it. Well possibly with the logo realising that it means God or Christ, God spede, 
Christ spede, Christ be with me, so I guess that does although it is in the words, 
rather than the symbol. 
 
I: Is it lucky? 
 
H: Lucky?? That’s not an adjective I would associate with it. 
 
I: I know that you have only been here a short while but are you proud to carry 
and wear the visual symbols that associate you with Stamford Endowed 
Schools? 
 
H: I keep meaning to go and get an umbrella, so yes, I am happy to do that. 
 
I: Can you explain why you want to do that? 
 
H: Well, I want to be seen as part of the fabric of the institution, so that I think 
could help me, rather than being seen as that’s not part of the institution 
 
I: Any other feelings or opinions about the SES visual corporate identity? 
 
H: I find the thing that has really struck me is the badge wearing, I find slightly 
peculiar, (A: The pupils?). Yes to see quite old teenagers with umpteen enamel 
badges I find slightly odd. I think that the uniform at the High School is quite old-
fashioned, I mean in terms of skirt length, dress length but I have never actually 
spoken to a girl about whether they like that or not. So I think that’s quite a 
striking thing. 
 
I: The younger ones or the older ones? 
 
H: The older ones. Sorry what was the question again? 
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I: Do you have any other feelings or opinions about the visual corporate 
identity? 
 
H: No. The whole Endowed notion is something which is something that is less 
than 15 years old isn’t it so that’s…. 
 
I: I think it was Endowed in 1850something but the three schools coming 
together… 
 
H: 97or 98 wasn’t it. I never hear of any of the alumni talking about the 
Endowed Schools 
 
I: No, they would talk about either one school or the other 
 
H: Exactly 
 
I: Thank you very much, that concludes the questions. 
 
 
 
Interview J  Interviewee J   Interviewer I 
 
Profile:    M 40-49   SES     Estates & Services     Support Staff     P-T
   1-5 years 
 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
 
J: It would be the burgundy, burgundy and gold. That’s would be what hits me 
most often. 
 
I: Are the corporate colours important to you or not important? 
 
J: It is an immediate snapshot of the organisation in Stamford,  it is very much 
our colour, even if it only glimpsing is out of the corner of your eye, on a banner 
somewhere or on a flyer in a window .it does become immediately evident that it 
is us without having to read. You only have to see the colour really and you 
would be hard-pushed for it not to be us in Stamford. 
 
I: But to you personally, are they not particularly important or they are? 
 
J: No, not particularly, no. 
 
A shows J the SES corporate symbol 
 
I: Looking at the corporate symbol of the Stamford Endowed Schools, do you 
think that it represents SES strongly or weakly? 
 
J: I think because I see it so much, it’s engrained so it’s got a very strong 
presence. I couldn’t answer for anyone else but for me, because I see it so 
much, to the extent that every piece of paperwork that I generate has the 
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banner on it. We appear to be doing that more actively now, the branding is 
much more dominant and it’s more consistent across the three school as well, 
from the days of having lots of different, or the same image but with different 
words underneath it, we seem to have parted from that 
 
I: So is the symbol important to you personally? 
 
J: Yes, I think it is. I’ve lived in and around Stamford fifteen years and even 
before I worked in the schools, the Spede Bird does have a certain resonance 
all the way through the town. I’ve worked at places like the Mercury (local 
newspaper) and that was…. 
 
I: So you knew that it was called the Spede Bird before you worked here? 
 
J: Oh yes, because that would always be the running gambit with any story 
coming in to do with the school. There would be old boys or old girls working in 
the office and off they’d chime and Spede bird was always the first thing thrown 
in. 
 
I: Which do you think is the most important; the corporate symbol or the 
corporate colours? 
 
J: I am minded to say the colour. 
 
I: Why? 
J: For me personally, the association is immediately the colour not necessarily 
the bird. And again on a personal level, if I see that colour, I think of work. It is 
not an unusual colour but it’s just enough of the normal spectrum that that is my 
association. 
 
I: Is that a pleasant association? 
 
J: Depends on the day! Generally yes, yeah. 
 
I: Do you think that the corporate symbol has strength? 
 
J: I think it is bolder than it was previously but I think that is something to do with 
the physical structure of it and the dominance of the Stamford Endowed School 
bit sitting by the side. My feeling previously with the other images, was that the 
Spede bird was whatever else was written on it, what you captured was the 
bird, not the wording. The wording is much, much more prevalent now. 
 
I: Do you feel affiliation towards the symbol? 
 
J: Only in the context that I am an employee here I suppose, I am part of it so, 
it’s part of what I do, and it’s the most immediate symbol of that. There is 
nothing else other than that warp or its previous variants. 
Track 30 4m02s 
I: Do think it has style? 
 
J: Style? (thinking) I’m not sure I’m convinced by the wording because it is so 
bold now. 
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I: Which The Stamford Endowed Schools or the ‘Christ me Spede’ bit? 
 
J:  No, this offset bit here (indicating the Stamford Endowed Schools) and I still 
haven’t quite fathomed why it’s in two colours. I am sure there is a very good … 
because the wording changes colour and I have never understood why. I am 
sure there is a very strong, visual marketing reason for it, he says having had a 
marketing background as well. I haven’t quite fathomed why it grades to a 
different colour 
 
I: Is it so that you can change the bottom two lines to Stamford High School, 
Stamford School or Stamford Junior School. 
 
J: It could well be. 
 
I: Do you think that the corporate symbol has compassion?  
 
J: It wouldn’t be the first thing that sprang to mind, in terms of that as an image, 
compassion wouldn’t be the first thing. I think it’s bold and I think it is strong 
actually but I don’t know whether compassion would enter into it. 
 
I: Do you think it is lucky? 
Track 31 
J: No more than anything else. I’m not a big one for luck. 
 
I: Are you proud to carry or wear the visual symbols that associate you with the 
SES? 
 
J: I think I probably am actually. I don’t feel the need to hide it. By the same 
token I don’t tend to pad round town with my lanyard with its Stamford Endowed 
symbol on either. That’s so I don’t get harassed by the …but it’s part of what I 
do, so in some respects I do have a certain pride with it because it’s you 
know…. 
 
I: Can you explain a bit more why? 
 
J:  I think it is because you are part of a bigger enterprise and because the 
school (I don’t live here now) but the school is so big a fixture within the town, 
more so than many independents in some sense, I’ve been in Oakham and 
seen that they are very dominant within where they are and we are, just from 
sheer numbers and being an employer, so it’s a big factor in the town. And 
having lived here a long time, till we moved a few years ago, you are part of 
that. There is a degree of defensiveness sometimes as well. 
 
I: Any other feelings or opinions about the visual corporate identity? 
 
J: I don’t think beyond what I have already said really. I think it is a strong 
image.  I don’t know whether it personally says much to me on kind of softer 
issues. I think it’s a strong bold image and the colour of it might be part of that 
actually as well. It’s quite a strong bold colour. Boldness is I think the one for 
me. 
 
I: Excellent, that’s it. Thank you very much. 
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Interview K  Interviewee K   Interviewer I 
 
F 40-49 SHS Learning Support Boarding Teaching staff  F-T
 Over 20 yrs 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
 
K: I think the dark red and the cream. 
 
I: Are the corporate colours important to you or not important? 
 
K: They’re important as far as the image of the school goes and the marketing 
of the school. 
 
I: What about to you 
 
K: On a personal level, I don’t dislike them, they don’t offend me in any way. I 
do think they  look quite smart. 
 
I: Looking at the corporate image (shows image), do you think that this 
represents the Stamford Endowed Schools strongly or weakly? 
 
K: I think the bird on its own, isn’t enough but together with the wording, set out 
as it is, I see the SES coming out very clearly. Yes. I think together they work 
well. I think it is a strong representation. I think that the bird catches your eye 
but on its own, it certainly wouldn’t be enough. 
 
I: Is the corporate symbol important to you, or not? 
 
K: Again, I think for marketing purposes, I think it is important because of my 
involvement in boarding, and because I’ve been in boarding for such a long 
time, we have been asked quite often about how to market boarding and I think 
the changes that have been made to the image, to the wording and to the bird I 
think has made things much stronger 
 
I: Which do you think is the most important, the corporate colours or the 
corporate symbols? 
 
K: The …. I suppose… that’s a hard one actually… one without the other 
wouldn’t really work. I suppose I would go for… when you say symbol, do you 
just mean the bird?  
 
I: No, the whole thing with the lettering too 
Track 33 
K: I think probably the symbol 
 
I: Do you think that the corporate symbol has strength? 
 
K: Yes, I do. 
 
I: Do you feel affiliation towards the symbol? 
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K: Oh yes I do but I’m saying yes, probably because I have been here for so 
long (laughing) 
 
I: Do you think that it has got style?       
 
K: Yes I do. I think it has a lot more style than it had. Again I think the changes 
that have been made have improved it on all sorts of levels. So, yes.  Actually, I 
think the colours together, I think the dark red…I think if it had been a very 
bright garish red, no. I think that would look quite cheap. But the darker red 
against the cream is a bit more sophisticated.  I think white as well be too stark. 
 
I: Do you think that the symbol has compassion?    
  
Track 34 
K: Well I suppose the bird looks as if it is ready to embrace  the children, I 
suppose, yes. I think the bird looks quite friendly. It’s not a harsh symbol at all, I 
don’t think. 
 
I: Is it lucky? 
 
K: it doesn’t suggest to me lucky or unlucky.   No, I don’t think so. 
 
I: Are you proud to carry and wear the visual symbols that associate you with 
Stamford Endowed Schools? 
 
K: Yes I am actually. Yes, yes, 
 
I: Can you enlarge on that? 
 
K: Well, if I’ve got my ID badge on, I don’t immediately think of taking it off if I’m 
going anywhere. I think we’re a good school, and if I have my badge on and I’m 
out of school and anyone asks me about it, I’d be quite happy   I’m quite proud 
to say that I’ve worked there for a long, long time. I think they’re very good 
schools. I have had two children through so from a parents’ point of view too, 
I’m more than happy. 
 
I: Any other feelings or opinions about the visual corporate identity? 
 
K: No, again just looking back at how it has been developed and how it used to 
be. I don’t know if you remember but with the old bird, it was never facing the 
same way twice!  So I think it has been tightened up a lot. It’s much more 
sophisticated, it’s much clearer I think and the fact that almost everything we 
use is now branded with it. I think it’s a much stronger representation of the 
school. 
 
I: I forgot about the blazers, it faced one way for the boys and the other way for 
the girls. 
 
I: Thank you very much, that concludes the questions. 
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Interview L  Interviewee L   Interviewer I 
 
F 50-59 SHS Support Staff  F-T 11 to 20 yrs 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
 
L: Oh…  I would say…. I think I would probable say the navy blue 
 
I: Are the corporate colours important to you or not important? 
 
L: Um… medium I would think… since I’ve been here, the corporate bit has 
changed. It’s more of a business sort of thing now whereas before it was more 
of a personal… Can you understand that? 
The boys have always been predominantly maroon but at the High School, we 
have been red. 
 
I: But yet you picked navy?? 
 
L: That’s why I picked navy because I am not a great lover now of the maroon 
because in my lifetime, our school has been red. Does that make sense? 
 
I: Looking at the corporate symbol (shows image), do you think that this 
represents the Stamford Endowed Schools strongly or weakly? 
 
L: (Thinking)  I suppose it’s strongly, however I think that little bit (pointing to 
Spede bird) the Spede bird, with the bird has lost a lot of its… it’s lost its identity 
for me a little bit. It looks modern now. You could sort of see the woolsack 
before, whereas now you can’t. We’ve lost the history in it. 
 
I: Is the corporate symbol important to you, or not? 
 
L: Yes I would say it is important, yes it is. 
 
I: Can you explain why? 
 
L: Well it’s something that you want to be instantly recognisable. 
 
I: Which do you think is the most important, the corporate colours or the 
corporate symbols? 
 
L: I think probably the symbol 
 
I: Do you think that the corporate symbol has strength? 
 
L: Yes, yes (emphatically). Whether people actually realise what it is, whether 
they realise that it is a stork. I think that a lot of people think that it may be a 
phoenix rising from the ashes, sort of thing. But yes, it has strength. 
 
I: Do you feel affiliation towards the symbol? 
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L: Yes, I suppose I do. 
 
I: Do you think that it has got style?       
 
L: No. 
 
I: Why 
Track 2 
L: To me it’s too modern and it is bland and it’s business-like 
 
I: Yet you feel affiliation towards it? 
 
L: Yes, because it’s the bird. And that’s what we’ve got, so I’ve got to feel 
affiliation to that 
 
I: You say you’ve got to, but personally you do? 
 
L: I think I feel affiliation for the bird; I do, but perhaps not in that format. But 
that’s what we’ve got, so I do. 
 
I: Do you think that the symbol has compassion?    
  
 
L: No. It’s like a branding isn’t it. It doesn’t have a feel to it. 
 
I: Is it lucky? 
Track 4 
L: I don’t feel it is no. 
 
I: Are you proud to carry and wear the visual symbols that associate you with 
Stamford Endowed Schools? 
 
L: Oh yes. 
 
I: Can you give me an example? 
Track 5 
L: Well, I’ve got a sweatshirt that when it’s cold I wear for archery. You can see 
people looking at the emblem and it’s much better than looking at a Morrisons 
emblem isn’t it. It has got a bit of standing in the community hasn’t it. 
 
I: Any other feelings or opinions about the visual corporate identity? 
 
L: I don’t particularly like the colour, the colour is quite drab to me. I went to 
Michael’s blurb on it all and I can understand why they’ve done it but to me the 
actual colour is not a rich colour, it’s not a warm colour. It almost to me looks as 
though it hasn’t printed correctly. It’s neither one colour or another really, it’s 
almost as though (Aren’t I rude - as an aside) the blue and the burgundy have 
been mixed together. 
 
I: Thank you very much, that concludes the questions. 
 
Track 7 
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After the recording was supposedly turned off 
L: There was a lot of history to it and I think that the history has almost been 
wiped out… 
 
I: I remember that you were one of the ones who referred to the red and wool 
cloth manufactured in the town 
 
L: That was important to me, because I was in the school shop, a former life you 
see.  That was our… before we were…. I’m sure we’ve always been the 
Endowed Schools, but before we were so sort of mixed. It was the red and the 
blue and that’s why we chose the red and the blue. The red and white shirts 
which the girls loved. It is important but that’s the way it has gone and you just 
have to accept it and that’s it there is nothing you can do about it. 
 
Do you like it? 
 
I: When Moss-Bowpitt was here, they asked me to look at it because of my 
background in graphic design. I did a design but I’d extracted the old style bird 
I’d got something that was very similar to this, but I’d not modernised the bird. 
And I had retained the woolsack. The old style bird, I don’t think that there was 
a proper drawn logo in existence (L: No there wasn’t) so when it came to 
producing artwork it was  actually really difficult to do, especially if you wanted it 
big, cos it had all wobbly edges. But I think it’s effective the way that they have 
done it now but he is a bit modern and stylised isn’t he. 
 
L: But there we are, that’s it that’s what we have got. 
 
 
 
Interview M  Interviewee M   Interviewer I 
 
M 50-59 SS Acting headmaster Tchg Staff     Senior MNgmnt  F-T
 over 20 yrs 
 
I: Which colour or combination of colours do you think is the strongest 
representation of the Stamford Endowed Schools? 
 
M: Maroon and navy blue. 
 
I: Are the corporate colours important to you or not important? 
 
M: Well, it is important that we have them but the choice of colour is not that 
important. 
 
I: But are they important to you personally? 
 
M: They are now because there is a tradition and they’re well established. 
Track 9 
I: Looking at the corporate symbol (shows image), do you think that this 
represents the Stamford Endowed Schools strongly or weakly? 
 
M: Strongly 
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I: Can you explain why? 
 
M: Again the stork is a very long standing symbol of the schools, it’s got its 
history, it’s in the stained glass at the old hospital in town, its association with 
Stamford’s past as a wool town 
Track 10 
I: Is the corporate symbol important to you, or not? 
 
M: Yes 
 
I: Can you enlarge upon that? 
 
M: Because in that one symbol, it epitomises everything about the schools. So it 
something that I look upon with some pride and I’ve been associated with it for 
so long. 
 
I: Which do you think is the most important, the corporate colours or the 
corporate symbols? 
 
M: The symbol 
 
I: Do you think that the corporate symbol has strength? 
 
M: Yes 
 
I: Do you feel affiliation towards the symbol? 
 
M: Yes, very strongly 
 
I: Could you enlarge upon that a bit… 
Track 11 
M: Well again, I’ve worked here a long time and it’s always been, although it 
has undergone some slight changes, it has always been as far as I know part of 
the school, throughout its long history. So I feel part of that tradition. And I think 
it is unusual and I think it’s an effective and striking symbol 
 
I: Do you think that it has got style?       
 
M: Yes, in that it is not manufactured. Although it has been as I say modified so 
there is a degree of manipulation. It’s not something that is the product of a 
team of graphic designers or logo people. It has actually come from the history 
of the town. So in that sense, I think it has style. 
 
I: Do you think that the symbol has compassion? 
 
M: I’m not sure what you would mean by compassion in a logo…. 
 
I: But do you think it is representative of compassion in itself perhaps? 
 
M: No, I wouldn’t have thought so. Looking at the actual symbol itself, in a 
sense, it looks quite aggressive. 
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I: Do you think it is lucky as a symbol? 
 
M: (Laughs) Do you mean when I look at it does it strike me as something…. 
 
I: Do you consider it to be a lucky symbol or to put it another way, do you think it 
is unlucky? 
 
M: No, I don’t think it is unlucky. But if you asked me to do word association, I 
wouldn’t associate either compassionate or lucky with that 
Track 12 
 
I: Are you proud to carry and wear the visual symbols that associate you with 
Stamford Endowed Schools? 
 
M: Yes, I’m very proud. 
 
I: Can you enlarge on that and explain why? 
 
M: Because I think the Stamford Endowed Schools is an establishment to be 
proud of. We’ve already discussed its long history that it is firmly part of the 
town and the area. I think it is an establishment which has very high standards 
and it does very well by its pupils. So I am very proud to be part of it.  
 
I: Any other feelings or opinions about the visual corporate identity? 
 
M: I was sad that we lost the wool sack, which was originally part of the symbol 
and therefore it became less closely associated with the original stained glass 
that is in Browne’s hospital and didn’t think that the rationale for doing that was 
particularly convincing. 
 
I: Was there a rationale? 
 
M: I understood that it was to make it a sharper image that was more suited to 
the technological age, that it would look better on screen that the old one but 
that didn’t ring true to me. 
 
I: Any other comments?  
 
M: I think that it is true to say that the pupils at the school would share my view 
about it. I know that when I have taken kids abroad on trips and things they’ve 
been very keen to carry the symbol with them, in terms of kit and dress and that 
when we’ve on those trips spent time in primary schools and redecorated and 
refurbished things, one of the things that they have always been keen to leave, 
has been the Spede bird. So on three different overseas expeditions now, 
where I have been involved in refurbishing three primary schools, each one of 
them has a Spede bird in place. 
 
I: Thank you very much, that concludes the questions. 
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